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INTRODUCTION

This master thesis is the 3-month final project of the studies in International Marketing
Management at the Berlin School of Economics. The idea for this thesis developed out of a
strong interest for changes in the marketing environment and new forms of marketing.
The case study Project FOX has been chosen because the author of this paper has been
actively involved in the planning and execution of the project in connection with the Danish
agency Agenda Group.

“Marketing today is much more like sailing than driving. Your boat is the brand. If
you point your boat in the right direction, follow the winds/currents and steer, you
will get the boat to go where you want it. Marketers should become the wind, but
accept that they're at the mercy of the currents and weather. Word of mouth
marketing,

when

done

right,

is

the

wind.”

(Steve

Rubel

on

www.micropersuasion.com)
Word of mouth and related forms of communication that were strengthened through a
consumer empowerment process are just the beginning, Open Source Marketing, which this
thesis will deal with, will argue that the customers will take over steering marketing.

1.1. VISION AND OVERVIEW
In the last couple of years there have been a lot of changes in marketing. New forms of
marketing appeared in order to better catch the potential customers, such as viral, word-ofmouth and buzz marketing.
The consumers of today are very different from even a couple of years ago. They are more
sceptical, better informed and more in control. However, most parts of the advertising
industry still use techniques that were developed in the 50s. A negative result of that is that
consumers find advertising often irritating instead of interesting, exciting and appealing (IS
2: Cherkoff 2005).
Some academics and business people today think that the solution to this problem lies in the
so-called Open Source Movement. The roots of this movement lie in the willingness and
benefits of computer experts to share programming source code. Well known results of this
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movement are Linux and Firefox. The Open Source Movement has grown quickly. The
sharing of ideas, and with that, the increased efficiency has excited many people. The nontechnical examples of open source are growing fast. Creative Commons, for example, is a
simplification and formalization of copyright inspired by the copyrights used by the open
source software development community. Creative Commons gives artists the flexibility to
collaborate with each other’s work. Wikipedia, an open source encyclopedia written,
developed and maintained by normal people around the world, is also a good example (IS 2:
Cherkoff 2005).
This movement also became interesting for marketers since they would like to interact with
the newly empowered consumer groups. Up until now, marketing has been about
commanding media, bombarding customers and controlling messages coming out of
marketing campaigns. But consumers have learnt how to protect themselves from traditional
marketing, or even circumvent marketing messages by creating their own content to
entertain and inform their peers.
Marketers of today are trying to pick up on this new trend. They are inspired by websites
such as The Cluetrain Manifesto and are attempting to understand the mindset of the
modern consumer and the influence of the open source values. Open Source markets are
real-time, controlled by the people, not the companies. Including the customer into the
marketing process can make the brand grow more efficiently because products become
more innovative and consumers more loyal. The consumer receives control to command the
message (IS 2: Cherkoff 2005).
Open source principles in marketing activities are promising since customers who can
influence or contribute to the marketing of a product will certainly speak more about the
product than customers that are overwhelmed by ready-made messages. Actively
integrating customers strengthens identification with marketing strategies and encourages
word-of-mouth communication(IS 2: Cherkoff 2005).
Some people see Volkswagen’s Project FOX, the launch campaign for the new VW FOX, as
an Open Source Marketing campaign. It was a co-creation marketing concept where the
target group was supposed to participate in concept creation having only very few
restrictions.
The target group itself mainly created the automotive marketing event. On behalf of their
client, VW, two event-marketing agencies, Eventlabs and Agenda Group, provided the
launch of the new VW FOX, a car for young people with a target age group between 18 and
30. Over a three-week period in April 2005, approximately 800 international motor and
lifestyle journalists were invited to Copenhagen, Denmark, to test-drive the car. But instead
of using the entire budget on the journalists the event agencies hired about 200 young
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people active in design, music, fashion, hospitality and gastronomy. They were seen as
opinion leaders of the target market that should co-create the event and market the brand.
However, the question arises whether Project FOX can be considered a real approach to
Open Source Marketing. To what extend can Open Source Marketing characteristics be
found in the project, or, was the execution of the project and the message overly controlled
by the agencies and VW itself than by its target group?

1.2. APPROACH AND METHODS
Within this master thesis, a detailed introduction to the Open Source Movement and its
range will be given, changes in the marketing environment will be exemplified and then
Open Source Marketing will be classified and defined as a descendant of this movement.
Principles and instruments of this new form of marketing will be developed and the role of
the consumer be clarified. Here it has to be admitted that extensive pertinent literature does
not exists yet. Definitions, principles and instrument have been developed on the basis of
ongoing analysis by different marketing specialists and the perception and understanding of
the author of this paper.
Hereafter, Volkswagen’s Project FOX will be introduced as the main case study. There are
people defining the project as a good example of Open Source Marketing yet others will
argue that it lacked important characteristics of Open Source Marketing. The project shall be
described with focus on the elements that were meant to reflect the Open Source approach.
Initiators and participants of Project FOX are interviewed and express their opinion about the
project, the ideas and values behind it, and difficulties and limitations they experienced.
Based on the results and ideas of the interviews, project experiences and the interpretations
of the theoretical part of this work, opportunities, disadvantages and risks of this kind of
marketing will be shown in detail. What role Open Source Marketing will play in the future as
a means of communication and method of supporting brand growth will also be discussed.
The last part of the thesis will include a short discussion whether the term Open Source
Marketing is suitable and can be used as a nomenclature in today’s academic marketing
environment.
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ROOTS OF OPEN SOURCE MARKETING

The term Open Source Marketing has its origin in the Open Source Movement. Advocates of
Open Source Marketing highly appreciate the principles and values of this movement and try
to transfer them to marketing. A reason for this for this development is the changing
marketing environment with more powerful and savvy consumers. The movement became
interesting for marketers since they would like to adapt to these developments in marketing
and to interact with these new kinds of consumers.
The first part of this chapter will give a detailed overview over the Open Source Movement
and what impact it has on collaboration and innovation. The second part will explicate the
developments in marketing, especially focusing on the empowerment of today’s consumers.

2.1. THE OPEN SOURCE MOVEMENT
The Open Source Movement developed out of the Free Software Movement. In 1998 a
rebranding of the Free Software Movement occurred, advocating non-exclusive, collaborative
software development and distribution. Today, the Open Source Movement has expanded
into other areas, becoming a cultural and economic phenomenon. This movement is the
foundation for Open Source Marketing.
To give an appropriate introduction into the topic a historical overview over the movement
will be given, including main values and principles. The importance of networks, collective
action and the open source influence on innovation are also explained.
Innovative communities and open source projects are not necessarily limited to software,
they can also play an important role in the development of information products or even
physical products. Open collaboration and distribution are applied to many other areas. For
this reason, the non-technical open source licenses and participatory media will be
introduced.

These are two of the most successful open source applications apart from

software.
2.1.1. THE HISTORY OF THE OPEN SOURCE MOVEMENT
Von Hippel introduces in his book “Democratizing Innovation” the term ‘free reveal’ of
proprietary information. With that, he and his colleagues state, “that all intellectual property
rights to that information are voluntarily given up by that innovator and all parties are given
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equal access to it – the information becomes a public good” (von Hippel 2005: 77). This
term is essential for the description of Open Source.
“Free revealing” in the above described sense appeared frequently throughout history. The
first example for intentionally free revealing dates back to the English iron industry in the
19th century. Here, ore was processed into iron, in which two attributes of the heated up
furnaces had been constantly improved. The chimney height and the temperature during the
process had been raised. These two facts contributed to the overall improvement of
efficiency in the iron industry. Surprisingly, it was noted that both the employees as well as
the competing firms freely revealed information about their progress in meetings and
published articles (von Hippel 2005: 78).
The second example, which should be mentioned here, are the patented steam engines that
were developed by James Watt in the 1700s. After 1800 Watt’s patent expired, another
engineer named Richard Trevithick came up with an improved version of the pressure
engine. He chose to not patent his designs and developments but instead made them
available for everybody without charge. A number of engineers followed Trevithick’s example
and improved the engine further and revealed the design in a magazine called ‘Lean’s
Engine Reporter’ (von Hippel 2005: 78-79).
The quintessential example for open source projects and peer production or networking has
been and still is open source software. These projects survive by the fact that their
contributors make the code that they have written available for the public. The software is
explicitly designed to permit modifications by anybody that has the appropriate skills to do
so. Furthermore, anyone is allowed to download and use open source software by being
granted the legal rights to study the code, modify it and distribute it to others (von Hippel
2005: 38).
The open source software movement has its roots in the 1960s and 70s, where much
software was developed in laboratories. The scientists working there found it normal to
share and exchange the software they developed. This was and still is an essential part of
hacker’s communal behaviour (von Hippel 2005: 97).
One of these laboratories was the MIT’s Artificial Intelligence Laboratory. In the 1980s the
Massachusetts Institute of Technology (MIT) decided to license some of the code that was
created in their laboratory to a commercial company, which shortly after restricted the
access to the source code. The restriction of the source also restricted the use of the source
for the developers that were involved in the creation it. One of the developers was Richard
Stallman. He felt distressed about this but also about the general development towards
proprietary software packages, which could not be studied or modified by others. In
contrast, he wanted to have an environment where software enabled people to use
information freely, where nobody has to ask for permission to change software they use to
fit their own needs or share it with somebody else who might need it. In response, he
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founded the Free Software Foundation in 1985. In 1998 the Open Software Movement was
founded by Bruce Perens and Eric Raymond. This movement became a cultural and
economic phenomenon (von Hippel 2005: 97-99).
Stallman also worked on legal support that should preserve free access to source code. The
freedom to share was fundamentally incompatible with previous models of production that
rely on exclusive property rights. Stallman started a project of building a nonproprietary
operating system with the name GNU (GNU is Not Unix). He wrote big parts of the software
himself and adopted a legal technique that started a ‘snowball effect’. Because he was not
able to write an entire operating system by himself, he released pieces of his code under a
license that allowed anybody to copy, modify and distribute the software. The only thing he
required was that they had to distribute the software under the exact same conditions and
license as he did. By this means he invited many programmers to collaborate with him and
develop the program. The license he used became known under the name GNU General
Public License (GPL) (Benkler 2006: 64-65 & IS 11: GNU 1991).
Another important person in the Open Source Software Movement was Linus Torwalds, who
developed a central element of the operating system. He as well shared the source code of
his software kernel, called Linux, under the GPL (Benkler 2006: 65).
An amazing thing that the Open Source Movement has shown is that such a simple model
can be applied on very different scales, from small and simple projects to projects where
thousands of developers are involved such as the GNU/Linux operating system. It can
definitely compete with and is an alternative to central market-based models.
To briefly sum up and define what open source actually means a short look should be taken
at the official Open Source Definition by the Open Source Initiative. This contains 10
conditions and requirements for the term Open Source. Here, only the most important for
the further analysis with regard to Open Source Marketing will be considered. The complete
definition can be found in Appendix 1:
!

The license should guarantee a free redistribution of the software for any party.
Herefore license fees are not allowed,

!

“The program must include the source code, and should allow distribution in source
code as well as compiled form,”

!

Modifications and derived work has to be possible. These should also be
distributable under the same terms as the license of the original work,

!

The license can claim the inclusion of the original source code (IS 14: Open Source
Initiative).

Essential advantages for the development of software programs arise from this model. With
the help of such a definition and an appropriate licensing model innovation processes can be
fastened and the quality of the programs can be raised. The developers make their creative
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work available for the public. The possibility is created that motivated people can influence
the design and development processes. This background increasingly inspires other areas to
become more transparent. The software business is not alone in facing the challenge of
open source, as will be described in this thesis.
2.1.2. NETWORKS AND COLLECTIVE ACTION
Collaboration plays a major role when it comes to open source projects. Users are joining
together in networks and ‘open source communities’, which underlie a certain organization
providing structure and often also tools useful for interaction but which also support the
distribution of new developments and innovations, as will be described in the next section
(von Hippel 2005: 11).
Collective action is essential for the provision of public goods. Public good in the sense, that
if somebody starts using it then it cannot be restrained from other users and all can
consume it on the same terms. The collective action model says that the innovators of the
concept or product have to abandon the control of knowledge and all features they have
developed and consequently make them a public good (von Hippel 2005: 89).
The most visible example of collaboration within networks is free and open source software.
The development of communication technologies and the internet brought an important
change in the scope, scale and efficiency of peer production. The internet connects people
like no other medium. Mass cooperation is possible across time and space and
geographically remote development becomes economical. “Everywhere, people are getting
together and, using the Internet, disrupting whatever activities they’re involved in” (Business
Week Online 2005). Customers join together and create what they want themselves. They
design their own software or express their opinion on blogs, etc. C.K. Prahalad calls that
“…the democratization of industry…we are seeing the emergence of an economy of the
people, by the people, for the people” (Prahalad/Ramaswamy 2004: 348). This phenomenon
is known under the name Consumer Empowerment and will be described later.
Sharing is a major component of collective action and belongs among others to the ideals of
the Open Source Movement. Today, many, especially younger people increasingly change
their interaction attitudes in peer groups towards sharing of information, be it music, videos
or pictures. Interestingly, these people do not only share out of personal benefits but
because they think it is worth contributing to a common good by solving problems and
creating new things (IS 4: Christ 2004).
There lies a huge potential in the phenomenon of sharing and collective action for people
that are involved with marketing. More companies start to understand this logic. Not so
much for the development of collaborative products, which has existed for a while and will
continue playing an important role, but for the opportunity of outsourcing certain marketing
and communication activities (IS 4: Christ 2004).
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2.1.3. OPEN SOURCE AND INNOVATION
Common knowledge tells us innovation is crucial to the long-term success of organizations.
Collaborating in an open and transparent environment is one of the keys to innovation. As
history shows, open source projects have mostly been very successful especially with regard
to the development of innovative products. User centric innovation offers a lot of advantages
in contrast to product development that are mainly driven by manufacturers holding all legal
rights using patents and copyrights. The latter has been the main driving force of the
economy for hundreds of years. Rather than depending on manufacturers to act as their
agents, users that innovate themselves can precisely develop the products and services they
wish and need. Furthermore, individuals build from already developed and freely shared
innovations. Time and resources can be used more efficiently. Von Hippel calls this
phenomenon Open Innovation or user-driven innovation (von Hippel 2005: 1-2).
Open source developers claim that their products are of a higher quality than products
produced in closed and controlled environments. Proprietary software, for instance, can only
be modified and improved by developers that are part of that closed system. Updates are
only available when the product is released, which is usually after a long interval. Open
source software in contrast can be constantly developed further and be adapted to changing
needs quickly by everybody that has the appropriate skills (Gloor 2006: 26).
Consequently the open source approach is not anti-commercial as many people claim. In
contrast, it is a return to free market principles and therewith fosters competition and of
course creativity and innovation. The Linux kernel, for example, initiated by Linus Torvalds,
became the main competitor to Microsoft in only 10 years. It has become the most popular
alternative operating system to Windows. And this not just because it is freely available but
also because everybody can make changes to it and constantly improve it. Also in the
information industry examples can be found such as Wikipedia, the open source online
encyclopedia. It became a major competitor to other centrally developed online
encyclopedias like Columbia and Encarta, and even to Britannica (Gloor 2006: 25-26 &
Benkler 2006: 123).
2.1.4. OPEN CHANNELS OF COMMUNICATION
Users are steadily contributing more to open source projects as a result of advancing
communication capabilities and particularly the internet. Communication channels are
becoming more open and easily accessible for everybody. Plus, the transfer of information
has become less costly and the quality of the information spread became almost
independent of locations. The internet is the communications tool that makes massive
decentralized projects possible. People are able to communicate with each other and send
information back and forth independently of where they are located (von Hippel 2005: 1 &
66).
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The World Wide Web is the major platform for tools that people use to communicate in their
networks. There, a wide range of applications can be found, from static web pages to e-mail
and blogs, and numerous social-software-mediated platforms that are essential for largescale conversations. All these tools have in common that referencing, and storing and
archiving of material is made easy. This makes collaboration in non-geographic communities
a lot more convenient (Benkler 2006: 215-218).
2.1.5. OPEN SOURCE BEYOND PROGRAMMING
Innovation communities and open source projects are not necessarily limited to software,
they also play an important role in the development of information products or even physical
products, and apply to many aspects of the creative landscape etc. (von Hippel 2005: 11).
Biologists have embraced open source ideas in genomics and informatics to build huge
databases of genetic information. Project Gutenberg (www.gutenberg.org) enlists hundreds
of volunteers who scan in and correct books. At the time of writing, the project has
digitalized more than 18.000 books, and makes the collection available to everyone for free.
There

is

the

open

source

project

to

calculate

the

mathematical

constant

Pi

(projectpi.sourceforge.net) and many more (Benkler 2006: 22-23 & Wired Magazine Online
2003).
Following Creative Commons, one of the most famous licensing system for non-software
products, will be explained, and an insight will be given into the maybe most successful
open source area apart from software, participatory media.
2.1.5.1. CREATIVE COMMONS & NON-SOFTWARE LICENSING MODELS
Like any other business model, open source requires some legal substructures, which
originators and users can rely on. Since the rise of the movement there developed different
licenses that give the users additional rights instead of confining them. People recognized
that intellectual property rights and copyright has become too restrictive and they are
desperate to find new ways to create and collaborate freely.
A precursor of open source licenses in the area of software is the earlier described GNU
General Public License, which is still seen as a benchmark. Its goal is to abolish the
limitations of classical licenses and to give the user more freedom. Inspired by open source
software licenses, also in other areas licensing models developed trying to regulate the
dealing with musik, film, photography, literature, science, websites etc. The most known
non-software licensing model is Creative Commons. Creative Commons has the aim to
create a counterbalance to an existing and increasingly restrictive permissions culture. It was
founded in 2001 and is a non-profit organization devoted to expand the range of creative
work available for others legally to build upon and share (IS 13: Creative Commons).
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To offer a work under a Creative Commons license does not mean to give up copyright, it
means to offer some of your rights to members of the public under certain conditions.
“Creative Commons wants to define the spectrum of possibilities between full copyright,
where all rights are reserved, to the public domain, where no rights are reserved. It sets
terms for people to share their creative works” (IS 13: Creative Commons). The idea behind
this is closely connected to the idea of Open Innovation since there it is essential to be able
to build upon existing ideas without violating law.
There are four different conditions that can be applied with a Creative Commons license:

Attribution: "let others copy, distribute, display, and perform your copyrighted work — and
derivative works based upon it — but only if they give credit the way the originator
requests”,

Noncommercial: “let others copy, distribute, display, and perform the original work — and
derivative works based upon it — but for noncommercial purposes only”,

No Derivative Works: “let others copy, distribute, display, and perform only verbatim
copies of the original work, not derivative works based upon it”,

Share Alike: “allow others to distribute derivative works only under a license identical to
the license that governs the original work” (IS 13: Creative Commons).
Additionally to these standardized licenses there also exists some specific models such as the
music sharing license or different sampling licenses.
Flickr.com, for example, is at the moment one of the most famous web applications for
storing, searching and exchanging images. The user can administrate his or her pictures
privately but can also make them open to the public. For the latter different models of the
Creative Commons licenses are used. Also Magnatude.com, a new music label that focuses
on try-before-you-buy music, features Creative Commons licensed, downloadable tracks
from different artists. But Creative Commons also made its way into the educational sector.
MIT University has a free and open educational resource for faculty members, students and
self-learners around the world called MIT OpenCourseWare (http://ocw.mit.edu). There
selected course notes, assignments and syllabi are published under a Creative Commons
license.
The British broadcaster BBC, the bfi, Channel 4 and the Open University set up a special
licensing project in April 2005, the Creative Archive License Group. The Creative Archive
License, which can be seen as a complement to Creative Commons licenses, allows the
British public to find, share, watch, listen and re-use the archive (IS 25: Creative Archive
License Group).
Another non-software open source license is the Free Art License. With it, anybody is
“authorised to copy, distribute and freely transform the work of art while respecting the
rights of the originator”. It encourages to modify and experiment with existing art pieces.
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The sharing of creativity is a major component of today’s contemporary art (IS 21: Free Art
License).
Open source licenses and among others Creative Commons licenses will play an essential
role for the implementation of open source ideas in marketing as well, as will be explained in
chapter 3 of this thesis.
2.1.5.2. PARTICIPATORY MEDIA
Due to transformations in the media industry itself, scepticism from the side of the
customers and of course the rapid development in information technologies, mass media is
forced to increasingly give way to personal and participatory media.
Open source has found its way from open source software into open source creation of
information. The so called information communities are the basis for open source media or
participatory journalism. Von Hippel defines these information communities as “networks of
individuals and/or organizations that rendezvous around an information commons, a
collection of information that is open to all on equal terms” (von Hippel 2005: 165). Due to
the advancement of information technologies the diffusion of information turns out really
easy. Consequently information communities become more important since the information
they deliver is new, up to date and of mutual interest. Information networks can store the
content, which the participants freely reveal and make disposable for free download (von
Hippel 2005: 166). Examples for this are the online encyclopedia Wikipedia and the Korean
newspaper OhmyNews.
As of this writing, it is still the case that download speeds, from the internet to the user, are
predominantly faster than the upload speeds, from the user to the network. When
developing these networks that make up the internet the corporate companies presumed
that the internet would just be another distribution channel to market and distribute their
information. But they presumed wrong since meanwhile more and more people participate
actively and create their own content with the help of the internet (Economist.com 2006 a).
In November 2005 the Pew Internet & American Life Project discovered that close to 60% of
the American teenagers create content on the internet in form of pictures, music, videos,
etc. People do not longer just passively consume media, they are keen on active
participation. This has of course a large impact on the business models of the traditional
media industry, which has become accustom to a passive audience. Today, however, when
looking at participatory media such as OhmyNews and Wikipedia, the boundaries between
the audience and the creators of the content become more blurred or even disappear.
Journalism turns into conversation (Economist.com 2006 a).
The

South Korean newspaper OhmyNews, founded in 2000, may be the world’s most

successful example for ‘citizen journalism’, a form of participatory media. OhmyNews has
hardly any reporters on its staff. Instead, there are about 40.000 so called citizen journalists
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that contribute the articles which are than edited. Their webpage gets currently
approximately 700.000 visitors a day, which makes it comparable to other large newspapers.
OhmyNews has in the meantime gained a large impact on the Korean news industry
(Economist.com 2006 c).
The Korean mainstream media is mostly conservative, and many, especially young, Koreans
felt that their voice was ignored. They were frustrated because the mainstream media
constantly manipulated the nation’s politics and economy according to their own purpose. An
open source newspaper such as OhmyNews empowered them and attracted so thousands of
enthusiastic citizen reporters who turned OhmyNews into an interactive online conversation
by contributing articles and making comments on other articles (Min 2005. 17-18).
Wikipedia on the other hand is the largest online and open source encyclopedia worldwide.
It was founded by the internet entrepreneur Jimmy Wales in 2001. Wikipedia is written
collaboratively by volunteers. Everybody who has access to the internet and to the website
is allowed to edit the material, change articles, delete another’s change, debate the
desirable contents, survey archives for prior changes, etc. All the content generated is
released under the GNU Free Documentation license, a complement of the previously
described GNU GPL. Therewith anyone has the freedom to copy and redistribute the content
with or without modifying it (Benkler 2006: 70-72 & IS 12: GNU 2002).
There still exists of course also scepticism about participatory media. False entries on
Wikipedia fuel discussions about the trustworthiness of these kind of media forms. However,
normally vandalism is corrected within minutes on Wikipedia since other contributors see
and correct it. “This is the philosophy and power of collaborative intelligence”
(Economist.com 2006 d). Wikipedia has the goal to liberate human knowledge. The core
elements of Wikipedia are collaboration and free sharing of information for everybody having
access to the internet. Today, Wikipedia’s English version contains more than 1 million
articles, which means that it is almost 12 times larger than the Encyclopedia Britannica.
There are more than 100.000 people worldwide that have contributed to it, and its huge
success made it the most famous example of the so called wiki phenomenon
(Economist.com 2006 d).
Wikis are websites where everybody is allowed to log in and change their content. After
David Weinberger, one of the authors of the Cluetrain Manifesto, which will be described in
the next chapter, they are seen as the purest form of participatory media as well as
intellectual sharing (Economist.com 2006 d).
However, Wikipedia seems to be a very outstanding example for wikis. Most of the wikis that
already exist are designed for smaller and well-defined groups of people, which gather in
communities where trust plays an essential role. And as widely known most trust is built if
people know each other or by building reputation gained through the contributions.
Wikipedia might be much more traditional than realized because in the end not even 1% of
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all the users edit over half of the content. This 1% Rule is a phenomenon that as well has an
impact when it comes to the collaboration with customers in marketing (Economist.com
2006 d).

2.2. DEVELOPMENTS IN MARKETING
Marketing can be defined as “the process of planning and executing the conception, pricing,
promotion, and distribution of ideas, goods, and services to create exchanges that satisfy
individual and organizational goals” (Kotler 1991: 9). Based on this definition Kotler sees
marketing management as the art and science of selecting appropriate target groups and
getting, keeping and obtaining more customers through the creation, provision and
communication of superior customer value (Kotler 1991: 9).
But the environment for marketing and its management has drastically changed during the
last decades. It is the age of information, which creates highly competitive markets.
Consumers have become a lot more powerful. Through access to more information,
consumers are more aware of competitive offers and have higher requirements of the
market. A power shift can be recognized from the manufacturers and marketers towards the
customer (Kotler et al. 2002: 8).
Michael Porter’s theory of the competitive advantage has become increasingly weaker. Due
to the new availability of information competitors are able to quickly copy advantages today,
thus companies have to be able to react faster today then before. They have to continuously
search for new values for the consumers and respond rapidly to their needs (Kotler et al.
2002: 22).
2.2.1. TRANSFORMATION OF MARKETING STRATEGIES
Kotler and his colleagues predicate in their book ‘Marketing Moves’ that one of the most
important drivers of today’s markets are collaborative networks. They define these as the
“company and the supporting stakeholders with which it has built mutually profitable
business relationships” (Kotler et al. 2002: 24). They argue further that marketing should
take a holistic approach involving these collaborative networks and customers, who should
be integrated in every key process, to drive the value creation process (Kotler et al. 2002:
24-37).
The problem is that most of today’s marketers still concentrate their marketing on
conventional advertising and other related tools to influence and manipulate the customer.
They often forget that purchasing new products is often combined with a social process.
Instead of having primary interaction between the company and the potential buyer, there is
increasing exchange of information and impact from the people that surround the customer.
Thus customers become more powerful compared to the seller (Kotler et al. 2002: 38-39).
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Many things that marketers believed in have changed over time, for instance the assumption
that increased exposure to a message increases the probability of response. It is now widely
known that the effect is often the opposite. To much exposure can deter the consumer and
stop him from paying attention. Another belief, which turned out to be incorrect, is to make
the consumer captive. Many conventional marketers would think that giving the customer
the opportunity to opt out from a relationship is unreasonable. However, this is effective
because it empowers the consumer with the feeling of having other options, giving the
impression of control over his decisions (IS 9: Harvard Business School Working Knowledge).
From the product development point of view in the marketing cycle there can be recognized
major shifts in customer benefits. One of these shifts is from outcome-based offerings in
order to minimize customer defection to input-based offerings, where customers are asked
what they want and consequently have the opportunity to have a say on the actual design
of the product or service. Another shift that can be identified is from mass-market offerings
to customized offerings. This will be explained more in detail in chapter 3 (Kotler et al. 2002:
58-59).
2.2.2. CONSUMER EMPOWERMENT
The idea behind consumer empowerment entails that the consumer gets the control over
processes that normally were only reserved to the marketers, such as characteristics of the
product, the consumer’s exposure to advertising and where they can access the product. In
other words empowered consumers are able to shape marketing interactions. They are
making marketing relevant for themselves, which should lead again to more involvement
and responsiveness (IS 9: Harvard Business School Working Knowledge). It is not enough
anymore to just listen to the customers through classic market research. Customers have to
be actively involved in things that are done. Consumers turn into business collaborators or
even producers, as examples in chapter 3 will describe. Customers have the potential to
become the drivers of innovation in the entire field of marketing because they know best
how people react on marketing campaigns and how products and services are used (IS 6:
Marsden/Oetting 2005 & AV 3: Martin Oetting interview).
These changing roles of the customer results from the fact that people are not as isolated
from each other as they were before. Through new technologies they are connected to
everybody and everything and have access to all kinds of information.
! INFORMATION ACCESS
Consumers today can effectively and very easy retrieve any kind of information about
products or services through the internet and are consequently able to make more rational
decisions. They are able to compare the product’s prices, quality, etc. on a much wider level,
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plus that they have through the accessibility on the internet a much wider choice of products
(Assael 2004: 547).
Also, today’s consumers are able to filter out marketing information which they do not wish
to receive. Supported by different technologies, such as adblockers, Spam filters and RSS
feeds, this becomes a lot easier. Consequently, traditional marketing gets less effective in
reaching its potential clients.
For companies that are accustom to estimating their competitive environment and limiting
their information flow systematically, the conditions changed radically. There are heaps of
networked customers that put company information into question or at least are able to
check on relevant information in various sources (Prahalad/Ramaswamy 2004: 19).
! INTERACTIVITY
Advancing communication capabilities also allow customers to interact actively with the
marketers, the producers and other customers, be it through e-mail, chat, instant messaging
or leaving comments on relevant blogs or forums and being part of vibrant communities.
Customers are no longer limited to passive information retrieval. They connect with others
and are able to exchange information without geographical and social barriers. The
information flow can become totally independent from the companies (Assael 2004: 547 &
Prahalad/Ramaswamy 2004: 20).
The Economist finds a good expression for that: there are hardly any “one-to-many lectures”
anymore but “conversations among the people formerly known as the audience”
(Economist.com 2006 a).
Communities and blogs have an important relevance for Open Source Marketing and will be
explained in detail in the section about instruments of Open Source Marketing in chapter 3.
2.2.3. THE HAWTHORNE EFFECT
The main goal of all marketing activities of a company is sales growth. When looking at
consumer empowerment the question arises how this could drive sales when huge parts of
the power are given away. One psychological phenomenon that should be understood here
is called the Hawthorne Effect.
The Hawthorne Effect has its origin in a town called Hawthorne close to Chicago. There in
the 1930s, researchers from Harvard Business School did an experiment in an electric
production plant and found out that when giving employees the possibility to have a say on
new working conditions the productivity in the plant increased automatically. This simple fact
created a feeling of involvement and power which lead to goodwill and loyalty and therewith
the rise in productivity (IS 6: Marsden/ Oetting 2005).
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When the Hawthorne effect is applied in the field of marketing then such involvement of
customers in marketing decisions should consequently lead to their loyalty towards the
brand and again promote word-of mouth communication. And as scientifically acknowledged
brand loyalty of consumers drives brand growth (IS 6: Marsden/ Oetting 2005).
The changing role of the customer and the lessons taken from the Hawthorne effect should
change the way of thinking of companies and classic media. Companies have to find out
how they can best deal with this increasing people empowerment. One way for the
companies is to open up and give up power, which also means that they have to find a new
role for themselves in order to stay relevant in this new, networked society.
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OPEN SOURCE MARKETING

As described earlier, The Open Source Movement within the software industry has proven
that high quality and innovative products can be developed through collaboration.
The movement also became interesting for marketers since they would like to interact with
the new empowered consumers. Up until now, marketing has been about command of
media, bombardment of the customers and control of the message coming out. But
consumers learned how to protect themselves from marketing, or even create their own
content to entertain and inform their peers. Blogs are probably the most known example, as
will be described in this chapter. Marketers of today try to pick up on this new trend. They
are inspired by websites such as The Cluetrain Manifesto and try to understand the way of
thinking of the modern consumer and the influence of the open source values. Open Source
markets are real-time and they are controlled by the people not the companies. Including
the customer into the marketing process can make the brand grow a lot more efficient, as
will be explained in this thesis.
Open Source Marketing has received quite a lot of attention over the past 2 years.
Simplified, it means allowing customers to interact more with a company’s product and
service related activities. There exists a free flowing dialogue and openness. Customers are
actively included in the creation of marketing activities.
The most important message Open Source Marketing advocates would like to transmit is
probably the following: “The less control a company has over its marketing message, the
greater its credibility” (Economist.com 2005).
This chapter introduces the most important background theories and predecessors of Open
Source Marketing and will define the term itself, explicate its most important principles and
instruments and picture examples of Open Source Marketing approaches.

3.1. THE CLUETRAIN MANIFESTO
The Cluetrain manifesto is a book, published in 1999 on the World Wide Web by Rick Levine,
Christopher Locke, Doc Searls and David Weinberger. It introduced innovative ideas about
how companies are perceived from the customer’s side. It basically says that their is a need
for new communication modes within the organizations as well as to its outside. For that,
the internet plays a special role because it is seen as a horizontal interconnection tool
between people. People are able to express themselves through their own authentic voice
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over the net. This is a major source of challenge for organizations and corporations that are
in contact with these people. Or could even be described as a fundamental shift in the
relationship between companies and consumers (Brunetti 2003: 243).
The Cluetrain Manifesto contains 95 short theses. The following are the most relevant points
to consider:

Thesis 1: “Markets are conversations”
Thesis 6: “The Internet is enabling conversations among human beings that were
simply not possible in the era of mass media”

Thesis 9: “These networked conversations are enabling powerful new forms of social
organization and knowledge exchange to emerge”

Thesis 10: “As a result, markets are getting smarter, more informed, more
organized. Participation in a networked market changes people fundamentally”

Thesis 25: “Companies need to come down from their Ivory Towers and talk to the
people with whom they hope to create relationships”

Thesis 34: “To speak with a human voice, companies must share the concerns of
their communities”

Thesis 62: “Markets do not want to talk to flacks and hucksters. They want to
participate in the conversations going on behind the corporate firewall”

Thesis 91: “Our allegiance is to ourselves—our friends, our new allies and
acquaintances, even our sparring partners. Companies that have no part in this
world, also have no future” (IS 8: Weinberger et al. 1999)
Summing up, these theses underscore that modern technologies and the internet should not
only be seen as another commercial space for marketers to promote themselves and their
products but as a place for communication between companies and customers. The internet
offers nearly unlimited possibilities to build up networks for both parties. Thus, one of the
core messages of the Cluetrain Manifesto is that people have acquired enormous power over
the companies. Individuals strongly claim the need for companies to get closer to the people
and communicate with them. A really positive element here is that the ‘human dimension’
within the companies and between them and the external environment should be reclaimed.
Dialogue, genuineness and authentic interest in each other are centrally important (Brunetti
2003: 245).
Unfortunately it is often still the case that the companies do not like their customers and
other people outside the company to know what is actually going on inside the organization.
When

companies

discover

that

conversation

about

them

occur

using

advancing

communication technologies and the internet their first impulse is to try to manage and
control public perception and to get people to talk about their messages instead of having a
conversation with them. But as mentioned before people do not want to hear from
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marketers. People learned to protect themselves from ready-made messages and became
more intelligent consumers (IS 7: Pizzo 2000).
The Cluetrain Manifesto promotes open communication between the companies and its
environment. It even recommends companies to get more transparent and let people look
inside or even collaborate with individuals outside the company. This plays a major role for
Open Source Marketing as described later in this chapter.

3.2. OPINION LEADERSHIP
‘Opinion leaders’ or ‘lead users’ are people regarded as the leading edge of the market, who
are experiencing needs that will later be experienced by a lot of other users in the market.
So it follows that if they are involved in the development of new products, services or even
marketing, these will also be attractive to other people. Consequently, marketers and
manufacturers should use lead users purposefully since their innovations tend to be more
commercially attractive (von Hippel 2005: 4).
Rosen calls these kinds of opinion leaders ‘network-hubs’ as they communicate more about
needs and products than the average person. He divides opinion leaders into four
categories. Each of them can play a different role while creating active awareness and
interest in the marketed product, also known as “buzz”, as described later in this paper
when dealing with the case study Project FOX (Rosen 2000: 52).
!

Regular-hubs: These are normal people that act as a source of information and
influence for certain product categories. They are only connected to a few other
people.

!

Mega-hubs: This expression refers to journalists, celebrities, politicians, etc. These
persons have many mutual connections similar to regular-hubs but also thousands
of one-sided connections to people that receive their information through the media.
In network theory they are really important intersections.

!

Expert-hubs: There are some people that have specialized knowledge in a certain
area of expertise and for that reason they get approached for advice and function as
network-hubs.

!

Society-hubs: In every group there are individuals that hold a central position
because they are charismatic, they earn trust or they simply appear more active in
the group (Rosen 2000: 53-56).

Network-hubs are not always easy to identify. However, there are certain characteristics
which are typical: They are outgoing, they are to be found in all social layers, often
specialized in a certain area, they are eager to get new information, express their opinions
and are more than others open to media (Rosen 2000: 57-60 & Pepels 2001: 304).
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However, one has to be careful in equating opinion leaders or network-hubs with innvotators
and early adopters in the Diffusion of Innovation Model. As explained, network-hubs are
individuals that pass on information and have influence on the decision-making of other
persons. This does not necessarily mean that they are active in innovation processes or
adopt products earlier. In contrast it can be very difficult for companies and brands to affect
these influencers. The same counts for early adopters and innovators. They are not
necessarily network-hubs because they may not have the social position to influence other
people (Rosen 2000: 61).
Generally seen, there exists a correlation between opinion leaders and innovators and early
adopters. Opinion leaders are often more innovative than other people. In many cases they
are the first to adopt a new product. Diverse studies, which have examined the relation
between propensity of innovation and opinion leadership, ascertained a positive correlation
between the two parameters (Rosen 2000: 62).

Figure 1:

The distribution of adopter categories – Diffusion of Innovation by Everett
M. Rogers (Assael 2004: 478)

The Diffusion of Innovation Model was designed to describe the real adoption of innovation
and not the buzz about it. Indeed, buzz is diffusing in a similar way but differences exist.
Buzz about a new product diffuses faster than product adoption. A smaller gap between the
point of notice and adoption occurs for early adopters compared to later adopters (Rosen
2000: 102).
Coming back to opinion leaders, or network-hubs, it is substantiated that they only represent
approximately 10% of any target market and they drive the buying behavior of the
remaining 90% by influencing them through word-of-mouth (Kirby/Marsden 2006: 7).
However, this does not mean that these 10% would actually actively take part in the
creation of products or other marketing activities. It is a common misconception that many
people are needed for this. In fact, it is enough if a small proportion of the market
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contributes because they can create great value for all. The perfect example is the earlier
described online encyclopedia Wikipedia. There, the number of people that actually
contribute to the content is only about 1% of all visitors of the website. This so called ‘1%
Rule’ can be applied to numerous other examples where people are required to participate
or contribute content or create products. Consequently, it is essentially important for
marketers to interact with this 1% (Business Week Online 2006).
To sum up, Eric von Hippel mentions in his book ‘Democratizing Innovation’ that information
from lead users and opinion leaders as a source of new product ideas is widely known and
appears in many marketing books (von Hippel 2005: 174). So why not transfer this to other
parts of marketing such as promotion, letting the 1%-ers actively take part in the entire
creation of marketing.

3.3. THE PREDECESSORS OF OPEN SOURCE MARKETING
As explained in the previous chapter there have been many changes in marketing during the
last couple of years. As a result of this, new forms of marketing appeared in order to better
catch potential customers.
However, there is still confusion about how to actually define these new forms and
techniques of marketing. One finds numerous terms from the internet and literature
describing these new forms. The blog “Emergence Marketing” by Francois Gossieaux hits the
mark and itemizes the following terms: Buzz marketing, evangelism marketing, guerilla

marketing, influencer marketing, neuro marketing, open source marketing, parasite
marketing, stealth marketing, viral marketing, word-of-mouth marketing, underground
marketing, WOW marketing, avalanche marketing, fission marketing, grassroot marketing,
etc. (IS 19: Emergence Marketing 2005). These are all terms that probably the most
marketing experts have heard before but it is really difficult to distinguish them from each
other.
The following will concentrate on the widest discussed terms, word-of-mouth, viral and buzz
marketing.
3.3.1. CONNECTED MARKETING
The term Connected Marketing derives from a book with the same name by Justin Kirby and
Paul Marsden. They see it as an umbrella term for the three emerging marketing techniques
viral, buzz and word-of-mouth marketing. These three terms are often interchangeable and
the differences often unclear. The terms still have different meanings to different people
using them. However, they are all based on the same fundamentals and “seek to exploit
connectivity between people as marketing media”. They offer a creative and cost-effective
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solution to driving brand awareness and can complement traditional media (Kirby/Marsden
2006: XVI-XVII).
! WORD-OF-MOUTH MARKETING
As widely known, communication within groups is considered a central element in consumer
decision making. This kind of communication occurs through word-of-mouth, which can be
defined as the interpersonal communication between two or more individuals. Many
sources claim that

word-of-mouth is considered

the most

influential method

of

communicating since it occurs between people that know each other and are therefore
highly credible sources of information (Assael 2004: 464).
The influence of word-of-mouth communication is closely tied to the concept of opinion
leadership. Researchers found that mass media does not directly influence the mass market
but influences only a small group of people, the opinion leaders, whose importance has been
explained in detail in one of the previous sections. The Magic Bullet model of communication
has been exchanged with the Two Step Flow model of media influence (Kirby/Marsden
2006: 7). See figures below:

Figure 2:

Models of media influence (Kirby/Marsden 2006: 8)

Word-of-mouth communication on the internet is likely to be a lot more extensiv and
effective than face to face communication because one person can reach a lot more people
when expressing an opinion online. The web has a so called “multiplier effect” (Assael 2004:
471). This leads to the term viral marketing.
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! VIRAL MARKETING
In viral marketing the spread of information about a product or service is encouraged
comparable to a virus. Viral marketing positively effects the stimulation of word-of-mouth
communication as well as the process of diffusion which spreads information not only from
person to person but also to other groups. Viral marketing typically happens online. People
pass on interesting and entertaining content. This is often sponsored by a brand that wants
to build awareness around a product or service (Assael 2004: 465).
A classic example for viral marketing is Hotmail, which offered a free e-mail account to
everybody who signed up. Each e-mail sent by a Hotmail subscriber had a tag in bottom
included with the message “get your free private e-mail at hotmail.com”. So people using
Hotmail were actually advertising to others for Hotmail (Kotler 1991: 575).
! BUZZ MARKETING
Buzz marketing campaigns can exist both offline and online. Emanuel Rosen defines buzz
as the totality of word-of-mouth communication about a brand. It is the sum of all
communication between persons at any point in time about a certain product, service or a
company. Buzz is not about fancy advertising and events. It is about happenings in the
invisible networks – the interpersonal information networks that connect the customers
among each other (Rosen 2000: 17-22).
To stay competitive companies must realize that they do not sell their products to single
customers. Companies must sell to networks of customers. There are three different reasons
why the significance of buzz increased: stimulus satiation, sceptism towards companies and
brands, and the connectivity of customers among each other. The latter is the most
important reason. The invisible networks get stronger and customers find new means to
pass on information, as described in chapter 2 (Rosen 2000: 23-24).
Recruiting is a common method to accelerate buzz and the transfer of messages in certain
social networks. For example, companies that hire younger employees also have a higher
chance to enter youth networks (Rosen 2000: 128). This will play an essential role when it
comes to the analyses of the case study Project FOX.
However, one of the most important conditions for buzz is the creation of expectation. To
get people to speak about something, they have to be stimulated. There has to be an
interesting story as the central element of every buzz campaign (Rosen 2000: 169-171).
Well-designed events can be excellent for creating buzz around a new product. To move
people and to diffuse comments, the event should contain memorable moments that the
participants adopt and discuss in their networks (Rosen 2000: 182).
There are only a few products that can exclusively rely on buzz for their marketing. Applied
correctly, advertising can support buzz. Well made and well placed advertisements can
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stimulate people to talk. They are able to initiate the buzz process since information in the
networks must come from somewhere.
So why have these forms of marketing been explained here? Because Connected Marketing
also plays an important role for Open Source Marketing since connectivity between people is
one of the conditions for it. The message that companies want people to contribute to
certain projects will usually be transmitted through word-of-mouth or viral attempts. And
buzz should in turn be the result of Open Source Marketing.
3.3.2. CUSTOMIZATION AND CUSTOMERIZATION
Mass customization can be seen as a business strategy, which has the goal to provide
customers with individualized products and services at near mass production efficiency. To
realize

this,

customers

are

integrated

actively

in

the

problem

solving

process

(Blecker/Friedrich 2006: 2). Supported by digitalization, customers are able to specify the
features of a product or service they want to have. For instance, internet music shops offer
customized CDs where the customers only have the tracks they want. Companies that
empower their customers through customization are satisfying individual needs more than
mass marketers (Kotler et al. 2002: 60-61).
The next step of the evolution of customization is “customerization” which is a buyer-centric
customer strategy that combines mass customization with customized marketing. Here the
customer collaborates with the company to the extent that he can take the lead in designing
the offerings.

This can prevent customer defection and increase customer satisfaction

(Kotler et al. 2002: 84). Companies such as Priceline.com, for example, have customized
their price determination process. They let customers specify the price and then look for
providers best matching these customer guidelines. The same happens in other areas of the
marketing-mix. Trends in marketing are shifting from company-centric to buyer-centric.
Customerization always starts with the customer offering them more control and
participation in the marketing process. Nevertheless, companies still keep the primary
influence and final decision during the process. In any case, customerization reflects the
company’s desire to redefine its relationship with the customers (Wind/Rangaswamy 2006:
2-3).
Customerization can be seen as one of the predecessors of Open Source Marketing, but with
the company still having the entire control over the marketing-mix and holding all rights.
Open Source Marketing relaxes this control and puts it in the hand of the consumers.
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3.4. DEFINING OPEN SOURCE MARKETING
Many modern marketers see Open Source Marketing as a tool to being able to adapt to
changes in marketing. The basis of Open Source Marketing is the free exchange of
information and communication with the customer, as the Cluetrain Manifesto already
proposed in 1999. The concept and ideas around the term Open Source Marketing have
certainly been around for a while. The main source of information about this theme is still
the internet, where people exchange ideas and discuss Open Source Marketing examples. An
exact definition has yet to be made.
There are different people who have tried to define and describe the term Open Source
Marketing. James Cherkoff wrote the Open Source Marketing Manifesto (IS 2: Cherkoff
2005). In this manifesto a very basic overview is given about the origins of Open Source
Marketing. Furthermore, some examples are named and attempts were made to come up
with principles. However, a definition is missing.
The most promising attempts to define Open Source Marketing come from Hans-Peter
Brøndmo and Paul Christ. Brøndmo argues that advertising and marketing materials should
be made public under a Creative Commons license. Consumers should be encouraged not
just to consume and critique a company’s marketing but be able to engage and improve it.
With that, Open Source Marketing encourages openness and discussion. Ideas can be
shared and enhanced. Furthermore, Open Source Marketing encourages downloading
finished ads plus the ‘source code’ materials including storyboards, video clips, animations,
texts, etc. Following, dedicated customers can improve and change advertising messages by
creating derivative works. Blogs and chatrooms should also play an essential role as
communication channels to discuss both the marketing of the company and the derivative
works developed by customers (IS 1: Brøndmo 2004).
Paul Christ gives a slightly diluted definition of Open Source Marketing. He refers to Open
Source Marketing as Open Marketing Projects in his “Marketing Virtual Library KnowThis”.
Here it is stated that Open Source Marketing involves companies recruiting enthusiastic
people

who voluntarily work together, helping

to create marketing concepts or

communication material. There may be certain guidelines provided by the company but in
general the involved people have the freedom to do what they wish. Companies usually
provide certain tools such as access to software, storyboards, texts and company market
research materials, which can be used by the recruited Open Marketing Project team. For
example, a company planning a print advertising campaign invites designers and graphic
artists and offers them necessary tools such as graphics software and logos. Or in another
example, a company plans an event marketing campaign and outsources certain planning
and execution tasks, giving the involved people free hand in the development of the
campaign (IS 4: Christ 2004).
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Both definitions are already elaborated quite deeply. But based on the general definition of
marketing (see chapter 2), they partly fail their goal since marketing should cover and
manage all four elements of the marketing-mix; the development of the product, the price,
distribution and promotion. Brøndmo and Christ both concentrate their definitions exclusively
on advertising/promotion. This confusion often appears when describing marketing.
Consequently, in the process of trying to find a proper definition for Open Source Marketing
a separation should be made between Open Source Advertising, which has been well
defined above, and Open Source Marketing.
!

Open Product Development: Looking at product development in Open Source
Marketing, a company should work hand in hand with their customers to involve
them actively in the development and design process. Product data should be made
available under a special license. Eric von Hippel called that “Consumer Driven
Innovation” or “Open Innovation”. This can already be found in open source
software and examples from other, earlier in this paper, described areas. Attempts
of open product development can be found in customization too, but with the
company still having entire control and copyrights.

!

Open Source Advertising: Brøndmo and Christ have already very well defined the
promotion part. Advertising materials should be made public under e.g. a Creative
Commons license. Following, customers can modify and improve these materials to
create the advertising message. Open Source Advertising is supported by word-ofmouth, viral and buzz marketing to diffuse the message. Attempts for Open Sourse
Advertising can already be found in user-generated advertising, but with the
company still holding all rights.

Factors of pricing and distribution are hardly considered in any of the sources dealing with
Open Source Marketing. But nevertheless, both must be considered while finding a complete
definition.
!

Open Pricing: There already exist a few examples in the area of open pricing, such
as the Berlin film academy Ars Dramatica, which offers introduction courses for
script writing where participants decide themselves how much to pay for the course.
(IS 10: Filmworks). Another example is the Weinerei in Berlin Mitte, where people
drink wine and pay after the same principle. At the Korean online newspaper
OhmyNews, where anyone can read the articles for free, people can pay a voluntary
fee depending on how they find the quality of the articles, or to simply support the
reporters (Oh Yeon Ho 2006: 215). These kinds of free or open pricing models are a
good supplement to the open source approach. It should be the customer that
evaluates products and their quality, expressing satisfaction over the price.

!

Open Distribution: Customers should also be involved in the decision of where to
distribute products or services. However, it is rather complicated to open up this part
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according to open source principles. It has to be added that open distribution cannot
be applied alone, as opposed to the other three elements of the marketing-mix.
Open distribution is strongly connected to open product development or Open
Source Advertising. If a product or promotion tool is developed as open source then
open distribution is the logical consequence. Here, the internet plays a significant
role and became a popular reloading point for all kinds of goods. Efficient sales
networks can be established through communities involved in open source projects.
A condensed definition of Open Source Marketing should be given here by summing up all
the above-mentioned facts and combining them with the original definition of Open Source
by the Open Source Initiative:

Open Source Marketing is the ‘open’ process of planning and executing the conception of
price, promotion and distribution of ideas, goods and services to create exchanges that
satisfy individual and organizational goals. Its basis is the free exchange of information
between the company and its customers. In this connection a license shall not restrict any
party from freely distributing marketing related materials of the company or brand. The
license must also allow modifications and derived work, and must allow them to be
distributed. However, the originator must always be credited.
3.4.1. THE PRINCIPLES OF OPEN SOURCE MARKETING
Three main principles of Open Source Marketing can be identified. Companies applying Open
Source Marketing should be transparent, authentic and, as a result, trustworthy:
! TRANSPARENCY
In physical science, an object is transparent when you can see through it. This fact shall be
transferred to marketing. The most important condition for successful Open Source
Marketing is openness and the free exchange of information between the company and
customer. The marketer has to learn to give up control over the brand. Only like that the
free usage and innovation of the brand through the customers can be guaranteed.
Boundaries between companies and consumers blur.
! AUTHENTICITY
Researchers believe that one reason people reject advertising is that they do not have
influence or control. They are constantly bombarded with ready-made messages. Also, if
marketing actions are geared towards the target group one essential success factor,
authenticity, is still missing because of lacking opportunities of customer participation. Open
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Source Marketing has the potential to counteract this, because it is based on the active
integration of the customer (IS 4: Lagner 2004).
! TRUST
Transparency and authenticity of companies build trust.
The philosopher Francis Fukuyama defines trust as “the expectation that arises within a
community of regular, honest and cooperative behavior, based on commonly shared norms,
on the part of other members of that community” (Gloor 2006: 86).
As widely known, customers like talking to each other about products and services they
purchased, or plan to purchase, because they trust other consumers more than the brand or
company. Companies that use Open Source Marketing facilitate this kind of trust. Companies
give up control over their marketing in exchange for influence and credibility (IS 2: Cherkoff
2005).
3.4.2. THE ROLE OF THE CONSUMER
In open source projects consumers leave their traditional role as pure receivers of
information and products, they become innovators, business collaborators and creators
themselves. This is termed as an Outside-In approach to marketing.
Here the question arises, why would customers want to take that role and what motivates
them to take part in Open Source Marketing projects?
! THE INSIDE-OUT VS. THE OUTSIDE-IN APPROACH TO MARKETING
As said before, traditional marketing consists of creating marketing concepts and their
messages within the company to then distribute the ready-made messages to potential
customers. This kind of marketing approach is described as Inside-Out. However, consumers
are smarter in today’s digital age. They are able to filter out marketing information they do
not wish to perceive as described in chapter 2. Consequently, traditional marketing has
become less effective in reaching its potential clients. In other words, the Inside-Out
approach runs into numerous problems that are difficult to solve without adapting to
changes in the marketing environment (IS 3: Cherkoff 2005).
Open Source Marketing tries to solve these problems. It gives high value to the fact that
consumers are producing information about companies or brands outside of organisations.
This marketing approach is described as Outside-In (IS 3: Cherkoff 2005).
Companies that use the Outside-In approach facilitate trust by purposefully supporting
conversations and co-creation.
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! MOTIVATION
What actually drives people to contribute their time, knowledge, creativity and effort to the
creation of an Open Source Marketing campaign for often highly commercial companies if
they receive little or no money?
Motivation is essential to understand the success of open source projects. Motivation has
been investigated in numerous studies during the last years, especially with regard to open
source software projects. It is assumed here, that these motivation factors are also valid for
the marketing field.
Academic research has shown that the motivating effort is both extrinsic and intrinsic.
However, it is said that intrinsic motivation may play a more important role for open
source projects. Intrinsic motivation is defined as “the doing of an activity for its inherent
satisfaction rather than for some separable consequences. When intrinsically motivated, a
person is moved to act for the fun or challenge entailed rather than because of external
prods, pressure, or reward” (Lakhani/Wolf 2005: 4).
Stefano Mazzocchi, who invented the open source Apache “Cocoon” software framework hits
the mark when he said: “There’s a three level pyramid that motivates open source
developers. At the lowest level, open source programmers want to boost their ego by

gaining a reputation as supreme programmers. At the next level up, there’s the desire to
gain new knowledge. At the highest level of motivation is the fun factor, of enjoying
what they are doing.” (Gloor 2006: 29)
Another intrinsic motivation factor when it comes to Open Source Marketing projects is the

enthusiasm for a brand. Here, it is important which company actually wants consumers to
contribute to their marketing. John Barnes, who was involved in the development of new
Lego products said: “if it had been any other company than Lego, I wouldn’t be here”
(Wired Magazine Online 2006).
There are also community based intrinsic motivations such as the identification with the

group, being part of a creative community and sharing the same visions and goals to make
the project succeed (Gloor 2006: 22 & von Hippel 2005: 60-61).
However, altruism should not be undervalued when it comes to the participation in open
source projects (Wired Magazine Online 2003).
After a number of research results all these reasons have a lot more value to the
participants than the expcected extrinsic motivations such as financial benefits of open
source projects (von Hippel 2005: 10 & 60-61). Nevertheless, they should be considered as
a kind of support or backing for intrinsic motivations. Important to mention here is the

building of networks. Because people share the same values and beliefs it is possible to
build up individual networks of people they can draw on each other in other professional
situations (Gloor 2006: 15). Also individual needs can play a role, when users have special
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requirements to products. In that case it is logical that the user gets motivated to modify
and improve existing products.
Essential here is the fact that there exists just a small number of people that can be
considered lead users or opinion leaders, and only a part of them is motivated to actively
contribute to Open Source Marketing projects. As mentioned before, these are
approximately 1% of all consumers. This means managers of open source projects have to
purposefully motivate consumers to participate. For that, this thesis provides a number of
instruments which might be helpful.
3.4.3. INSTRUMENTS OF OPEN SOURCE MARKETING
There exist different instruments that are either essential or very helpful for Open Source
Marketing. The most important are licenses, blogs, communities, technical tools and
motivation tools.
! LICENSES
Licenses can be considered the most essential instrument for Open Source Marketing. As
von Hippel rightly states: „Software can be termed open source independent of how and by
whom it has been developed: the term denotes only the type of license under which it is
made available” (von Hippel 2005: 99). This can be transferred to Open Source Marketing.
Open source licenses basically allow free distribution and the creation of derivative works.
For companies, this does not mean giving up copyright, but offering some of rights to
members of the public under certain conditions. Non-software licensing models have been
presented in chapter 2 of this thesis.
Open Source Marketing encourages people to actively take part in the creation of marketing
campaigns. But in contrast to user-generated content, where the companies stimulate
customers to create content and marketing material but still hold all rights, Open Source
Marketing allows modifications and improvements while giving the rights of these derivative
works to the ones that made them. However, credit must still be given to the work of the
originator, which is essential for both companies and the customers involved in Open Source
Marketing projects.
Consequently, Open Source Marketing takes an additional step forward, giving rights to the
consumers. Due to open source licenses consumers become true partners in the creation of
a company’s marketing and brand image. With that, clear licenses are a significant
motivation factor for people to contribute to open source projects.
Companies do not have to publish their entire marketing mix under such licenses. They may
only do it with parts, e.g. promotion, and hold all rights and decision-making power for the
rest.
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! BLOGS
Weblogs are the next important instrument within Open Source Marketing. They are very
important information distribution and communication tools. The Economist even says that,
“blogging is just another word for having a conversation” (Economist.com 2006 b). A blog
could be defined as a personal online journal, which is social by nature and often linked to
other journals. Its essence lies in “the unedited voice of a single person”, which gives blogs
authenticity and individuality. Described in that way, blogs also count among the
participatory media described in chapter 2 ; maybe even the purest form since most of them
are not edited at all. (Economist.com 2006 b).
With the internet in general, and especially with communication tools such as blogs, markets
become networks and, as expressed in the Cluetrain Manifesto, conversations. It is very
easy for consumers to communicate with each other via blog entries, comments and
feedback. More and more companies start to pay attention to blogs because they are seen
precisely as a kind of network for consumer opinions. Most bloggers feel that to bring in
their personal commentaries to a certain topic, product or brand makes them a part of the
creation of that product’s or brand’s reputation and image. On top of that they link people
with similar interests to exchange ideas and concerns. It is proven that most consumers
prefer to receive product information from other consumers and specialist rather than from
the companies and their advertising. Here blogs are a perfect platform to exchange
unmediated opinions (The New York Times Online 2005 & Kirby/Marsden 2006: 154-155).
Blogs are seen as one element on the way where people are taking control over marketing
channels and are therefore important when it comes to Open Source Marketing (Financial
Times Online 2004).
Summing up the before mentioned facts, blogs are one of the most credible sources for the
exchange of information, and are pools for new ideas and a perfect instrument to promote
products or derivative works produced by people participating in Open Source Marketing
projects. Information can spread out fast and have a high coverage. One of the best ways
for companies to reach influential bloggers is to start up a corporate blog. So, the company
itself can provide interesting information with an ‘insider’s blog’. Like that, the blogging
community presumably takes notice and spreads the information (Kirby/Marsden 2006:
257).
But it has to be kept in mind by the companies that blogs also have disadvantages. The high
coverage and the fast diffusion are definitely a risk when dealing with negative or undesired
information because it can be difficult to intervene in the network of blogs, called the
blogosphere. Furthermore, the motivation for people to blog is often appreciation of the
product or brand, but at least equally often embossed by anger or frustration about the
products or services of a company.
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! COMMUNITIES
Communities can as well be counted to the instruments of Open Source Marketing.
Communities can be defined as networks “of social relations marked by mutuality and
emotional bonds … Community became more than place. It became a common
understanding of shared identity” (Muniz/O’Guinn 2001: 413). Due to the internet and the
development of world-wide information networks, decentralized communication has become
possible. Members of communities can interact with each other independent of their
whereabouts (Algesheimer 2004: 45-49).
There exist different kinds of communities that are important for open source projects. In
chapter 2 of this thesis, innovation and information communities were described. With
regard to Open Source Marketing another type of community is important: the brand
community. Muniz and O’Guinn describe a brand community as “a specialized, nongeographically bound community, based on a structured set of social relationships among
admirers of a brand … Like other communities, it is marked by a shared consciousness,
rituals and traditions, and a sense of moral responsibility” (Muniz/O’Guinn 2001: 412).
Important elements of brand communities are the sharing of experiences and creations
around the brand. These connect members of brand communities. With that, brand
communities have essential influence on the perception of the brand.
It can be assumed here that people that are active in such brand communities are also
motivated to take part in Open Source Marketing projects. They are highly motivated
because they are enthusiastic about a brand.
It is known that communities are vibrant networks that are bubbling over with good ideas.
Technological advances make it possible to design and build what consumers want
themselves. Another reason why communities are so effective is because they not only
create, but also share their knowledge freely and allow other members of the community to
make improvements. This is the core of open source and should also be the core of Open
Source Marketing. (Salz 2005: 36)
Companies should take advantage out of these networks of customers. They should try to
understand what is going on inside the communities, should stimulate and observe
discussions, and encourage creative processes. The more companies listen to communities
and let them have a say in the development of certain marketing elements, the more loyalty
and trust the community members will develop for a company (Algesheimer 2004: 415).
! TECHNICAL TOOLS & DOWNLOADS
The next important instrument is the availability of the necessary tools so that consumers
can actively co-create. James Cherkoff states rightly: “An important factor behind the
explosive growth of open source values is that the technical knowledge required to get
involved has been greatly reduced. The rapid growth of online tools has made it easier for
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people with no technical interest or knowledge to chat, publish, promote, discuss and
interact …” (IS 2: Cherkoff 2005).
Nextaris is such a toolbox that can be used by online publishers, content creators,
developers and designers. Nextaris offers tools for searching the web, saving and sharing
files, publishing blogs, etc. (IS 20: Nextaris). Technology companies such as Nextaris with
their toolkits and platforms can empower user or customer groups to become open source
communities. With these tools people can develop content themselves. This is essential for
Open Source Marketing.
Additionally, companies could make downloads of marketing material, storyboards, texts,
logos, etc. available on their web pages. These can be seen as the ‘source code’ of a
company’s marketing, which should inspire and can be modified and improved by anybody,
with some restrictions depending on the license used.
However, it is often not alone toolboxes and available downloads that encourage people to
take part in Open Source Marketing projects. It also is essential to motivate potential
participants with other means.
! MOTIVATION TOOLS
There are researchers that argue that selective incentives are important for the success of
open source or collective action projects (von Hippel 2005: 90). There exist a number of
tools that companies could use to motivate people to contribute to their marketing projects.
Here only the most relevant are shortly discussed.
As described in the previous section of this paper, money is an extrinsic motivation factor.
When a company leads or initiates an open source project, it is often the case that
participants get motivated through financial reward. However, money should not be the
primary reason for people to take part in such projects. There is a fine line that needs
careful consideration, especially when large, well known companies are the initiators. Paid
contributors are likely to be seen as persons that are bought by the companies to create
messages they do not necessarily believe in themselves. With that, the main principles of
Open Source Marketing, authenticity and trust, would be violated. Marketers that make their
marketing available to people that are enthusiastic about the brand are usually a lot more
successful than the ones who hire people to co-create messages (Kirby/Marsden 2006: 235236).
Another motivation tool, which initiators of Open Source Marketing projects can use is the
invitation to contests. People love to take part in competitions. They motivate people to
produce something extraordinary and to be better than their fellow combatants. The
successful participation in contests enhances reputation. With contests, companies invite
customers to make contributions to their marketing but reserves the right to choose the best
contributions, which then become a part of their official marketing campaign. Like that, the
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company can still keep certain control over the outcomes. However, entries to such contests
should be protected by an appropriate open source license and not become property of the
company to maintain participatory motivation.
Also, dangling job opportunities for the participants of Open Source Marketing projects
can be considered a motivation tool. Such prospects drive enthusiasm and willingness to
completely commit to a project. However, here the same counts as for the payment of
contributors. The prospect of a job should not be the primary reason to participate.
The last motivation tool, which shall be mentioned here, is the enhancement of reputation

through public relations about Open Source Marketing projects and its volunteer
contributors. Participants often already promote their work through their own networks. But
to increase their reputation outside their existing networks, public relations about the project
and the company they are working for can be extremely helpful.

3.5. EXAMPLES FOR OPEN SOURCE MARKETING
The scope of Open Source Marketing is considerably easier to evaluate after defining and
identifying its most important principles and instruments. There already exists numerous
examples for integrating open source thoughts into the marketing-mix. Most widespread are
adaptations in the field of advertising and product development. But there also emerged
projects during the last years that claim to apply Open Source Marketing in its full scope.
The most famous example is Firefox, which is not only an open source product but also
applied open source methods to promote itself. Other examples can surprisingly be found in
the beer brewing business. This section will take a closer look at these phenomenons and
will also examine whether these examples can really be termed open source or if they
spuriously carry this name in different media.
! CONVERSE GALLERY
The Converse Gallery project has been running since late 2004. Converse, a sneaker
company that is owned by Nike, is hereby asking fans to produce short advertising movies,
giving only a few restrictions such as the length of the spot. All this user generated creative
material

is

then

shown

at

the

Converse

Gallery

website

www.converse.com

(BostonHerald.com 2004). Converse therewith follows the footsteps of an increasing number
of other marketers that try to involve their customers in advertising production. Some of the
spots produced for the Converse Gallery have been shown about a year ago on MTV.
Up until now a huge amount of advertising material has been produced. This case is
definitely a proof that user-generated advertising has a lot of potential, and not only in
short-term but also longer-term, as this campaign shows. The Converse project exists over a
year and still receives new material. But does that make it Open Source Advertising, as for
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example James Cherkoff claims in his manifesto (IS 2: Cherkoff 2005)? Taking a closer look
at the terms and conditions at the Converse website (the entire document can be found in
Appendix 2), proves the opposite. The company holds all rights to the user-generated
material:
“All materials, including images, illustrations, designs, icons, photographs, video clips, and written and
other materials that are part of this Site (collectively, the "Contents") are copyrights, trademarks, trade
dress and/or other intellectual properties owned, controlled or licensed by Converse Inc… You may
download or copy the Contents and other downloadable materials displayed on the Site for your
personal use only. No right, title or interest in any downloaded materials or software is transferred to
you as a result of, any such downloading or copying. You may not reproduce, publish, transmit,
distribute, display, modify, create derivative works from, sell or participate in any sale of, or exploit in
any way, in whole or in part, any of the Contents, the Site, or any related software”.

In contrast to such examples as the Converse Gallery, the open source idea has successfully
found its way to the development of physical products. A good example for this is the Oscar,
a consumer designed automobile.
! THE OScar PROJECT
The goal of OScar is to develop a car according to open source principles completely on the
internet. Oscar is a short form for Open Source car, which means, according to the initiators,
free access, free work, free availability, with all consequences. In the end anybody should be
able to produce the car without licensing fees and with free access to concepts, designs and
construction data. The first attempt to develop a car online, OScar Version 0.1, was taken in
1999. However, it remained with the first design drafts and engaged discussions about
technologies and half a million visits on the website. The first project failed because of the
administrative difficulties and the lack of fully-developed tools. The project takes a second
try with OScar Version 0.2, from the beginning of 2006. Everybody is invited to take part. It
underlies the same principles as version 0.1 with a few restriction such as the car should
have 4 doors, a top speed of 145 km/h, not heavier that 1000 kg, etc. (Technology Review
2006 & IS 15: The OScar Project).
Many experts see the Australian brewery Brewtopia with its beer Blowfly and the Danish
beer called Vores Øl as examples for fully applied Open Source Marketing.
! BREWTOPIA
Open source can also be applied to companies, claims Brewtopia, a self proclaimed open
source brewery, founded in August 2002 by the ex-Red Hat employee Liam Mulhall (AV 1:
Blowfly Podcast). To start off, they used a viral campaign. The company and the beer did
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not really exist at that time. People were invited and everybody received the chance to vote
on every aspect of the beer development and its marketing, including the name of the beer,
style, taste, logo, bottle design, pricing, where it should be sold, and more. Following, all
developments, innovations and creativity have its roots in the suggestion from the
consumers. The business was built upside down, originating with the customers
(Kirby/Marsden 2006: 59-68). But Brewtopia did not stop with its opening campaign, it
continued involving the customer. The business model allows anyone interested to own parts
of the brewery and influence decisions concerning its beer brand Blowfly. People are also
able to create their own customized beer and labels (IS 16: Blowfly). However, Liam Mulhall
admits that to make the business successful and somehow controllable some modifications
to the open source principles have to be made. People cannot just go and produced their
own blowfly beer, change the name, sell it somewhere else and make profit from it. The
whole process has to be managed by the Blowfly initiators (AV 1: Blowfly Podcast). This fact
could raise the discussion whether Brewtopia actually makes Open Source Marketing or are
they just using a new term for something that has been around for a longer time - mass
customization or customerization as described earlier? The line here is very thin. Appropriate
evidence whether Brewtopia is using any kind of open source license could not be found
during the research for this thesis.
! VORES ØL
Students from the IT University in Copenhagen created in early 2005 what they claim the
world’s first open source beer. The idea comes again from open source software. The
project was initiated by the Copenhagen based art group Superflex. One of its members,
Rasmus Nielsen, taught a course on intellectual property and copyright at the IT University.
There he asked his students to think about applying the open source theories and methods
to something else apart from the digital environment. His students came up with beer that
they called Vores Øl (Our Beer) version 1.0. It is a home-brewed beer based on classic
brewing traditions but added South American Guarana beans which have a similar effect as
caffeine. The beer brand is not supposed to be owned by anybody (IS 17: BBC News 2005 &
AV 2: CBC Radio 'Vores Oel' interview).
The recipe and the entire brand of the beer are published under a Creative Commons
Attribution and Share Alike license (see chapter 2). This means that “anybody is allowed to
brew this beer or to create a derivative of the recipe” (IS 18: Vores Øl). People are also
allowed to make commercial use of the brand as long as they credit the work of the
originators and publish the changes under the same license. This counts as well for the
design and branding elements as well as other elements of the marketing-mix. People can
change the entire brand and product, decide which distribution channels to use and to what
price their beer should be sold (IS 18: Vores Øl).
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In the beginning of June 2006, FREE BEER 3.0, which is based on Vores Øl, made its way to
the Danish supermarkets and is widely discussed in Danish and international media.
! MOZILLA FIREFOX
Mozilla Firefox is without much doubt the most successful open source internet browser. It
was almost completely developed by volunteers. The software is freely available for
download and anybody can access, modify and distribute the source code, or the software
under the conditions of the Mozilla Public License. Even parts of the content on the
mozilla.org website are open source and available under the Creative Commons Attribution
Share-Alike License (IS 22: Mozilla).
The latest generation of Firefox 1.5 was likewise promoted through Open Source methods.
For that, Mozilla launched Firefox Flicks, a community-driven marketing campaign with the
aim to drive worldwide adoption of Firefox. Here Mozilla asked its community to create video
testimonials that should be spread through a viral campaign, and 30 seconds ads, of which
Mozilla should use the best in TV and web campaigns. For the ad contest Firefox Flicks
provides tools such as the Firefox name and logos (IS 23: Firefox Flicks).
Hereby, Mozilla does not hold the rights of the consumer contributed content. The
contributors to the contest count as authors of the ads and share their rights with Mozilla
(the complete rules for the contest can be found in Appendix 3):
“Entrant hereby grant the Sponsor a perpetual (for the duration of the applicable copyright),
worldwide, non-exclusive, royalty-free license, pursuant to the Attribution-NonCommercial-No
Derivative Works 2.5 ("Creative Commons License"), to exercise the rights in the Work as follows: (a)
to reproduce the Work, to incorporate the Work into one or more collective works, and to reproduce
the Work as incorporated in the collective works; and (b) to distribute copies or phonorecords of,
display publicly, perform publicly,... These rights may be exercised in all media and formats whether
now known or hereafter devised. The above rights include the right to make such modifications as are
technically necessary to exercise the rights in other media and formats, but otherwise the Sponsor has
no rights to make derivative works. All rights not expressly granted by Entrant are hereby reserved.
Entrant agrees that the use of the Work to promote Sponsor's Firefox browser is a non-commercial
purpose”.

Furthermore, word-of-mouth recommendation should spread the word about the new
version of Firefox. At the time writing, Mozilla Firefox has taken a huge portion of the market
away from Microsoft’s Internet Explorer and holds between and 10-20% of the market share
(Times Online 2005).
Vores Øl and Firefox are the only examples that could be found during the entire research of
this thesis where all elements of the marketing-mix are without doubt open source.
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CASE STUDY: PROJECT FOX

In the previous chapters the origins of Open Source Marketing and the term itself have been
described in detail. On the basis of that, this chapter is used to describe and analyse the
main case study for this masters thesis, Volkswagen’s Project FOX.
Project FOX was a major success for Volkswagen and a ground-breaking event that became
a showpiece in the event marketing industry, having more media coverage than any other
event, although it was only the international press launch for Volkswagen’s new car FOX. So
what made this event so special? James Cherkoff, the author of the Open Source Marketing
Manifesto, is fascinated by the project and says on his blog: “VW’s broadband loving Project
FOX is a great example for Open Source Marketing: Create the environment, provide the
tools and help the community build around your brand and product. In this case online and
offline. Excellent stuff” (IS 26: Modern Marketing 2005). Indeed, Project FOX was meant to
be a co-created marketing and press event, where the target group was supposed to
participate in concept creation and the execution of the event having only very few
restrictions. Dialogue and close connection with the target group were the core principles of
the project.
The following analysis will describe the project, its goals, attempts, execution, difficulties and
limitations that occurred during the entire process. Of all the aspects of Project FOX this
paper will focus on the open source approaches of the project. This chapter will answer the
question whether Project FOX can really be considered Open Source Marketing, or better
said Open Source Event Marketing. Or, was the execution of the project and the message
overly controlled by the agencies and VW itself rather than its target group?
With the goal of looking at the project from different angles, some of the people involved in
Project FOX express their opinion, the ideas and values behind the project, but also
difficulties and limitations they experienced. Interview transcripts and e-mail conversations
can be found in Appendix 5 and 6.

4.1. INTRODUCTION
Project FOX was the first phase for the introduction of the new car called “Volkswagen FOX”.
Volkswagen chose the capitol of Denmark as the place for the international press launch for
the car. Around 800 motor- and lifestyle journalists from all over the world were invited to
test-drive the FOX.
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Project FOX was special because the target group mainly created this automotive marketing
event. On behalf of their client, VW, two event-marketing agencies, Eventlabs and its Danish
partner agency Agenda Group, were providing the launch of the new VW FOX, a car for
young people with a target group age between 18 and 30. But instead of using the entire
budget on the journalists the event agencies hired young people active in design, music,
fashion, hospitality and gastronomy. They were seen as the target market’s leading group
that should co-create the event and market the brand. Chosen through several channels and
competitions, the young participants of Project FOX actively worked on the re-design and
the management of a hotel, featured FOX-inspired art at a studio, showed their
competencies in running a restaurant and club, and promoted the entire event. One of the
important goals of Project FOX was to promote these young talents.
Project FOX was executed during three weeks in April 2005, where Hotel FOX, Studio FOX
and Club FOX functioned as the environment for the journalists to experience the car and
the brand. Additionally, Project FOX had, with diverse happenings and events, an immense
influence on the cultural life in Copenhagen throughout the three event weeks.
But not everything goes smoothly when creating such huge commercial events. Two totally
different worlds tried to work together to get the event going. On the one side there was the
big commercial company Volkswagen and on the other side its young creative target group,
which represents fundamentally different values. This resulted among other consequences in
an anti-Fox campaign, which included graffiti, radio and TV programs discussing the
commercialization of culture and the impact of huge companies trying to buy authenticity by
involving their target groups.
However, Project FOX was clearly an untraditional and unconventional way to launch a new
car. FOX has generated a lot of buzz by involving its target group actively in the creation of
this car presentation. There has not only been immense media coverage during and shortly
after the project, but ongoing blog coverage up until the time writing this thesis. The Hotel
FOX still exists in Copenhagen and was taken over by its owners after the campaign. It can
be seen as a lasting ambassador of the project.

4.2. EVENT THEORY
In the last years, marketers increasingly discovered events as a medium for the mediation of
communicative messages. It is estimated that approximately 300.000 events are organized
yearly in Germany. This equals an increase of 900% in the last decade. Event marketing
became a new instrument for company communication (Nufer 2002: 34).
If considering event marketing as an independent instrument, then a differentiation between
the means of communication, event, and the communication instrument, event

marketing, seems necessary (Bruhn 2003: 328).

Master Thesis in International Marketing Management at the Berlin School of Economics

CHAPTER 4: Case Study: Project FOX

40

An event is defined as an outstanding arrangement or a special incident, which is
experienced locally by a selected audience and is used as a platform for communication. An
event is associated with authenticity and exclusiveness, which strengthens emotional effects.
Event marketing is the purposeful, systematic planning, organization, production and control
of events as a platform for the presentation of a product or service. It has the goal to
communicate company-controlled messages (Bruhn 2003: 328-329).
Furthermore, four basic characteristics of events as means of communication can be
identified (Nufer 2002: 16).
!

Experience orientation: The most important goal of event marketing is to
influence the customers on an emotional basis. The artificial advertising world of the
brand gets transferred into the everyday life of the consumers by actively
experiencing events. Information and entertainment usually are combined.

!

Interactivity: Events are oriented towards interaction and the active inclusion of
the target group. This gives the opportunity to receive brand messages multisensually and memorize them on a long term.

!

Staging: An event combines happening, experience, uniqueness and sensation. It
is created with audio, lightning and multimedia to place the marketing message into
an appropriate frame and to let the target group immerse in these branded
environments and creative event worlds.

!

Self-initiation: Event marketing should run through a self-contained, systematic
planning and decision-making process. Hereby, reference to the company, the
product and the brand should be in the foreground (Nufer 2002: 16-18).

Project FOX contains all these characteristics. But, as will be learned during this chapter,
some of them are inversely implemented. The target group of the car is co-creating the
environment and experiences. Following, interactivity is taken to a next stage.
The following figure shows the process of planning, integration and realization of events. It
has to be considered that this is a theoretical and ideal model. In reality the different phases
often blur (Nufer 2002: 41).
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Situation Analysis

Event Marketing Object

Event Marketing Goals

Event Marketing Target Groups

Event Marketing Strategy

Event Marketing Message

Event Marketing Budget

Single Actions

Realization

Figure 3:

Process of planning, integration and realization of event marketing
(Nufer 2002: 42 – slightly modified)

Considering the limited comprehensiveness of this paper, the theoretical background of the
different phases will not be explained in detail. However, the model gives a good overview
of how events are processed.
In the case of Project FOX, the internal (incl. company culture, philosophy and corporate
identity) and external (incl. product market environment, company’s potential on the market,
etc.) situation analysis are exclusively handled by the company and its event agencies. The
same counts for the event marketing object, which is the new VW FOX, and its connected
profit calculations, the determination of the event goals and target groups, and the
coordination of the budget.
Considering the approach to co-create the event with the target group of the car, the
development of the event marketing strategy, the message and the realization of the event
play a special role in this chapter.

4.3. GOALS OF PROJECT FOX
In general, event marketing goals can be divided into three categories: contact goals,
psychological goals and economic goals (Nufer 2002: 53).

Contact goals strive for reaching a huge number of people of its determined target
group(s). Only by achieving that, the event can be effective as a means of communication.
However, to reach that goal and to attract people, other communication instruments such as
advertising or direct marketing are often indispensable (Nufer 2002: 54).
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These facts can be transferred one-to-one to Project FOX. There are two different target
groups for the event, which should each be addressed optimally. Also, an advertising
campaign was essential to promote the project in Copenhagen and elsewhere. This chapter
contains separate sections in order to examine the target groups and promotional activities.

Economic goals are determined through the entire marketing-mix. An event is just a small
component of that. Therefore, it is not possible to determine economic goals for this single
means of communication exactly (Nufer 2002: 54). This counts also for Project FOX since it
is just the first phase for the introduction of the new Volkswagen FOX. The entire marketingmix around the new car certainly aims for raising VW sales profits. However, details
concerning that will not be explained here.

Psychological goals are most important for event marketing since they are essential to
reach the target group’s emotions, as explained before. Psychological goals can again be
divided into affective-oriented and cognitive-oriented communication goals (Nufer 2002: 54).
The first includes, among others:
!

emotional experience of companie’s and product’s brand,

!

development, fostering or modification of the company or brand image,

!

emotional positioning of the brand,

!

integration of the brand and its content in the experiences of the recipient,

!

achievement of sympathy and credibility,

!

and attitude changes within the target group

The latter includes for example:
!

proclamation of new products,

!

mediation of key information about the product,

!

and fostering of contacts to selected clients, opinion leaders and media
representatives (Nufer 2002: 54-55).

In the case of Project FOX affective-oriented goals have outstanding importance. The cocreation idea of the project lies in the affective-oriented goals. Therefore they will be
explained separately and in detail in one of the next sections of this paper.

Cognitive-oriented goals of Project FOX were of course the proclamation of Volkswagen’s
new car, the FOX, to journalists and thus, create as much positive press coverage as
possible. Since it was a press launch for journalists, it was the goal to inform them about all
details of the car, so that they could mediate this information through press channels to a
broader audience (Interviews: Cedric Ebener & Laust Chr. Poulsen).
Project FOX should be an extraordinary and memorable but also well-organized event for the
journalists. Like that, Volkswagen hoped to foster contacts to the invited media
representatives.
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4.4. THE TARGET GROUP(S)
The orientation towards a certain target group plays a basic role in the development of
event marketing strategies as with other communication instruments. Basically, the company
has to distinguish between two strategies. The differentiation strategy means the
handling of diverse target segments within the scope of one event marketing concept,
whereas a standardisation strategy concentrates on one or a few certain target
segments (Bruhn 2003: 184-185). The latter was applied for Project FOX, which targeted on
the one side international motor- and lifestyle journalists and at the same time the new VW
FOX’s target group, the young urban people.
After Nufer, target groups of events can further be divided in a primary target group, a
secondary target group and a tertiary target group (Nufer 2002: 57).
People that are direct participants of an event can be defined as the primary target

group, with whom interactive communication is possible. People that are present at an
event, but can anyway not be counted as the primary target, e.g. media representatives,
can be identified as the secondary target group. These often have a multiplier effect and
are connectors to the tertiary target group, which is the public audience (Nufer 2002:
57).
It is rather difficult to distinguish between the primary and secondary target group regarding
Project FOX. Since Project FOX is a press event, the journalists definitely represent the
primary target group but also have characteristics of the secondary because they have an
enourmous multiplier effect through their media channels. The young urban people, which
represent the FOX’s target group, should be characterized as part of the primary target
group though Project FOX is a press event.
Both primary target groups and their functions will be explained in detail in the following
sections. Project FOX is explicitly oriented towards both.
4.4.1. INTERNATIONAL MOTOR- AND LIFESTYLE JOURNALISTS
One of the primary target groups of Project FOX were the journalists, as usual when making
a press conference for a new car. Journalists are regarded as opinion leaders that pass on
the messages via articles and press reports to the mass audience. More specifically, they are
mega-hubs and expert-hubs (see chapter 3) because they are able to build up thousands of
one-sided connections to people that receive their information through media, having
specialized knowledge in certain areas. At Volkswagen’s Project FOX it was not only motor
journalists that were invited but also lifestyle journalists.
The motor journalists wrote corresponding articles for the motor press concentrating on the
car and its technical characteristics. The life style journalists, on the other hand, should
guarantee the image transfer from the Project FOX to the car, as explained in detail later in
this chapter. Lifestyle journalists had the task to report about characteristics of the car and
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the project that may seem important to the young target group. Here Project FOX’s visible
goal was to promote young talent, letting them actively co-create the event and with that
giving the small and rather unspectacular car a special young touch. The lifestyle journalists
were essential to mediate the uniqueness of the project to the public (Eventlabs
presentation 2004 a).
4.4.2. ‘THE YOUNG URBAN CREATIVES’
Volkswagen defines the core target group of its new VW FOX as males and females between
18 and 30 years old. They are in the initial phase of their career, “they are finding their way,
studying, discovering and fathoming out what is possible” (IS 27: Volkswagen Media
Services). Furthermore, they are living in urban surroundings and buy cars for the first time.
They are students and young families. They are enthusiastic about lifestyle and design, and
are fashion and music aficionados (Agenda Group presentation 2005).
More scientifically, the definition of this target group could be traced back to clustering
models such as the Sinus Milieus, which were initially launched in Germany more than
twenty years ago, and are being updated since, also on a European basis. Every of these
Sinus Milieus contains groups of people with a specific socio-cultural profile. People that
belong to the same Sinus Milieu share values, concerns and aspirations and react similarly to
changes in their social and cultural environment. The distribution of the Sinus Milieus differs
from country to country (Boltz/Leven 2004: 174). Figure 4 only reflects the Sinus Milieus in
Germany and shall be considered as exemplification.

Figure 4:

Sinus Milieus in Germany (IS 31: Sinus Milieus)
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Taking this cluster model, the milieus of the Modern Performers and Experimentalists can
both be considered the target group for Project FOX. The Modern Performers can be
described as the young, unconventional elite. They live their lives very intensely, are flexible
and enthusiastic about innovations and multimedia, and strive for independence. The
Experimentalists are young and extremely individualistic, they tend to be very spontaneous,
they like a life full of contradictions. But they are, as the Modern Performers, enthusiastic
about innovations and multimedia (IS 31: Sinus Milieus).
Regarding Project FOX, this target group is not only supposed to be the target group of the
car, but also, besides the journalists, the target group of the event. To especially attract this
target group, the event agencies hired their opinion leaders, young people active in design,
music, hospitality, gastronomy, etc., which should co-create and host the event and market
the brand. These opinion leaders can be considered mega-hubs and society-hubs. They
were chosen because of their central position in the target group. They are outgoing,
charismatic and enjoy credibility among their peers.
Whether this target group is appropriate for the new VW FOX, will be discussed later.

4.5 THE OPEN SOURCE IDEA – HOSTED BY THE TARGET GROUP
In his definition of event marketing, Bruhn claims that the main goal of events is to
communicate company-controlled messages about a product or brand (Bruhn 2003: 328229). In Project FOX, this definition was tried to put upside down by letting the target group
create and control the message. How this idea was developed and put into action will be
explained in the following.
Cedric Ebener, the project manager of Project FOX from the lead agency Eventlabs, said that
the host ideas were developed in different steps. It was certain from the beginning that
besides the usual motor press lifestyle journalists should also be invited in order to
guarantee an image transfer from the project to the car. But as the team around Ebener
quickly discovered, the FOX car is not exactly a product the lifestyle press usually writes
about. It is a small practical, inexpensive car and nothing fancy. So the press event had to
be especially interesting and extraordinary to achieve the desired image transfer to style,
modernity, urbanity and freshness. This is where the idea to involve the target group
originated. The target group for the FOX and their life situation is extremely interesting.
They are young, creative people and full of ideas and zest for action. This unique attitude to
life should be used. The journalist should experience the target group in their environment.
Following, an entire world around the FOX car was generated and hosted by the target
group (Interview: Cedric Ebener & Eventlabs presentation 2004 b).
But another reason also existed why the event agencies decided to let the target group cocreate the event. Not only the journalists should be thrilled about Project FOX, but also the
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target group of the car itself, which was also desired as a target group of the event. As
shown by numerous researchers, consumer empowerment is more distinct within this
generation, as described in chapter 2. Young people react on developments and trends
unexpectedly, quickly and incalculably. This makes conventional marketing strategies
inefficient. Often, brands for young people are symbols of conspicious consumption. To keep
their independence, many young people dislike normative brand cult on principle. They have
developed a keen sense of credibility or sheer commercial communication because of
constant stimuli satiation. Consequently, authenticity became essential when communicating
with this target group (Nufer 2002: 64).

Affective-oriented event marketing goals for Project FOX are the described image and value
transfer mentioned above.

Positioning of the new car amidst its target group raises

attention for the lifestyle press by emphasizing the support of young people and the
integration of art, design and architecture. However, the main idea behind this hosting
concept was to achieve sympathy and credibility from the target group. With its new car,
Volkswagen tried to create an attitude change among its younger customers, showing
modernity, originality and changeability (Eventlabs presentation 2004 a).
But does this collaboration with the target group and giving them a platform to creatively
unfold themselves make Project FOX and open source project? To find that out, the
elements which could feature open source characteristics will be explained in detail in the
next sections. There the different locations of Project FOX will be described including the
activities of the target group in connection with them. The target group also played an
essential role in the communication of the project. As learned from Emanual Rosen in the
last chapter, it is quite common for companies to recruit people to accelerate buzz and with
that guarantee the transfer of messages in targeted social networks.
The opinions diverge whether Project FOX really is an Open Source Marketing project
according to the representatives of the two event agencies. Whereas Cedric Ebener argues
that Project FOX is an open source project, Laust Poulsen from Agenda Group argues
against this. He sees Project FOX clearly as an extraordinary co-creative event but not
necessarily Open Source Marketing (Interviews: Cedric Ebener & Laust Chr. Poulsen).

4.6. POTENTIAL OPEN SOURCE ELEMENTS IN PROJECT FOX
For Cedric Ebener Open Source Marketing in Project FOX already started ‘behind the scenes’
with the team of the event agencies. He argues that, out of the around 50 people that
worked for the project, only a handful were actually employees of the event agencies. All
others joined during the process of the event planning. They got involved through different
networks and recommendations of people that already were part of the project (‘snowball
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effect’). Hardly anybody of the team members were marketing or event specialists. They
were, as the target group of the car, mostly young people that had just started their
careers. They were enthusiastic and interested in the project. They made the team more
authentic, Ebener argues. Everybody was most welcome to contribute to and improve the
project with new ideas (Interview: Cedric Ebener).
The next element, which seems to be essential for the explaination of the open source
approach in Project FOX, is the artists and designers that worked at the design and
renovation of Hotel FOX. Project FOX was centered around three locations: Hotel FOX, Club
FOX and Studio FOX. Hotel FOX was the place where the 800 journalists were
accommodated during the event. However, the aim behind Hotel FOX was to create a
remarkable design hotel for ‘young urban travelers’, which could also be used after the
event ended. In contrast to the other locations, the hotel was taken over by its owners after
the campaign. It will bear the name Hotel FOX at least for the next 5 years according to the
contracts. Like that, it functions as a long lasting brand ambassador for Volkswagen.
Project FOX invited 21 different artist groups and designers from all over the world to
convert a traditional 3-star hotel into an innovative life-style hotel based on their own ideas.
All of the 61 completely different designed rooms should be part of a patchwork of
innovative visions of the young artists, which were seen as part of the target group for the
new car (Eventlabs presentation 2005 b). Hotel FOX was one of the platforms Volkswagen
gave to its young target group, where they had total creative control. All 21 artist groups
were chosen by the renowned art book publisher Die Gestalten. Everybody was aware of
that there is a risk attached when involving young, individualistic and unconventional
designers and street artists, who are used to work without restrictions. It was not possible to
plan the outcome 100% beforehand. But there was also a lot of sceptism in the beginning
from the artists’ side towards the big commercial company Volkswagen, which used them to
create a more authentic environment for their car presentation. Brasilian graffiti artist Speto,
who was selected to design two rooms at Hotel FOX says: “Any fears I’d had of their
slamming the brakes on, or having to cater to someone else’s tastes vanished after the first
talk. They understood how we work – It’s really cool” (Press Clipping 1: Creative Match
2005).
To motivate these kinds of artists to participate in Project FOX, the initiators put strong
emphasize on the fact that this is a unique chance for them to realize their own ideas in a
sponsored environment. They received a creative challenge and could be part of creating the
message for FOX through their designs. The artists also played an important role for the
communication of the project. They all have their own websites, through which they
promoted the project. Some of them even put pictures on Flickr (www.flickr.com) or had
blogs on their websites discussing their work. Project FOX was an excellent opportunity for
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them to promote themselves and take advantage of PR generated by media coverage of the
project (Interview: Cedric Ebener & Laust Chr. Poulsen).
Patrik Gustavsson from e-Types, which were chosen as the only Danish design team to
redesign rooms of Hotel FOX, reflects pretty clearly how the relationship was between the
initiators and the artists that designed the hotel: “The goal with Project FOX is to sell more
cars. But, the way it is realized tries to give something for all involved: The artists get
publicity and a creative challenge … the guests that participate in the various events get new
experiences, and of course Volkswagen themselves get PR … (VW) hasn’t tried to control all
details and the direct process … the result has been a project that practically have had its
own life, and a sort of ‘controlled chaos’, where ideas have been extremely easy to realise”
(IS 24: CPH127 Design+Innovation).
During the event period in April 2005, the hotel was managed by selected hotel scholars
with the idea that a unique design hotel also needs unique service. The journalists should
not only live in a hotel designed by but also hosted by the target group of the car. That is
why hotel business students from diverse European hotel management schools were called
upon to develop a concept for the Hotel FOX (IS 30: Project FOX).
However, not everybody applying for the scholarship was accepted. 50 accepted participants
worked out ideas on how the innovative and unique frame of the hotel could interact with
the service of the hotel during a workshop. In the end, a jury selected 22 of the students for
the team to manage the hotel based on their own plans and visions. They should give the
hotel a unique atmosphere, continue the artistic room designs and complete the authentic
feeling (Eventlabs presentation 2005 b). For many of the young students, Project FOX was a
unique challenge to create their own ideas, to meet business peers and to take experiences
further in their careers.
The next FOX location, where the target group was supposed to freely express itself, was
Club FOX both a restaurant and a night club.
Similar to the hotel scholars, the cooking team for the restaurant, 25 young, international

chefs were invited to a workshop in Copenhagen supported by the music channel MTV. But
only 12 of the most creative and dedicated chefs were allowed to run the restaurant based
on their ideas during the entire event period under the guidance of the German
experimental star chef Stefan Marquart (IS 30: Project FOX).
For three weeks the restaurant served extraordinary experimental dinners. The central
elements of the restaurant were three cooking stations, where the chefs prepared the
menus. Therefore the cooking itself was the focus for the journalists, which were the guests
of this unconventional dinner concept. The visual art on the walls, made by Flora&Fauna
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Berlin, delivered the framework for the urban lifestyle, which surrounded the presentation of
the new VW FOX (Eventlabs presentation 2005 b).
But whereas the restaurant was reserved for the invited journalists only, the club was open
for the Copenhagen public. There, the journalists should meet the young target group after
dinner. Different events every day featured international up & coming artists and musicians.
To attract the Copenhagen scene, which were described before as the second primary target
group of the event besides the journalists, the club also had local cooperation partners,
such as gallery owners, club promoters and ‘society-hubs’ from the fashion, music and film
industry in Copenhagen. They were hired to design and host the different club nights after
their own visions. They could be considered an essential part for the success of Project FOX
because only through them was it possible to mobilize the local scene. Their networks
played a major role for the communication of the entire project in Copenhagen, as will be
explained later (IS 30: Project FOX).
Thomas Fleurquin was one of the most important local cooperation partners for the project.
Thomas organizes different cultural events on a frequent basis including the annual
Copenhagen Distortion Festival and has a huge network in

the creative and innovative

scene in Copenhagen. Thomas’ network contained exactly the crowd the initiators of Project
FOX imagined as their target group. Thomas was hired to promote Club FOX and adapt the
project to Copenhagen. His task was to find different hosts for the club nights guaranteeing
a vivid life every night in the club. Club FOX was the main meeting point between the
journalists and the target group of the car (Interview: Thomas Fleurquin).
Motivating different people in Copenhagen turned out to be difficult, as opposed to the
artists working in the hotel, the hotel scholars and chef scholars. Volkswagen, as a huge
commercial company, was received skeptically to launch their new car with a project of that
size in the small Danish capitol. Thomas Fleurquin states that as soon as he discovered that
the automotive producer VW stood behind the project, skepticism arose and money became
the most effective motivation factor for him in order to convince the local network to open
up for a commercial campaign of that size. He would not have invested his energy without
getting paid appropriately. However, he also admits that he was impressed by the project
and the ideas that already had developed and was motivated that many interesting people
and artists were already committed to the project. Additionally, Fleurquin saw Project FOX as
a chance for the Copenhagen community to blossom in a three-weeks cultural event and get
international recognition (Interview: Thomas Fleurquin).
Besides Hotel FOX and Club FOX, Studio FOX was a display window of the project for the
Copenhagen public. The entire project was documented in this location. The Studio FOX
archive included pictures of Hotel FOX, writings about initial ideas and details about the FOX
car. Studio FOX was the workspace, lounge and communication platform. Some of the artists
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that already worked at the hotel, had the chance to redesign seven white FOX art cars,
containers and walls in and outside the location during the event. Through this, the creative
process of the project became transparent for the guests. Furthermore, Studio FOX had a
shop, where different art pieces could be purchased and invited guests to just relax in the
lounge (IS 30: Project FOX & Eventlabs presentation 2005 b).
The FOX Academy, a discussion forum held on the weekends in the Studio FOX was
another important open source element for Project FOX, after Cedric Ebener’s opinion.
Between artists, scientists and representatives of the industry discussions on the relationship
between art and commerce were made possible. These discussions should enrich the lively
exchange between participants and visitors of the project. Some of the speakers were artists
that had made a name for themselves by cooperating with businesses and some were icons
of street art that rejected such co-operation. Marketing directors and designers of global
corporations participated in the discussion, and speaches by scientists in the field of art
history, philosophy, and cultural sciences were also held. Ebener argues that it was
important for Project FOX to be open for discussion and critic. Everybody was allowed to
come with critical input and ideas to improve the project (Interview: Cedric Ebener & IS 30:
Project FOX).
Once again, the various approaches taken in Studio FOX should show how different urbanity
and mobility are interpreted by the young target group.
The last component, which could be considered a potential open source element in Project
FOX are the fashion designers (Interview: Cedric Ebener). During the project all
employees should wear unusual uniforms. The target group should also co-create here.
Therefore, the Copenhagen design studio +Laboratorium was involved. +Laboratorium is
owned by two young Danish designers and architects, Frederikke Agaard and Mie
Kjaergaard. They were asked to hold a creative contest for young Copenhagen designers. In
the end they selected five labels that each designed one ’Urban Uniform’ for one of the
Project FOX sections. Like that, five different designs were created for the hotel, the studio,
and the restaurant as well as for the hostesses and shuttle-drivers of the event. To show
respect to the creativity and designs, the various creations of the fashion designers were
presented at a fashion show in the end of the event (IS 30: Project FOX).

4.7. COMMUNICATION OF PROJECT FOX
The communication-mix of Project FOX was multifaceted. Essential for the desired
authenticity of the campaign was communication through the involved target group
members. Buzz was created in their networks, supported by a street campaign, the Project
FOX website with all essential information and, of course, coverage through different media.
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The slogan, which was present throughout the communication-mix was: “Re-thinking. Re-

designing. Re-building. Re-modelling. Re-starting. Re-cooking. Re-mixing. Re-visiting. Recreating” (Eventlabs presentation 2005 b). This play of words should reflect the enthusiasm
of the project, the activity and zest of life, which was created through the extraordinary
concept of letting the target group co-create the event.
To visualize the process of communication in Project FOX, the following figure will help. As
known, Volkswagen was the client of Eventlabs and Agenda Group. The event agencies
developed the basic concept and ideas before they involved the opinion leaders of the target
group of VW FOX. These opinion leaders contributed significantly to the creation of the
message and communicated the event to their networks, which are part of the target
audience. The journalists invited to the event could experience Project FOX in an
environment created by the target group of the car, and then mediated the message to the
broad international target audience.

Volkswagen

Event Agencies
(development of basic concept and ideas)

Opinion Leaders
(co-creation of event)

MESSAGE

Journalists

Target Audience

Figure 5:

Project FOX – Model of Communication Influence

4.7.1. COMMUNICATION THROUGH OPINION LEADERS
The different opinion leaders of the target group were the most important component of the
communication-mix for Project FOX by being involved and co-creating the message of the
project. They were supposed to transmit the message in their networks. Many of them were
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well known so word-of-mouth was a logical consequence of their involvement. They are
called society-hubs.
The artists and designers that worked on the redesign of the hotel promoted their work and
the project through their websites. Most of them were already well-known in the art scene.
Some of the artists even put pictures on Flickr or discussed their work through blogs. The
same counts for the local cooperation partners in Copenhagen. Almost all of them have
websites and mailing lists through which they communicate their activities. For example,
Thomas Fleurquin’s mailing list is very known in Copenhagen among the creative scene and
contains over 2000 addresses. Additionally, the FOX team provided the promoters of the
different nights with communication tools, such as invitation, flyers, stickers and posters.
They also received the Project FOX logo in digital form in order to be able to produce their
own communication material.
Hotel and chef scholars were not that signific for the communication of the event because
most of them are not as networked as the artists or promoters. However, they co-created
the event and the message to the same degree as all other involved parties. And they were
essential to trigger the image transfer and underline the intention of Volkswagen to support
young talents.
Considering the communication of this comprehensive campaign as a whole, it was optimal
to involve the target group to that high degree. Like that, the event and its communication
gained authenticity and honesty. People could share stories because they actually were
involved and part of the story. However, problems can occur when regarding such an
extensive project, where many different people are involved and everything moves quickly.
Many people unexpectedly became part of the project and communicated messages further
into their networks. This is a very positive consequence, but also extremely difficult to
control. (Interview: Cedric Ebener & Laust Chr. Poulsen).
All in all, connected marketing techniques (chapter 3) played an immensely important role
for the communication of Project FOX, both online and interpersonal.
4.7.2. STREET CAMPAIGNING
A unique project also needs unique advertising, thought the initiators of Project FOX. And as
known, there are only few products that can exclusively rely on buzz for marketing
communications. It is known that advertising can support buzz when applied correctly. Well
made and well placed advertisements can stimulate people to talk. They are able to initiate
the buzz process since information in the networks must come from somewhere. Adverts
can support the creation of first core network-hub groups. After diverse studies, networkhubs are more accessible to advertisement than the majority, which follows since they are
eager to consume new information and are especially open to media, as explained in
chapter 3 (Rosen 2000: 200-202).
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To reach its young and critical target group the Project FOX team wanted to have a
campaign that did not go through usual media but could be found on the street. A street
campaign displayed the FOX logo and the slogan throughout the city with stickers, tape and
by spraying chalk spray on walls. Additionally, bikes messengers placed promotional material
directly at places where the target group would be hanging out, in agencies, fashion stores,
or in bars and clubs (IS 30: Project FOX).
Martin Kvederis was the head of these bike messengers that promoted Project FOX in
Copenhagen. He is known for his rather unconventional street promotion actions in
Copenhagen. During FOX he was the one responsible for bikes wrapped in FOX logo tape
and other gimmicks, which were placed around the city, attracting major attention, not only
from the target group but also the press. The local newspaper Urban, e.g. dedicated an
article to the bikes called ‘Når reklamen bliver til kunst’ (When advertising turns into art).
Here the newspaper praises the free-spirited way of doing street promotion for Project FOX
(Press Clipping 2: URBAN Avis 2005). Martin was approached by Thomas Fleurquin to
participate in the project. He saw it as a great possibility to realize his ideas financially
supported by VW. Through Martin’s huge network in Copenhagen, he could be considered
another great add-on to the local cooperation partners. He was given a set of tools, such as
stickers, posters, tape and stencils. His task was to use the promotional material in a new
creative manner that would not offend the targets, who are a group of people that are very
much aware of advertising, but speak to their curiosity (E-mail Conversation: Martin
Kvederis).
Another multiplicator in the city was the FOX-City-Guide–Locations. A small tour guide for
the lifestyle journalists was custom developed for Project FOX, where trendy boutiques,
restaurants and galleries were displayed. It was an essential tool for them to get to know
Copenhagen from the Project FOX point of view. At the same time the locations functioned
as points for information exchange for the locals. At the locations, daily schedules were
displayed, invitations for the events handed out, and background information about the
project learned. All participating locations were asked to brand their stores with one or more
of the FOX street campaign tools (IS 30: Project FOX & Eventlabs presentation 2005 b).
The instrument of advertising should be used carefully when working with the Project FOX
target group. If people have the feeling that somebody will opressively drum something into
their mind then advertising can certainly kill buzz. Furthermore, advertisements should be
simple rather than exaggerated. Short and direct messages have a greater chance to be
reproduced in the networks (Rosen 2000: 207-210). The latter was done successfully by the
design team of Project FOX. All communication materials displayed only short messages,
mostly only the logo and the slogan of the project. Some of the promotion material of
Project FOX can be found in Appendix 7. But regarding the amount of promotional materials
throughout the city discussions arose whether a commercial project such as Project FOX is
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allowed to take over and brand public spaces, although they were unconventional and
displayed the brand in a creative ways. This resulted in backlash where some anti-FOX
campaigns appeared, one of which was led by the Danish left-wing party Enhedslisten, as
will be explained later.
4.7.3. MEDIA COVERAGE
As said many times before, the most important goal for Volkswagen was positive PR for
Project FOX and achieving

image transfer. Modernity, urbanity, freshness, style,

changeability and the support of young talents could be described as the key words of this
transfer. Consequently, media coverage is a theme that should be mentioned in this thesis.
This topic is only summarized and not analyzed in detail due to the limited
comprehensiveness of this paper because of the focus on open source elements in Project
FOX.
The Institute of Public Relations defines PR as “the discipline which looks after reputation,
with the aim of earning understanding and support and influencing opinion and behaviour. It
is the planned and sustained effort to establish and maintain goodwill and mutual
understanding between an organization and its public” (Kirby/Marsden 2006: 72).
Furthermore, it would be optimal if public relations are so extraordinary and exciting that it
results in word-of-mouth communication of its readers, creates buzz and connects
consumers. Exactly that was also the goal of Project FOX (Kirby/Marsden 2006: 73 & 86).
Project FOX was the key element of the international PR-campaign launched by Volkswagen
in order to hype the new VW FOX. International lifestyle and motor journalists should
guarantee vast media output with the internet, print and TV. The media campaign was
supported by Häberlein&Mauerer, Berlin. A condensed overview of press material and a CD
with press clippings that were used for this paper can be found in Appendix 4.
To guarantee image transfer, lifestyle media was of particular importance. Lifestyle
journalists had the task to report about characteristics of the car and the project that may
seem important to its young target group. Here Project FOX’s goal to promote young talent,
giving them a platform to creatively express themselves, to let them actively co-create the
event and with that try to give the small and rather unspectacular car a special young touch.
These facts impressed and enthused the journalists about the project. Most of the media
during and after Project FOX covered these aspects very well (Interview: Cedic Ebener &
Laust Chr. Poulsen). Depending on the format and themes of the media different parts of
the project were covered. Many concentrated on Hotel FOX as example for extraordinary
design and as the long lasting ambassador of the project. Others emphasized more on the
contests used to choose the hotel and chef scholars.
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Approximately 90% of the media coverage was affirmative and appreciative, endorsing and
admiring the project and its attempts. Many defined it as a groundbreaking step in
marketing and a revolutionary way in approaching the target group.
Summarizing, the goal of VW to receive positive PR was definitely reached, however the
successful image transfer to the VW FOX car remains questionable. Some articles about
Project FOX also end with questions about this. German marketing magazine Horizont sums
up its positive article with a section that could be translated as: ‘Disillusion arrived when
entering this small car built in Brasil. The functional designed dwarf appears rather modest.
Maybe VW should sell the art cars from the Studio instead’ (Press Clipping 3: Horizont
2005). The British magazine Intersection sums up its article with “It’s a brilliant idea, which
sidesteps art and commerce debates by virtue of being the best of both. If only this level of
creativity could be applied to a car, VW would be on something” (Press Clipping 4:
Intersection 2005). These press voices correspond to the impression that many of the
involved target group had. Thomas Fleurquin even says: I don’t know anybody (of the target
group) that would buy the FOX car” (Interview: Thomas Fleurquin).
There are also a few articles that pick up on the discussion about the steady convergence
between the worlds of art and commerce. The British Times Online quotes for example Chintao Wu, the author of Privatising Culture : “Such activities create confusion between what is
essentially culture and what is a commercial marketing strategy and the line is becoming
more blurred” and T.S. Eliot, who wrote Notes Towards the Definition of Culture : “As
corporations move in this direction they undermine what we are supposed to value in art –
creativity and idealism free from instrumental demands. The power of art in the past was
that it held out the prospects of genuinely free and unalienated labour for the artist and the
people who enjoy the art” (Press Clipping 5: Times Online 2005). A similar discussion arose
during Project FOX in Copenhagen even resulting in anti-campaigns. One of the following
sections goes more in detail about that.

4.8. DIFFICULTIES DURING PROJECT FOX
As already said in the introduction to this chapter, not everything goes smoothly when
creating such a huge commercial event. To authentically launch its new car, Volkswagen and
its event agency decided to create something extraordinary, an event by and for the target
group, as described in detail before. There are two different worlds that clashed together.
On the one side, there was the huge German commercial car manufacturer, which produced
a new car and imagined young, urban and creative people as this new car’s target group two worlds representing different values and perception. This already holds potential for
difficulties and misunderstandings. Plus, it was a press launch for international journalists,
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which also meant that there were strict time restrictions to prepare the event and there
were certain limitations preconditioned because journalists are used to certain treatment.
4.8.1. LIMITATIONS FOR THE PARTICIPANTS
Project FOX was the key element of the international PR-campaign launched by Volkswagen
in order to hype the new VW FOX. Therefore, it was extremely important that the event
reached its desired goals, in particular, positive public relation. This should be achieved by
creating a memorable and extraordinary but at the same time well-organized event for the
journalists.
Is this so easy to reach when letting the target group co-create the event and take part of
the control? There must be at least minor restrictions and company control in order to
secure a smooth process. Cedric Ebener agrees and admits that besides the expectation to
reach positive PR, the tight time frame was the main reason that forced them to establish
limitations on the activities of the target group. The team members and the target group
involved in Project FOX were highly motivated and very enthusiastic about the project and
their own ideas. Sometimes all these inputs were difficult to coordinate, and some ideas and
suggestion had to be rejected in order not to exceed the time frame of the project or
because some of the ideas were considered inappropriate for a press launch. Potential for
frustration and disappointment when ideas cannot be realized as expected occur when
people are so highly motivated and committed to a project (Interview: Cedric Ebener).
These limitations were more obvious to some participants of the target group than others.
The artists and designers that worked at Hotel FOX certainly had the fewest limitations.
They mainly worked before the actual execution of the project started. Only few restrictions,
such as no visualization of discrimination, racism and religious comments, were given.
Otherwise the rooms were regarded as unique art pieces with the artists having complete
creative control over the process. Xavi, designer of the Spanish artist duo Freakclub said:
“When they said they just wanted us to do whatever we liked, we couldn’t believe it, … But
they really did keep their word and never interfered in our work” (press clipping 1: Creative
Match 2005).
However, the artists had a special position. During most of the project they worked ‘behind
the scenes’. Only some of them continued working during the project execution on the art
cars in Studio FOX. But in general, their art pieces were only used as scenery for the event.
The artists themselves did not have to interact with the journalists that were invited to
Project FOX.
The hotel and chef scholars had a different role. They directly interacted with the journalists.
Therefore, some rules had to be ratified in order to appropriately treat journalists, as they
are accustomed to established norms for PR events. One of the project presentations
contained “This hotel concept shall be more exceptional, fresher and modern than all
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existing formats … [but] … highest standards will be set for all guests of Project FOX …”
(Eventlabs presentation 2004 a). In other words, there were certain rules to follow, though
the scholars could implement their own ideas and visions for how to achieve these. From the
beginning, all scholars were aware of the situation and frame they were supposed to work
in. Therefore relatively trouble-free work was possible and everybody was conscious of his
or her roles.
Some more difficulties appeared while working with the local cooperation partners in
Copenhagen. They were, as described before, responsible for adapting Project FOX to
Copenhagen. They were hired to design and host the different club nights after their own
visions. They were essential for the success of Project FOX because only through them it
was possible to mobilize the local scene. However, they had a totally different working
mentality than e.g. the scholars. Most of them had organized events themselves before but
without a huge commercial company behind them and were not used to many limitations.
Also, many were not conscious about what it meant to be part of such a project.
Club FOX was open for the Copenhagen public and was the major meeting point between
the journalists and the Copenhagen public. Enthusiastic about the project and the potential
for creating something great for all the people that wanted to be involved, many of the
young promoters in Copenhagen agreed very quickly to take part. Only after the execution
of the project started, many limitations became obvious. The journalists were the primary
target group of the project and their treatment was therefore in the foreground, though not
as excessively as with other car presentations. The different hosts of the nights had to
accept that the events they arranged were just a part of designed scene for the journalists
to give them an authentic feeling for the lifestyle of the VW FOX’s target group. Many ideas
that seemed too extreme for the journalists and Volkswagen members were rejected.
Consequently, not being able to completely realize their ideas, as desired, some of the
young club promoters felt misused by VW, and some of their guests felt like puppets in a
huge scene artificially organized for press representatives. Thomas Fleurquin claims that this
was a main reason why Project FOX was not experienced as something authentic by the
young Copenhagen public, although it enriched the cultural life in the city during the event
(Interview: Thomas Fleurquin).
4.8.2. ANTI-FOX CAMPAIGNS & DISCUSSIONS
Different incidents can be identified that resulted in discussions and anti-FOX campaigns
during the event period in Copenhagen, including graffiti, posters, flyers, and radio and TV
programs discussing the commercialization of culture and the impact of huge companies
trying to purchase authenticity by involving their target groups in marketing campaigns.
One incident was that Volkswagen needed to rent a public parking lot in front of Hotel FOX
in order to secure trouble-free shuttle services and car changes for the journalists during the
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event period. The Copenhagen Commune has set up different rules for renting out public
spaces in the city. Normally, this is only possible for artistic or cultural purposes, and not for
commercial intentions. However, after deliberations in the commune, it was decided by the
majority of the parties that Volkswagen was allowed to rent the central parking lot for
Project FOX. This decision was justified with the argument that Project FOX held major
advantages for Copenhagen and its cultural life, and will give the city worldwide attention.
The left-wing party Enhedslisten was the only party that voted against this decision arguing
that Project FOX is a highly commercial campaign for Volkswagen’s new car, and therefore
had no rights to rent public spaces in the city (press clipping 6: Politiken 2005).
As a result of the debates in the Copenhagen Commune, Enhedslisten started a 10-day antiFOX campaign, which was called Fuck FOX. With that, Enhedslisten aimed to show its
displeasure about Volkswagen using Copenhagen as a scene for their car launch and
abusing the authenticity of artists to sell their car (IS 28: Enhedlisten). Enhedlisten’s
campaign included awareness with posters and stickers around the city. Graffiti around
Christiania, a partially self-governing neighborhood in Copenhagen, carry the handwriting of
Enhedslisten (see Appendix 8).
Another reason for the development of negative feelings and discussions about Project FOX
was that there were misunderstandings between the initiators of the project and those they
wished to involve, the opinion leaders of the target group. As originates from different
reports from target group members and diverse project presentations, Project FOX was not
clearly presented as a commercial car launching campaign, but rather an altruistic gift to the
target group in form of a platform for Copenhagen’s culture and art scene. A platform,
where the target group with financial support of Volkswagen had the possibility to enhance
Copenhagen culture.
“The reason for turning to these locations was to create an unusual setting for the
presentation of the new FOX from Volkswagen. The ‚life visions’ and ideas of the young
creatives involved with the project stood in the forefront. Therefore, each platform was given
complete creative and artistic freedom, visually as well as in respect to functionality” (IS

30: Project FOX)
In reality, as described before, there were certain guidelines to follow and restrictions to
accept in order to make Project FOX a successful car launch campaign, which definitely
should be extraordinary and creative but should not end up in uncontrollable chaos. The
journalists were the primary target group of the event and the positive press coverage was
Volkswagen’s highest goal.
Anticipating this miscommunication, some Copenhagen artists such as the graffiti artist Husk
Mit Navn (Remember My Name) or the fashion designer Henrik Vibskov refused beforehand
to take part in the project. Husk Mit Navn expresses this as follows, “Volkswagen said that
the Fox project was a big chance for young artists and that it was a cultural event and not
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an advertising campaign for a small yellow car. But they would never use 1 million euros just
to make some concerts. It was obvious that they just did it to sell the car. The whole thing
was dishonest from the beginning … I did not want to help them sell their car” (E-mail
Conversation: Husk Mit Navn). Husk Mit Navn was asked to take part in one of the
discussion panels of the FOX Academy to talk about the conditions for doing street art. He
was told that this would happen parallel to Project FOX. He discovered quickly that the FOX
Academy was part of the event program. He refused because he did not want to take part in
a commercial advertising event and help VW sell cars. In an interview with the Danish
National Radio he also said that as a street artist, one has to be especially careful not to sell
out. Street art is supposed to be anti-commercial. Street artists taking part in commercial
projects take the risk of loosing their credibility and reputation as autonomous and anticommercial artists (AV 4: Danish Radio – Klubværelset 2005).
Others did not see this as a problem, such as Lækker Lytter, a small group organizing
different cultural events in Copenhagen hosted two nights at Club FOX. They argue that
there is no reason why artists should not accept financial support from huge companies.
They opine that both sides can take advantages of such collaboration (IS 29: Lækker
Lytter). Leo from Viagrafik, an art collective with background in the graffiti scene also admits
that Project FOX is a rather good way of earning money. He does not see any risks in losing
reputation, but says that the money earned at FOX could be easily used for ‘real’ graffiti
afterwards (AV 4: Danish Radio – Klubværelset 2005).
A rather amusing byproduct from frustrations about Project FOX was a flyer that appeared in
many cafes and clubs in Copenhagen during the event with the title “Free McFOX – Get your
free McFOX at you local McDonalds!”, including, of course the official Fox logo (see Appendix
8).
In retrospect the initiators were quite aware of the reasons for discussions and anti-FOX
campaigns during the event process. Laust Poulsen states that there were communication
problems, which may have been reason for misunderstandings about the intentions of
Project FOX. He does not see the discussion about the project nor the Fuck FOX campaign
as negative PR. In contrast, discussion belongs to a project of that kind, where two different
worlds meet. In the end, any publicity the project generated was helpful, be it positive or
negative (Interview: Laust Chr. Poulsen). Cedric Ebener agrees and also adds that decisions
not to participate in the project were fully respected. Prejudices and reservation are normal,
especially if a huge company wants to collaborate with a target group of that kind
(Interview: Cedric Ebener).
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4.9. PERCEPTION OF PROJECT FOX IN COPENHAGEN
With diverse happenings and events, Project FOX had an significant influence on the cultural
life in Copenhagen throughout the three-week event. Both Club FOX and Studio FOX were
open for the public. Club FOX featured different international up-and-coming musicians
every night. The promoters that were chosen to host the different nights managed to attract
a huge crowd almost every day of the three weeks. Despite the difficulties described before,
many Copenhageners used the chance to visit Project FOX, and the initiators definitely
reached their goal in letting the journalists experience the car in the environment of the
target group. But how did the target group itself actually perceive Project FOX? The question
still remains if the campaign became more trustworthy and authentic because the opinion
leaders of the target group were involved?
Unfortunately it was not possible to conduct an extensive survey about the perception of
Project FOX by its target group in Copenhagen. However, two guests of Project FOX shortly
expressed their opinion for this paper. They represent the desired target group and share
the impression most of the other young guests.
Both visited Club FOX and portrayed it as an impressive venue in regards to the interior
architecture, light installations and concerts held. They visited the club nights because they
knew people that were involved in the project. They were very conscious that it was an
event initiated by Volkswagen to promote their new car, but appreciated the free entry and
concerts. One of the respondents expressed that it was an odd feeling especially when the
journalists finished dinner and mingled with the Copenhagen crowd. The other respondent
was also very conscious about the role the Copenhagen crowd played but was not irritated
by it. In their minds, Volkswagen is associated with something completely other than a hip
and alternative lifestyle. Therefore the event appeared unauthentic, or even hypocritical, as
one of the respondents described it. The opinion leaders involved did not contradict this
perception because the constellation was clear and the opinion leaders were hired by the
company. However, Project FOX was considered a great cultural addition to Copenhagen,
including Studio FOX as the second public space. They just considered the company and the
car behind the event to be inappropriate for the target audience. (E-mail conversation: Arne
Haugaard Kühne & Henrike Semmler).
After evaluating these answers, it can be concluded that Project FOX did not appear as
authentic and trustworthy to the audience as the initiators wished.

4.10. IS PROJECT FOX AN OPEN SOURCE MARKETING PROJECT?
There is no doubt about that Project FOX was a groundbreaking event with comprehensive
media coverage and attention. As several companies before, Volkswagen involved the
opinion leaders of its target group in the creation of the marketing message and used the
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opinion leaders to spread the word within their networks. Project FOX even went one step
further and included the target group into the entire planning and execution phase of the
event, leaving them freedom to evolve their ideas. This is definitely innovative in the event
marketing branch. But does that make it Open Source Event Marketing?
To answer that question unambiguously a closer look will be taken at the factors and
instruments that actually represent Open Source Marketing. These instruments were
described in chapter 3.

!

Role of the consumer – Outside-In approach to marketing: The outside-in
approach was, without doubt, applied to Project FOX. High value was given to the
representatives of the young target group to co-produce the event and co-create
the message. Dialogue and openness were strongly emphasized, although, there
were some restrictions and limitations. Other open source projects also work with
certain frameworks and participants, following certain rules in order for their
contributions to be accepted (see Linux).

!

Motivation: People that were participating in Project FOX were motivated
differently. The artists and designers that worked at the hotel received only little
money for their work. Their main motivation was the creative challenge.
Additionally, they were motivated because they got the chance to enhance their
reputation through public relations from Project FOX beyond their own networks.
Project FOX also received more press coverage as many other events, of which was
90% positive. The company’s and the artists’ expectations were fulfilled.
The hotel and chef scholars were treated similarly to the artists. They are young
people that saw Project FOX as a perfect chance to build their reputation, collect
professional experience and establish contacts with other business peers. The
competition they had to successfully pass before becoming active participants of
Project FOX was also an important motivator.
The Project FOX team that was hired to complement the event agencies for Project
FOX was primarily motivated by money. But as Cedric Ebener argues, the more team
members got involved in the project and enthusiastic about what potential the
project had, the less important financial aspects became. In the end the team
worked disproportional to the money they earned. The personal challenge became
the most important motivation factor (Interview: Cedric Ebener).
The situation with the local cooperation partners, the most critical group of
participants, was different. As soon as they discovered that Volkswagen stood
behind the project to promote its new car, money became the most important
motivation factor. Copenhagen is a small city where commercial events of that size
are a mixed blessing. In order to profit from the Copenhagen community
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Volkswagen had to stimulate them financially. People clearly appreciated the
creative challenge but this was not the primary motivation factor. Besides, the
ongoing discussions about the project and its impact on Copenhagen played a major
role in the perception of Project FOX in the community. The more discussion arose,
the more people became critical towards the project. Unfortunately, enthusiasm and
energy dissipated as a consequence of misunderstandings and discussions
(Interview: Thomas Fleurquin).
!

Blogs: Communication technologies, and in particular weblogs, have been defined
as an important instrument for Open Source Marketing. Regarding Project FOX, the
Internet was only used to a limited degree. As mentioned before, the artists partly
used their web pages and blogs as communication tools. Other participants also
communicated the project online but only by publishing the events on their web
sites (one-directional communication). As a result, lively online exchange and
discussion between target group members was missing. Only some marketing
professionals blogged about the project one of whom was James Cherkoff the
author of the Open Source Marketing Manifesto (IS 26: Modern Marketing 2005).
Reasons for this missing interaction could have stemmed from that Project FOX was
an event with tight time frame. There simply was not much space for intense
discussion about the ideas and the work. Another likely reason was the limitations
that were given from the beginning, which hindered trial and error. People were
hired to fulfill a certain task.

!

Communities: Project FOX had no brand community to fall back on to create Open
Source Marketing projects like for example Firefox Flicks (see chapter 3).
Volkswagen first identified the target group for its new VW FOX. This target group
cannot be considered as main target group for Volkswagen in general. The agencies
made the desired target group aware of the new VW FOX by offering them support
and a creative challenge in exchange for promoting the car with Project FOX. The
communities chosen to participate in the project did not show direct enthusiasm for
the brand or the car but for the possibilities Project FOX offered them. Since Project
FOX was the platform to introduce the car, the communities around the introduction
should influence the perception of the car positively, transferring the image to the
car. This was only partly successful as learned in this chapter.
There is no doubt that Project FOX was created through enormous collective action
combined with enthusiasm of most participants. Ideas and concerns were mutually
developed and shared – a major characteristic of a community.

!

Tools: All contributors to Project FOX were provided with the necessary tools. The
artists got their white rooms, which they could decorate after their visions. They
received financial support for materials they used, carpet and wallpaper production
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was organized, etc. The local cooperation partners were also equipped with
everything they needed: the locations, technical equipment for the club nights,
posters, stickers and invitations to promote the events, and even the logo and
graphics to produce their own communication material. The Project FOX team tried
to accommodate extra wishes as they appeared. In this respect trouble-free work
was warranted.
!

Licenses: As learned, licenses are the most essential instrument for Open Source
Marketing. Only if appropriate open source licenses exist can a project be termed
open source.
According to the initiators of Project FOX, licenses of this kind did not exist. The
artists hold all rights for the hotel rooms, which are considered art pieces. If any
company other than Volkswagen wants to use the rooms as scenery it has to get
permission from the artists and not Volkswagen. The art cars, which were created
during the event in Studio FOX are art pieces that were sold to Volkswagen. The
same counts for the fashion designers that designed the uniforms for the FOX team.
They simply designed a collection in behalf of Project FOX. They are the creators of
the designs and only they are allowed to further develop the collection. No rights
were shared. With all other participants normal working contracts existed. People
were hired for a certain task exclusively for Project FOX. As for the concept of the
project itself, the agencies and VW hold ownership for all ideas developed and used
for Project FOX (Interview: Cedric Ebener).

Project FOX carries many attributes that are characteristic for Open Source Marketing, but
regarding the instrument ‘licenses’ it has to be conceded that Project FOX is not an Open
Source Marketing project. The company and the target group never became true
collaborators in the sense of open source during the creation of the marketing campaign.
Either the participants or the company held the rights. But no rights were shared and
modifications to the event concept were forbidden. At the end of all project presentations
and reports of Eventlabs the following is stated – translated from German:
‘All contained ideas, recommendations and suggestions are intellectual property of eventlabs
GmbH. Entire or partly copying and/or the distribution to others is after applicable intellectual
property rights not permitted’.

To make Project FOX an open source Project Eventlabs should, for example, have made its
ideas available under an open source license, such as a Creative Commons Attribution Share Alike License. This would allow others to take the Eventlabs concept, modify it and
apply it to other campaigns, requiring giving credit to the originator, Eventlabs, and
including the same license in the derivative works. The question arises here what benefits
Eventlabs would gain of such openness? Projects FOX was definitely a groundbreaking
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event, which is used as a showpiece for new forms of marketing. Eventlabs, as the creator
of this campaign, holds all intellectual property rights. Eventlabs has the expertise. In
professional circles they are already now regarded as forerunners. By using an open source
license they could benefit even more from this position. In any case, nobody can prevent
other companies to adapt and alter ideas that were developed for Project FOX. But with an
open source license, they would motivate other people to profit from their ideas legally and
in the process build their own reputation through a clear chain of attribution.
The kinds of conditions necessary for the applicability of these ideas in today’s marketing
culture will be discussed in chapter 6.
Project FOX is not an Open Source Marketing project but currently is a matchless example
for co-creative event marketing.
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OPPORTUNITIES AND RISKS OF OPEN SOURCE MARKETING

Open Source Marketing, as described in this paper, is a new form of marketing that evolved
as offshoot of the Open Source Movement. Modern marketers hope that Open Source
Marketing is more adaptable to the current marketing environment.
The opportunities that today’s market offers such as conscious consumers, modern
technologies, and access to new media can at the same time also be considered as risks, if
the consumer is too critical for example. If advertising campaigns are not accepted as
desired because people have access to endless amounts of information through which they
can acquire real and authentic facts, or if consumers are dissatisfied with a product or brand
and share their dissatisfaction with the help of these new technologies, then they can
prevent significant amounts of potential customers from buying that product.
Open Source Marketing can help to counteract these risks and holds real opportunities as
will be described in the first section of this chapter. The second section will then deal with
the weaknesses and risks.
During this thesis, the main case study, Project FOX, emerged not to be a true Open Source
Marketing project rather a related form, namely co-creative marketing, where the company
still holds all rights but generates the marketing campaign collaboratively with the target
group. The case study and the previously developed theories form the foundation for this
chapter. Therefore the opportunities and risks will apply to Open Source Marketing and
related forms of marketing, where the consumer takes part in the control of marketing.

“The rise of consumer-generated marketing can be viewed as either a boon to
brands (outsourcing marketing to loyal customers) or a threat (handing marketing
over to a bunch of uncontrollable amateurs)” (The New York Times Online 2006 a).

5.1. OPPORTUNITIES AND STRENGTHS OF OPEN SOURCE MARKETING
As said before Open Source Marketing and related forms hold enormous opportunities in
order to deal with new marketing environments.
The advantages are definitely to incorporate the customers according to their wishes and as
a result create authentic brand. Brands and products evolve out of the consumer’s
enthusiasm and knowledge and developed according to the direct needs of the customers.
Through collaboration with the target group companies can create loyal customers, costs

Master Thesis in International Marketing Management at the Berlin School of Economics

CHAPTER 5: Opportunities and risks of Open Source Marketing

66

can be significantly reduced and companies can adapt to the market needs quickly and
flexibly, and be often more innovative.
5.1.1. AUTHENTICITY OF THE BRAND
If applied correctly and successfully, Open Source Marketing and related forms increase trust
and authenticity of companies and brands. Modern marketers believe that one reason people
increasingly reject advertising is that they do not have influence and control over the
messages they receive. Even if through e.g. focus groups and marketing research,
marketing actions are geared towards the target group one essential success factor,
authenticity, is still missing because of lacking opportunities for customers to co-create.
Authenticity from co-creation can be described as how individuals experience marketing
activities of a company, namely as real and original as opposed to commercial and
pretentious. Open Source Marketing has the potential to create this authenticity because it is
based on the active integration of the consumer.
Project FOX’s intention was to create such authenticity. The target group should play an
essential role in the creation of the event and the message. It was supposed to be “an event
by and for the target group”. The goal was to create a campaign that is relevant to the
target group, something they can really relate to. As mentioned before, consumers prefer to
receive information from other consumers rather than from the companies. If opinion
leaders are part of creating a marketing project then the created message automatically
gains authenticity, argue the initiators of Project FOX (Interview: Cedric Ebener & Laust Chr.
Poulsen). However, opinion leaders should take part based on enthusiasm rather than
financial rewards, otherwise they appear unreliable and lose credibility, which is
counterproductive to the goal of becoming more authentic. Unfortunately, this happened in
part during Project FOX, as explained. Nonetheless, most participants and guests
appreciated the initiative of Volkswagen to promote young talents and to have offered
Copenhagen the opportunity to hosts such an extraordinary event (Interview: Thomas
Fleurquin/Martin Kvederis/Christopher Müller). This is in itself an important step towards
authenticity.
This leads to the conclusion, that Open Source Marketing only creates real authenticity if
applied in its full scope. Contributors have to be enthusiastically and intrinsically motivated
by the product and brand, only then the outcome is real. A good example is Firefox, which
not only is an open source product but also marketed with open source methods. The
community behind Firefox is enthusiastic about the product and therefore also has a strong
interest in marketing the product. Thus, the Firefox Flicks campaign was and still is very
successful. The brand can be considered authentic because it is entirely build by its users.
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5.1.2. USE THE CONSUMER’S KNOWLEDGE AND ENTHUSIASM
Another auspicious opportunity of Open Source Marketing projects is the possibility of
purposefully using the enthusiasm, knowledge and creativity of the consumer. Creating
something collaboratively, promoting each others knowledge and sharing responsibility have
already been defined as the core principles of open source software projects and can be
transferred to marketing.
Consumers that are enthusiastic about brands and therefore promote products themselves is
nothing new. The home-made Ipod ad by George Masters, a high school teacher from
California, became one of the first and well-known user-generated advertisements where
marketers realized how powerful the new consumers are, and that they should take
advantage of their enthusiasm and involve the customer purposefully into their campaigns.
Masters produced a 30-seconds animated spot, which he posted on his website in November
2004. It was quickly picked up by several blogs and in just a matter of days the ad was
watched about 40.000 times. Shortly after the advertisement attracted the attention of the
marketers that were impressed of the professional style of the spot, which was seen as a
homage to Apple and the Ipod. George Masters said himself that he really enjoyed doing the
spot in his spare time. He had not to face any limitations and could be his own creative
director. But instead of appreciating the work of George Masters, Apple did not do anything.
There was no reaction at all from the company’s side (Wired Magazine Online 2004).
The initiator of Project FOX, Volkswagen, experienced something similar before. About two
years ago some creatives from London uploaded a commercial for the VW Polo on their
website. This commercial featured a Palestinian suicide bomber trying to blow up a café. But
the bomb does not cause any damage because the Polo is small but robust. This fake
advertisement got approximately 12 million views. But as Apple, Volkswagen did not
appreciate the intention of the creatives and instead threatened them with a lawsuit
(Advertising Age 2005).
As other marketers, Volkswagen chose to learn from these examples and purposefully
incorporate consumers into the creation of their marketing. Project FOX was an excellent
example, though the participants were more enthusiastic about the project itself and the
chances they were given compared to being enthusiastic about the car. All participants were
chosen because of special qualities and knowledge they possessed and could contribute to
the project. Most were young, but already professionals in their fields, be it artists, hotel
scholars, club promoters or other cooperation partners. They all worked together, inspiring
and learning from each other and with that, constantly improved the project.
To fuel enthusiasm and knowledge sharing companies can additionally apply the motivation
tools, which were described in chapter 3.
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5.1.3. ADAPTABILITY AND INNOVATIVE ABILITY
As learned in chapter 2, open source projects have produced highly innovative products that
can be easily adapted to users’ needs. This adaptability and innovative ability derives from
the possibility to be able to steadily improve and modify the source code.
For Open Source Marketing and related forms this means that non-company members are
helping to develop and improve marketing programs. New ideas are brought into the
company environment. Additionally, these people are enthusiastic and often knowledgeable,
as described in the previous section - good conditions for producing innovative ideas.
Project FOX is also a good example here. Many of the involved people were creative and full
of ideas. They were given the chance to apply this creativity at the project.
Open source licenses even encourage innovative abilities through collaborative work. Open
source licenses basically allow free distribution and creation of derivative works of the
marketing material. For companies, this does not mean giving up copyright, but offering
some of rights to members of the public under certain conditions. Marketing material can
adapt anytime to current consumer needs and attitudes. In open source projects people
build from already developed and freely shared material and products. Thus, initiating
sharing facilitates innovation. In a marketing environment this also means the possibility of
developing a competitive advantage and a stable foundation for differentiation.
5.1.4. LOYAL CUSTOMERS THROUGH ACTIVE INVOLVEMENT
As ascertained in this thesis, integrating open source principles into marketing is beneficial
since consumers, who can contribute to or influence marketing processes will certainly speak
more about the products or brands than consumers that are confronted with ready-made
messages by companies. The active integration of consumers can strengthen the
identification with companies or brands. Through integration, consumers make marketing
relevant for themselves and as the Hawthorne experiment (see chapter 2) showed, even the
feeling of involvement leads to goodwill and loyalty towards companies and brands. Brand
loyalty affects brand growth positively (IS 6: Marsden/ Oetting 2005).
By involving the potential customers of the VW FOX in the creation of the event and the
marketing messages, Project FOX also tried to gain goodwill and foster a relationship to its
target group. The participants of Project FOX created a story around a rather simple car.
The participants of the project definitely made the event relevant for themselves and their
peers by creating this story based on their own ideas and visions. Like that, most
contributors became more enthusiastic during the event process. Though, it remains
questionable if the goodwill, enthusiasm and loyalty was limited to the project itself or got
transferred to Volkswagen and its new car. As mentioned earlier, the impression developed
that only few target group members could actually identify with the car, which was in their
opinion unsuitable for the event. To increase loyalty, the target group must develop a
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relationship to the product and brand through the marketing activities. Only products that
are suitable to the target group develop real loyalty.
5.1.5. LOW COSTS
For marketers, Open Source Marketing projects offer a potentially low cost method for
creating authentic and cutting edge marketing programs. As learned in the previous chapter,
financial reward should only play a secondary role for contributors to open source projects.
Usual the possibility to gain knowledge and enhancement of reputation with enthusiasm are
in the foreground. As soon as money plays a significant role for open source projects
contributors are seen as paid representatives of the company and marketing campaigns
become less trustworthy.
To create extraordinary marketing campaigns of high quality, companies normally have to
hire professionals. To stay innovative they can outsource certain activities to rotating
freelancers. But with Open Source Marketing, they would not have to worry about finding
the next round of freelancers to come with new ideas. Well-networked, enthusiastic
volunteers could fulfill the freelancer’s tasks. On top of that they are usually well networked.
Consequently, not only production costs, but administration and human resources costs can
also be saved since open source projects usually attract people through networks (‘snowball
effect’) at not a complicated selection process.
In the case of Project FOX, both artists and scholars committed to the project with only little
financial reward. As described earlier, they had different motivations. Project FOX was
without doubt a costly event for Volkswagen, but in relation to what was offered, the costs
were disproportionally low. Normally an event of that size with so many people involved
would have exceeded the financial visions of the initiators.
Another brilliant example for a cost-efficient Open Source Marketing campaign is Firefox
Flicks, which was described in chapter 3. The Firefox Foundation, a non-profit organization,
initiated the campaign. Enthusiastic community members contributed advertising movies and
testimonials without getting paid. They are even so enthusiastic about the product that
money is frequently donated to cover administrative and additional costs of the foundation
(Times Online 2005).

5.2. WEAKNESSES AND RISKS OF OPEN SOURCE MARKETING
The open source approach in marketing also has weaknesses and risks, lack of control and
quality assurance being the most obvious. Insufficient customer commitment can also be a
problem. With Open Source Marketing the dependency of the consumer on the company
shifts to the company being dependant on the community of consumers. Long-term and
efficient work of these communities cannot always be guaranteed and is heavily dependent
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on the company and its brand identity. Not every company is suited for Open Source
Marketing. The question about the control of the brand itself also arises. When handing
development and communication to the community the original brand identity and
philosophy can dilute or become damaged just as easily as becoming stronger and more
relevant.
5.2.1. LACK OF CONTROL
Lack of control is the most obvious risk for Open Source Marketing and other related forms
of marketing, whose core lays in voluntarily giving up control, putting it in the hands of the
consumers. By doing so, marketers hope to build authenticity and credibility, as described
before. But this intended lack of control also has its shady side. Open Source Marketing
campaigns are created in a way that anybody, including the competition can use, change
and in the worst case abuse the marketing material. So if a brand has an ambiguous or
controversial image, giving up control holds high risk.
First of all, connected marketing (see chapter 3) with support of modern communication
technologies, which are the basis for Open Source and related forms of marketing,
contribute to fast diffusion of information which in itself is a risk when dealing with negative
or undesired information because intervention is almost impossible. The motivation for
people to communicate among themselves often stems from appreciation of the product or
brand, but equally often is based on anger or frustration about the products or services of a
company. Marketers will never have the same access to these communication channels
compared to sponsored marketing communication channels.
Open Source Marketing even takes these risks to a next level because control over the
production of marketing material, and not only communication, is shared. If consumers are
enthusiastic about the brand or product then this is the best thing that can happen, buzz can
be spread incredibly quickly and as a response, products can innovatively develop, as
learned in previous sections. But if not, material based on the shared marketing material can
be produced that is detrimental to the intended marketing goals of the company.
Project FOX was also object of discussion, due to different reasons. This resulted in anticampaigns and the communication material production for these. Hereby, the FOX logo was,
of course without permission of the initiators, modified and misused. Enhedslisten
distributed the communication material itself but also made the posters and stickers
available on their web page so that everybody could download and distribute them (IS 28:
Enhedslisten). Negative word of mouth spread quickly in Copenhagen. Another gimmick that
resulted from frustrations about FOX was the McFOX flyer. Herby, the authors even used the
original logo and used the corporate identity of Project FOX to mock the campaign.
Another example, which shows that these new forms of marketing also carry disadvantages,
is American automobile producer Chevrolet. In March this year Chevrolet introduced a
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website, which allowed people to create their own advertising movies for the Chevrolet
Tahoe. They had access to existing video clips and music whereby they could change these
and insert their own words. It was the intention of the company that these people would email their videos around the internet and generate huge buzz. But not all of the videos
created were that what the car producer imagined. Some of them attacked Chevrolet’s SUVs
for being harmful to the environment because of its low petrol mileage. Another example
showed the Tahoe driving through a desert with the slogan “Our planet’s oil is almost gone.
You don’t need G.P.S. to see where this road ends” (The New York Times Online 2006 b).
Some companies hazard the negative consequences of such campaigns in order to profit
from the many opportunities. But others are not open to new forms of marketing seeing the
risks as insurmountable.
5.2.2. QUALITY ASSURANCE
Assuring the quality of the generated marketing material in connection with Open Source
Marketing is another critical point. Quality plays a significant role for companies in order to
live up to their brand image with materials produced in traditional marketing channels and
material produced by consumers. This is essential for large and well known companies.
When allowing regular consumers to produce marketing material ,quality is extremely
difficult to control. Fortunately, marketing material produced so far by consumers generally
is of surprisingly high quality and often resembled the traditional works. As learned, many
companies currently profit from user-generated content. The high quality of such work may
derive from the fact that professionals, such as designers and other creatives, are frequently
motivated to participate in these kinds of projects. They are often more fascinated by new
products and brands than ordinary people. And additionally, they often use contributions to
such projects as self-promotion for their own work and a valuable method of gaining
recognition (The New York Times 2006 a).
Participants of Project FOX can be seen the same way. Most participants have been young,
but already professionals in their fields, be it artists, hotel scholars or club promoters. All had
experience in their work field and could therefore assure the project’s quality.
However, quality cannot always be so easy assured with open source projects. An example
is the online user-written encyclopedia Wikipedia. It frequently appears in the media
because of inaccuracies. Wikipedia and other forms of participatory media are often seen
with skepticism because they contain news and scientific knowledge. These fields demand
correctness. Errors still remain even though most cases of vandalism on Wikipedia are
corrected within minutes since other contributors quickly notice and fix the offending
content. To combat this, the founders of Wikipedia are introducing a more traditional, static
version to increase reliability. The current system allows anybody to edit and change articles
at any time. A new ‘stable’ version will be added and systematically audited by the
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administrators to ensure its accuracy. However, the current version will also remain available
to the users with the same characteristics as before and new content from the
collaboratively edited version will be used in the stable version. So in the long run, the
founders imagine a model where there is a stable version integrated in the web site and a
live version, which can still be changed by anybody (Spiegel Online 2006).
In the field of marketing, quality fortunately plays a different role than in the area of science
and news. Project FOX and other projects have been of surprisingly high quality, which was
certainly appreciated by Volkswagen. However, this is not the essence for involving the
target group into marketing processes, says Cedric Ebener, project manager of FOX. With
such projects, there will always be a risk of not reaching all expected goals. The production
of quality material will not always be assured. But on the other hand letting the consumer
co-create increases credibility and authenticity. Evaluating marketing campaigns on
credibility and authenticity is difficult. Ebener argues that authenticity and credibility can be
considered

more

qualitative

than

perfect

designs

and

professionally

produced

advertisements. The real quality of marketing lays in the relevance it has for the target
group (Interview: Cedric Ebener).
From this angle, quality assurance cannot really be considered a risk for Open Source
Marketing projects.
5.2.3. BRAND DAMAGE
The risk of brand damage by using Open Source Marketing or related techniques is strongly
connected to the lack of control or unsatisfactory quality of derivative or co-created
contributions. As said before, not every company is suited for user-generated or Open
Source Marketing. Chevrolet Tahoe might be such a company since the company and its
products themselves contain characteristics that invite abuse from critics.
Control of brand images becomes very difficult depending on how much of the marketingmix companies lay in the hands of the consumers. But when giving the entire development
and communication process to the users the original brand identity and philosophy can
dilute. Real Open Source Marketing allows constant modifications and changes to the
marketing material not only by the consumers but also competitors.
5.2.4. LACK OF CUSTOMER COMMITMENT
Open source projects are only of value if there are enough people that are willing to
contribute and that can be recruited (von Hippel 2005: 88-89). This counts for both open
source software projects and Open Source Marketing. Open source projects live off of highly
motivated contributors. People taking part in open source projects are primarily driven by
intrinsic motivation factors such as fun, enthusiasm about the product and the enhancement
of reputation among their peers, as was described in chapter 3.
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In the case of marketing projects, it can be difficult to find consumers that are willing to
support large commercial companies if they are not extremely enthusiastic about the brand
or products. People are very conscious that the main reason to apply Open Source Marketing
for many companies is cost reduction, next to achieving authenticity and innovativeness of
the campaigns.
As it was the case with Project FOX, some of the opinion leaders of the target group either
refused to take part from the beginning because they could not identify with Volkswagen
and accused the company of purchasing authenticity by involving the target group, or
defined money as their primary motivation in order to legitimise participation among their
peers and prevent themselves from being exploited.
With the latter, Volkswagen partly lost one of the main advantages of Open Source
Marketing, the use of consumers’ enthusiasm. This of course does not count for all
participants. Many of the people involved in Project FOX were highly motivated and
enthusiastic about the project and its potential, as described earlier. But the project would
have been even more successful if the Copenhagen community would have backed the
project all the way through. Due to discussions and anti-campaigns the declining
commitment of some involved target group members were a flaw in the overall picture.
Generally with Open Source Marketing companies become dependent on communities of
people. Long-term and efficient work of the communities cannot be guaranteed and is
heavily dependent on the company and its brand identity. As described earlier community
members are characterized by shared identities, values and concerns. Therefore, it is
essential that parts of the community, where the company sees its target group embedded,
have a positive attitude towards the company and brand.
Another problem related to customer commitment is the question whether the correct 1% of
the community are involved. Open Source Marketing strategists must search for the opinion
leaders that actually are able to influence their peers. If people are committed to open
source projects that do not have influence over their peers or have tastes that are too
specialized or extreme then Open Source Marketing projects cannot be efficient because the
efforts will not reach a broader audience.
5.2.5. ADVANTAGES OF THE CLASSICAL MARKETING MODELS
Classical marketing models can also be seen as a risk for the future success and application
of Open Source Marketing techniques. In the eyes of many traditional marketers, giving up
control to the consumers is considered too risky for various reasons, as explained in the
several points before.
By using traditional marketing techniques, companies accept higher costs and smaller
coverage. In order to be able to adapt marketing as optimally as possible to consumer
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needs, companies try to minimize these disadvantages with marketing research and focus
groups, for example. With these techniques, companies still hold all rights, think they
maintain control and quality, and avoid abuse by not engaging with consumers while, relying
on traditional marketing management strategies. In most cases, in order to quickly react to
customer needs, reach the new empowered consumer groups and be trustworthy on the
long run these techniques are not very forward looking.
However, there is still a huge number of marketers that are accustomed to traditional
marketing techniques. Their management structures are built upon traditional principles
such as complete control and restrictive copyrights.
First, Open Source Marketing has to better establish itself in the marketing environment and
show its advantages and possibilities before convincing marketers that are bound to
traditional techniques to apply open marketing principles.

5.3. OPEN SOURCE MARKETING MANAGEMENT STRATEGIES
Values and creation processes of Open Source Marketing and related new forms of
marketing vitally differentiate themselves from classical forms of marketing. Companies give
up control to the consumers in exchange for influence and credibility. Kirby and Marsden
make a good point when they say that new marketing approaches require “new skills and
competencies – an attitudinal change about how brands approach clients, customers and
consumers is required” (Kirby/Marsden 2006: 262). Marketing departments of companies
and advertising agencies need to find new roles and define new work-areas for themselves.
Some answers may be found in the origins of Open Source Marketing, the Open Source
Movement. Looking at open source software development projects, Eric von Hippel states
that these are typically initiated by a small group seeking a solution for a special problem.
These initiators mostly take the role of managing the project, and they come up with a first
draft of the code that gives initial guidelines and shows the vision and goal. Another smart
thing with open source software projects is that almost all have version-control software, a
tool that makes it possible for contributors to work together by testing code they develop
against the existing code and check whether it causes malfunctions with the existing code.
Furthermore, von Hippel says, if manufacturers decide on outsourcing tasks to users, they
have to make sure that these users have the appropriate information and tools to
accomplish their tasks effectively (von Hippel 2005: 100-101 & 153).
Linux can be taken as a demonstrative example of the open source movement. The Linux
community is centered around Linus Thorvalds, the initiator of the project, who also
provided the community with the initial source code. Linux is maintained and developed by
independent programmers and users in a system that is not controlled by a central authority
as such. Anybody can contribute to the development of the operating system, but still has to
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follow certain guidelines and protocols. The Linux community first accepts the contributions
after the community tests and approves the quality of the contribution. This self-observation
works excellent with Linux (Prahalad/Ramaswamy 2004: 339).
These approaches should be transferred to marketing in order to make Open Source
Marketing a success. The following points are essential when creating a management
strategy for Open Source Marketing projects:
!

Before initiating an Open Source Marketing campaign, companies should know what
kind of word-of-mouth communication is already happening about their brand, what
reputation they have among their target group. After that, marketers should
determine differentiation factors of their brand and product, which they want the
audience to notice and talk about (Kirby/Marsden 2006: 262).

!

Open Source Marketing only makes sense if people are excited about the product or
brand in order to contribute their time and creativity to a project.

!

Therefore, interesting ideas have to be created. Companies or marketing agencies
must create an appealing story around their brand or product if their brand or
product is nothing special in the eyes of the target group and good peer-to-peer
endorsement is still desired (Kirby/Marsden 2006: 240). This was attempted in the
case of Project FOX.

!

A small group, e.g. an advertising agency, should initiate the Open Source Marketing
process by coming up with convincing basic concepts and ideas, guidelines and
should clearly explain the vision and goals of the project.

!

The initiators of Open Source Marketing projects have to know who the opinion
leaders of their target group are and how to reach them. Strategic but trustworthy
relationships should be created with the opinion leaders in order to make them
helpful contributors to open source projects. Opinion leaders are, as learned in
chapter 3, essential to create long term buzz and credibility.

!

A control mechanism should be applied to evaluate whether the developed
contributions to the marketing strategy fit with the visions and goals of the
campaign. This is similar to the version-control software in many open source
software projects. In the marketing world this could be applied through, e.g. a jury
that evaluates which advertising movies made by the customers will actually be
taken for the campaign. A good example for this is Firefox (see chapter 3).

!

An Open Source Marketing management team should use the instruments described
in chapter 3, and provide the involved community with appropriate tools in order to
effectively develop contributions. Appropriate open source licenses play a special
role here.
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Good dialogue should be the basis for every Open Source Marketing project,
supported by the free exchange of information between the company and the
contributors and between the contributors themselves.

!

It is crucial that participants of open source projects cannot be treated like
employees. If companies try to manipulate them or press them in a certain
direction, then companies face the risk of loosing exactly this creative and
generative social character that makes integration of peer production into a
commercial business model so valuable. Instead, managers should identify patterns
that emerge in the community and leverage these patterns within the community to
create authenticity, transparency and credibility. (Benkler 2006: 126).

In the interview, conducted in connection with Project FOX, Laust Chr. Poulsen sums up the
new role of marketing agencies in this new environment quite well. In his opinion agencies
will take more the role of providing the target market with an exciting and convincing basic
story, which consumers can grab, become enthusiastic and consequentially create the actual
messages and campaigns. Here, agencies will be the link between opinion leaders that are
active in the co-creation, and the companies. They hold the role of the connectors, being
responsible for maintaining good communication between the involved parties, and
motivating the participants and provide them with tools, if necessary (Interview: Laust Chr.
Poulsen).
Some of the participants of Project FOX felt unnecessary limitations and felt steered in
unwanted directions, as explained before. Yochai Benkler in his book ‘The Wealth of
networks’ makes a critical statement about managing open source projects. He says:
“managing this relationship is tricky. The firms must do so without seeking to, or even
seeming to seek to, take over the project; for to take over the project to steer it more
“predictably” toward the firm’s needs is to kill the goose that lays the golden eggs” (Benkler
2006: 124).
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CRITICAL APPRAISAL AND CONCLUSION

The goal of this thesis was to give an introduction to Open Source Marketing, a new and
promising form of marketing. To understand the term, principles and values behind Open
Source Marketing, it was necessary to review the roots of the Open Source Movement. The
movement originated with the free software movement, but over time the principles of the
movement have also been applied in the fields of media and even physical products. There
is an increasing belief that open, perpetual access to intellectual property is not only a
benefit in the digital world, it is inevitable. Open source stimulates both innovation and
commerce. Open Source Marketing is an offshoot of the Open Source Movement.
Developments in marketing and marketing environments such as consumer empowerment
are compelling reasons for applying open source principles. Consumers are developing from
passive recipients of products and messages to business collaborators or even co-creators.
This is significantly facilitated by modern communication technologies. Consumers have
become vitally interactive and open. Markets have become conversations, as proclaimed in
the Cluetrain Manifesto in 1999. Companies are not dealing with isolated consumers but with
well-networked consumer groups, which are more resistant to company initiated one-sided
marketing messages. Consumers have learnt how to protect themselves from unwanted
commercial messages and have found other ways to create authentic and trustworthy
information for themselves. Many of these new, conscious consumers strive for customized
products and messages. They want to communicate with companies and become part of
product development and message creation processes in order to better serve their needs.
Andrew Robertsen, the chairman of BBDO Worldwide, a worldwide network of advertising
agencies, says there is no point resisting democratization processes in marketing. ”We can
either treat it as a problem or treat it as an opportunity” … ”You can’t fight what consumers
want to do. What you have to do is find a way to work with that and exploit that”
(Advertising Age 2005).
With Open Source Marketing, companies can take advantage of these savvy consumers by
incorporating open source thoughts into their marketing activities. Companies have to
cleverly combine the new self-awareness of customers, the changing marketing environment
and new technologies. Licenses, blogs, communities and technical and motivation tools were
defined as the main instruments for Open Source Marketing. Open source licenses are the
most important of these instruments. Only by applying such licenses can a marketing project
be termed open source. Following Open Source Marketing can be defined as marketing,
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where free exchange of information between the customers and the companies is the basis,
where a license does not restrict anybody from freely distributing marketing related
materials and where modifications and derived work are allowed and even encouraged.
Hereby the originator of the material must always be credited.
With Open Source Marketing companies partially give up control, become more transparent
and consequently more authentic and credible. Open Source Marketing and related forms of
marketing have many advantages that can help marketers adapt to changes in the
marketing environment but there also still remain weaknesses, as described in chapter 5.
Marketers have to choose whether they want to risk these hazards in order to profit from
the many advantages or stick with conventional marketing techniques.
The initiators of Project FOX chose to involve the target group of the new VW FOX in
strategy planning, message creation and realization of the car launch event. As learned in
this thesis, it was a groundbreaking event since no other company involved its target group
so comprehensively with only few restrictions. However, difficulties appeared while
collaborating with the young target group.
Project FOX carries many attributes that are characteristic for Open Source Marketing, but
regarding the instrument ‘licenses’ it had to be conceded that Project FOX is not a true Open
Source Marketing project but certainly a related form. Co-creation and dialogue with the
target group was the core of the project. The question still remains whether Volkswagen
chose the appropriate target group for its new car.
Presently Open Source Marketing is widely discussed by different marketing specialists. More
and more projects claim to apply Open Source Marketing especially in two of the marketing
mix elements – product development and advertising.
During the writing this thesis, many newspapers and marketing magazines discussed this
theme, promising advantages and values of this new kind of marketing. Open Source
Marketing is definitely an contemporary subject and worth further research. But is the term
really suitable for an academic marketing environment and what conditions does it require?
What role does it play in the future of marketing?

6.1. OPEN SOURCE MARKETING AS A NOMENCLATURE
The term Open Source Marketing can only be used if appropriate licenses are applied. Many
of the examples in this paper, including the main case study Project FOX, turned out not to
be real Open Source Marketing projects, although they carried the name. This underlines the
assumption that many people do not properly understand the term open source. A company
that opens up and transfers some of the control to consumers by letting them actively cocreate message or products does not necessarily deserve the term Open Source Marketing.
Few companies apply the necessary degree of openness. Most do not dare take the step of
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sharing intellectual property rights and copyright. Of course, knowledge sharing and
collective action are important attributes of open source but the essence lies in the
possibility to make modifications, create derivative works and distribute these freely to
deserve the title of Open Source, paving the way for improvement and innovation in
marketing.
Open Source Marketing contains, without doubt, huge potential. Consumer co-creation
expatiates communication between consumers and companies. Companies that have special
expertise and are forerunners in their field already can strengthen their position by applying
open source licenses to their marketing materials.
Today’s marketing environment is highly competitive and preventing companies from
adapting and altering each other’s ideas is near impossible. Open source licenses offer
companies legal alternatives when sharing ideas. Reputation and recognition would even
increase for companies that develop groundbreaking concepts and marketing campaigns
since they will always be credited with a clear chain of attribution.
However, open source thoughts must become embedded in marketing culture for Open
Source Marketing to be successful in today’s marketing environment. Acknowledging each
other and giving credit follows with that culture. This does not mean decreasing the
possibility of achieving a competitive advantage. In contrast, Open Source Marketing
supports the development of a competitive advantage because open source licenses
formalize sharing and with that facilitate innovation.
Only if applied correctly, the term Open Source Marketing should be used as a
nomenclature. As long as no official definition of the term exists and marketers only
superficially consider its values and principles, the term should not be used as an official
nomenclature in an academic marketing environment. By using the term without meeting
the above requirements, marketers falsely claim projects are open source.
A change in marketing culture towards sharing and giving credit is necessary before
accepting the term Open Source Marketing as an official marketing nomenclature.
The terms co-creative marketing or collaborative marketing are definitely more suitable for
many of the projects mentioned in this paper, including Project FOX. Only projects such as
Firefox Flicks and Vores Øl can undoubtedly claim to apply Open Source Marketing.

6.2. FUTURE OPPORTUNITIES FOR MARKETERS
As it looks now, Open Source Marketing and related forms will play an increasingly important
role in the future. Co-creation and social production have a fundamental effect on business
environments. They are changing the relationship between companies and consumers. Open
Source Marketing creates new sources for input since consumers’ knowledge and
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enthusiasm are purposefully used. Marketing becomes more authentic and consumers more
loyal, which again drives brand growth.
However, these new forms of marketing require different management and leadership
strategies, as was explained in chapter 5. Marketing departments of companies and agencies
will be the link between the company and people that are actively co-creating. They should
encourage people with the help of different motivation tools to participate in open marketing
projects. They hold the role of the connectors, being responsible for facilitating
communication between involved parties. Companies should purposefully support networks
and communities of customers in order to create goodwill and loyalty. If done successful,
consumer communities contain the biggest opportunity for contemporary marketers.
Consumers trust each other more than companies and advertising agencies. To achieve
authenticity and credibility in marketing companies must manage to motivate and enthuse
opinion leaders of their consumer communities to create together.

“The faster companies realize that they must find new ways of connecting with their
target audience, in exchanges that provide meaningful conversational content, the
better equipped they will be for building successful brands in the future.”
(Kirby/Marsden 2006: 262).
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Appendix 1: The Open Source Definition
By the Open Source Initiative
URL: http://www.opensource.org/docs/definition_plain.php [accessed 12.06.2006]
Introduction
Open source doesn't just mean access to the source code. The distribution terms of opensource software must comply with the following criteria:
1. Free Redistribution
The license shall not restrict any party from selling or giving away the software as a
component of an aggregate software distribution containing programs from several different
sources. The license shall not require a royalty or other fee for such sale.
2. Source Code
The program must include source code, and must allow distribution in source code as well as
compiled form. Where some form of a product is not distributed with source code, there
must be a well-publicized means of obtaining the source code for no more than a reasonable
reproduction cost preferably, downloading via the Internet without charge. The source code
must be the preferred form in which a programmer would modify the program. Deliberately
obfuscated source code is not allowed. Intermediate forms such as the output of a
preprocessor or translator are not allowed.
3. Derived Works
The license must allow modifications and derived works, and must allow them to be
distributed under the same terms as the license of the original software.
4. Integrity of The Author's Source Code
The license may restrict source-code from being distributed in modified form only if the
license allows the distribution of "patch files" with the source code for the purpose of
modifying the program at build time. The license must explicitly permit distribution of
software built from modified source code. The license may require derived works to carry a
different name or version number from the original software.
5. No Discrimination Against Persons or Groups
The license must not discriminate against any person or group of persons.
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6. No Discrimination Against Fields of Endeavor
The license must not restrict anyone from making use of the program in a specific field of
endeavor. For example, it may not restrict the program from being used in a business, or
from being used for genetic research.
7. Distribution of License
The rights attached to the program must apply to all to whom the program is redistributed
without the need for execution of an additional license by those parties.
8. License Must Not Be Specific to a Product
The rights attached to the program must not depend on the program's being part of a
particular software distribution. If the program is extracted from that distribution and used
or distributed within the terms of the program's license, all parties to whom the program is
redistributed should have the same rights as those that are granted in conjunction with the
original software distribution.
9. License Must Not Restrict Other Software
The license must not place restrictions on other software that is distributed along with the
licensed software. For example, the license must not insist that all other programs
distributed on the same medium must be open-source software.
*10. License Must Be Technology-Neutral
No provision of the license may be predicated on any individual technology or style of
interface.
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Appendix 2: Converse Gallery – Terms and Conditions
URL: http://www.converse.com [accessed 12.06.2006]
Terms of Use
Welcome to the Converse Web Site ("Site"). Please review the following basic rules that
govern your use of our Site (the "Agreement"). Please note that your use of our Site means
that you agree to these rules.
General
We may from time to time change these rules. Your use of our Site following any such
change means that you agree to the rules as changed.
Site Contents
All materials, including images, illustrations, designs, icons, photographs, video clips, and
written and other materials that are part of this Site (collectively, the "Contents") are
copyrights, trademarks, trade dress and/or other intellectual properties owned, controlled or
licensed by Converse Inc. (the "Company"). The Site as a whole is protected by copyright
and trade dress, all worldwide rights, titles and interests in and to which are owned by the
Company. Converse and all related trademarks appearing at this Site are trademarks of the
Company, including but not limited to ALL STAR, CONS, CHUCK TAYLOR, CONVERSE, the
CONVERSE ALL STAR CHUCK TAYLOR Ankle Patch, JACK PURCELL, the JACK PURCELL Toe
Smile, ONE STAR, REACT, SKIDGRIP, SMALL STAR, STAR and CHEVRON Design, the Fivepointed Star Design, and Star in Circle Design which are registered trademarks and SHINE,
FIRST STAR, INCH STAR and STAY TRUE which are trademarks of Converse Inc. in the
United States.
The Contents of our Site, and the Site as a whole, are intended solely for personal,
noncommercial use by the users of our Site. You may download or copy the Contents and
other downloadable materials displayed on the Site for your personal use only. No right, title
or interest in any downloaded materials or software is transferred to you as a result of, any
such downloading or copying. You may not reproduce (except as noted above), publish,
transmit, distribute, display, modify, create derivative works from, sell or participate in any
sale of, or exploit in any way, in whole or in part, any of the Contents, the Site, or any
related software.
User Comments, Feedback, Postcards And Other Submissions
All comments, feedback, postcards, suggestions, ideas, and other submissions disclosed,
submitted or offered to Converse on or by this Site or otherwise disclosed, submitted or
offered in connection with your use of this Site (collectively, "Comments") shall be and
remain Converse’s property. Such disclosure, submission or offer of any Comments shall
constitute an assignment to Converse of all worldwide rights, titles and interests in all
copyrights and other intellectual properties in the Comments. Thus, Converse will own
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exclusively all such rights, titles and interests and shall not be limited in any way in its use,
commercial or otherwise, of any Comments. Converse is and shall be under no obligation (1)
to maintain any Comments in confidence; (2) to pay to user any compensation for any
Comments; or (3) to respond to any user Comments.
You agree that no Comments submitted by you to the Site will violate any right of any third
party, including copyright, trademark, privacy or other personal or proprietary right(s). You
further agree that no Comments submitted by you to the Site will be or contain libelous or
otherwise unlawful, abusive or obscene material. You are solely responsible for the content
of any Comments you make.
You agree that Converse may use and/or disclose information about your demographics and
use of the Site in any manner that does not reveal your identity. Please see our Privacy
Policy for additional details.
Product Information
The prices displayed at the Site are quoted in U.S. Dollars and are valid and effective only in
the United States. On-line sales are restricted to the United States only.
Colors
We have made every effort to display as accurately as possible the colors of our products
that appear at the Site. However, as the actual colors you see will depend on your monitor,
we cannot guarantee that your monitor's display of any color will be accurate.
Links To Other Web Sites And Services
This Site may contain links to outside services and resources, the availability and content of
which Converse does not control. Any concerns regarding any such service or resource, or
any link thereto, should be directed to the particular outside service or resource.
Disclaimer
THIS SITE AND ALL CONTENTS OF THE SITE ARE PROVIDED ON AN "AS IS" BASIS
WITHOUT WARRANTIES OF ANY KIND, EITHER EXPRESS OR IMPLIED, INCLUDING
WITHOUT LIMITATION WARRANTIES OF TITLE OR IMPLIED WARRANTIES OF
MERCHANTABILITY OR FITNESS FOR A PARTICULAR PURPOSE. YOU ACKNOWLEDGE, BY
YOUR USE OF THE SITE, THAT YOUR USE OF THE SITE IS AT YOUR SOLE RISK, THAT YOU
ASSUME FULL RESPONSIBILITY FOR ALL COSTS ASSOCIATED WITH ALL NECESSARY
SERVICING OR REPAIRS OF ANY EQUIPMENT YOU USE IN CONNECTION WITH YOUR USE
OF OUR SITE, AND THAT Converse SHALL NOT BE LIABLE FOR ANY DAMAGES OF ANY
KIND RELATED TO YOUR USE OF THIS SITE.
Limitation of Liability
Converse shall not be liable for any special or consequential damages that result from the
use of, or the inability to use, the materials on this site or the performance of the products,
even if Converse has been advised of the possibility of such damages. Applicable law may
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not allow the limitation of exclusion of liability or incidental or consequential damages, so the
above limitation or exclusion may not apply to you.
Indemnification
You agree to defend, indemnify and hold Converse harmless from and against any and all
claims, damages, costs and expenses, including attorneys' fees, arising from or related to
your use of the Site.
Miscellaneous
This Site is controlled by Converse from its offices in North Andover, Massachusetts.
This Agreement shall be construed in accordance with the laws of the Commonwealth of
Massachusetts, without regard to any conflict of law provisions. Any dispute arising under
this Agreement shall be resolved exclusively by the state and federal courts of the
Commonwealth of Massachusetts.
Termination
This Agreement is effective unless and until terminated by either you or Converse. Either of
us may terminate this Agreement at any time without notice.
Third Party Links
In an attempt to provide increased value to our visitors, Converse may choose various third
party web sites to link to from its own site. However, even if the third party is affiliated with
Converse, Converse has no control over these linked sites who each have separate privacy
and data collection practices, independent of Converse. Converse has no responsibility or
liability for these independent policies or actions and is not responsible for the privacy
practices or the content of such web sites. These linked sites are only for your convenience
and you therefore access them at your own risk.
© 2005 Converse Inc. All Rights Reserved

Appendix 3: Firefox Flicks - Ad Contest Official Rules
URL: http://www.firefoxflicks.com/rules/rules.html [accessed 28.06.2006]
1. INTRODUCTION
This document describes the official rules of the Firefox Flicks Ad Contest organized by the
Mozilla Corporation. The object of this contest (the "Contest") is to collect and share video
ads developed by creative people from around the world and to use them in Firefox
marketing efforts, both online and offline.
2. DEFINITIONS
"Work" means a 30-second video advertisement as a copyrightable work of authorship
created by the Entrant for this Contest.
"Entrant" means the individual or organization that offers the Work under the terms of this
Contest.
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"The Sponsor" means the Mozilla Corporation.
3. ACCEPTATION
Participation constitutes Entrant's full and unconditional agreement to and acceptance of
these official rules. By participating in the Contest, Entrant is representing and warranting
that he/she has read and understood, and agrees to be bound by, these rules. Including the
guides and rules referred to herein, these official rules constitute the entire agreement
between the Entrant and the Sponsor in relation to the Contest. They govern the Entrant's
participation and supersede any prior agreements between Entrant and the Sponsor and
relating to the contest.
4. ELIGIBILITY
The Contest is open only to individuals who are at least 18 years of age. Employees of
Mozilla Corporation and their respective parent companies, subsidiaries, affiliates, suppliers,
advertising agencies, and families, and persons living in the same household as such
employees, are not eligible to participate. The Contest is subject to all national, federal,
state and local laws and regulations.
5. SEVERABILITY
When any provision of the Contract is found to be invalid by a court of competent
jurisdiction, the parties nevertheless agree that the court should endeavor to give effect to
the intentions of the parties as reflected in the provision, and that the other provisions of the
Contract remain in full force and effect.
6. CONTEST PERIOD
The Contest runs from 12:00 a.m. Pacific Time, December 21, 2005 through 11:59 p.m.
Pacific Time, APRIL 14, 2006.
7. HOW TO ENTER
To enter the Contest, the Entrant must go to
http://www.firefoxflicks.com/adcontest/submit.html (the "Entry Page") and (a) complete and
submit the online registration form with your name, address, city, state, zip, phone number
and email address and (b) using the tools provided on the Entry Page submit the web
version of your 30-second video ad and (c) following web submission, fill out the release
form provided by Sponsor confirmation email and mail that, along with the full version of
your 30-second video ad to the address provided. Entries must be submitted online and
postmarked by 11:59 p.m. Pacific Time on April 14, 2006. Each Contestant or Entrant must
be the named and authorized account holder of the email address submitted in connection
with that Contestant's or Entrant's Entry. The authorized account holder is the natural
person who is assigned to the email address by an Internet access provider, online service
provider, or other organization that is responsible for assigning email addresses or the
domain associated with the submitted email address.
Works submitted will not be returned or acknowledged.
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Without limiting any representations or warranties, Sponsor has the right (though not the
obligation) to, in Sponsor's sole discretion, reject or remove from Sponsor's websites,
servers and computer systems any Work that, in Sponsor's reasonable opinion, violates
these official rules or any applicable Sponsor policy or is in any way harmful or
objectionable.
8. JUDGING AND SELECTION OF WINNER
All entries will be judged by a panel of experts in the fields of film and media production,
advertising, and marketing. Entries will be judged on the following four criteria: 1) Concept
(30%); 2) Production Quality (30%); 3) Script/Screenplay (20%); 4) Use of Firefox Logo,
Name, or Tagline (10%); 5) Jingle or Soundtrack (10%). Winners will be selected on or
about April 14, 2006. In the event of a tie, finalists will be re-judged based on creative use
of media. The decisions of the judging panel are final on all matters relating to the Contest.
All winners will be required to have signed and returned to Sponsor an affidavit of eligibility,
liability/publicity release and royalty-free license within ten (10) days of the date of winning
notification, otherwise the prize (if applicable) will be forfeited, and the Entrant having the
next highest score will be deemed to be the winner. If a winner cannot be notified within
five (5) days after its selection, or in the event of non-compliance with any of these
requirements, the prize will be forfeited, and the Entrant having the next highest score will
be deemed the winner.
9. PRIZE
The first prize winner will receive a $5,000 gift certificate to B&H Photo and Video (ARV:
$5,000). The second prize winner will receive a triple screen X-Top desktop display w/ 19"
SlimLine LCDs (ARV: $5,000). The third prize winner will receive an Alienware DHs5 media
center PC (ARV: $2,500). The prizes are non-transferable and no substitution by winner or
cash equivalent is permitted. Sponsor may substitute prize for one of equal or greater value
at its sole discretion.
The winner will be responsible for all taxes on the prize.
10. REPRESENTATIONS AND WARRANTIES
By participating in the Contest, the Entrant warrants and represents in connection with the
Work submitted that: (a) the use of the Work, as described below, will not infringe the
proprietary rights, including without limitation the intellectual property rights, of any third
party; (b) the use of the Work, as described below, will be in compliance with any thirdparty licenses pertaining to the Work; (c) the Work is not obscene or libelous, and does not
violate the right of privacy or publicity of any third party; (d) he/she has accurately
categorized and described the type and nature of the Work on the Entry Page; (e) the Work
has not been previously published or submitted in any other contest; (f) the Work and its
use as described below will not violate any federal, state or local laws or ordinances.
11. INTELLECTUAL PROPERTY
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Entrant hereby grant the Sponsor a perpetual (for the duration of the applicable copyright),
worldwide, non-exclusive, royalty-free license, pursuant to the Attribution-NonCommercialNo Derivative Works 2.5 ("Creative Commons License"), to exercise the rights in the Work as
follows: (a) to reproduce the Work, to incorporate the Work into one or more collective
works, and to reproduce the Work as incorporated in the collective works; and (b) to
distribute copies or phonorecords of, display publicly, perform publicly, and perform publicly
by means of a digital audio transmission the Work including as incorporated in collective
works. These rights may be exercised in all media and formats whether now known or
hereafter devised. The above rights include the right to make such modifications as are
technically necessary to exercise the rights in other media and formats, but otherwise the
Sponsor has no rights to make derivative works. All rights not expressly granted by Entrant
are hereby reserved. Entrant agrees that the use of the Work to promote Sponsor's Firefox
browser is a non-commercial purpose.
12. AUTHORIZATION TO USE THE WINNER'S NAME
Accepting the prize constitutes permission for Sponsors to use winner's name, voice, picture,
likeness, opinions, biographical information and advertisement submission without further
compensation in any media now known or hereafter developed for promotional and/or
publicity purposes, unless prohibited by law.
13. INDEMNITY; DISCLAIMER OF WARRANTIES; LIMITATION OF LIABILITY
By participating in the Contest, the Entrant agrees to be bound by these official rules,
including all eligibility requirements and all decisions of the Sponsor.
By participating in the Contest, the Entrant agrees to indemnify and hold harmless the
Sponsor and its officers, directors, employees, agents, affiliates, subsidiaries, and parents
("Sponsor Entities") from any and all liability, claims, or actions of any kind, including,
without limitation, property damage, personal injury, and/or death, arising out of his/her (i)
breach of any representation, warranty or covenant contained in these official rules, or (ii)
participation in the Contest; or (iii) acceptance and/or use or misuse of any prize in
connection with the Contest.
BY PARTICIPATING IN THE CONTEST, THE ENTRANT AGREES THAT THE SPONSOR
ENTITIES MAKE NO WARRANTY, REPRESENTATION, OR GUARANTEE OF ANY KIND,
EXPRESSED OR IMPLIED, IN FACT OR IN LAW, RELATING TO THE CONTEST AND/OR THE
PRIZES.
By participating in the Contest, the Entrant agrees that the Sponsor is not responsible, and
will in no event be held liable, for any: (a) lost, late, illegible, misdirected, damaged,
incomplete, or garbled entries; (b) telephone, computer, or network malfunction or error; (c)
communication disruption or other disruptions related to Internet traffic, virus, bug, worm,
or non-authorized intervention; or (d) damage caused by a computer virus or otherwise
resulting to any computer from Entrant's access of the Contest website. If such malfunction,
error, disruption, or damage occurs or impairs the administration, security, fairness, or
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integrity of the Contest, Sponsor may, in its sole discretion, suspend, modify or terminate
the Contest by posting a notice at http://spreadfirefox.com/ad/update. If the Contest is
terminated before the scheduled end of the Contest Period, Sponsor will determine the
winner from all eligible entries received as of the termination date. Persons found tampering
with or abusing any aspect of the Contest, or whom Sponsor believes to be causing any
malfunction, error, disruption, or damage will be disqualified. Sponsor reserves the right to
disqualify any unauthorized entries, including, without limitation, multiple entries from the
same person, or any entries made through robotic, automatic, mechanical, programmed or
similar entry duplication method and to disqualify any individual using such a method.
NOTWITHSTANDING ANYTHING HEREIN TO THE CONTRARY, BY PARTICIPATING IN THE
CONTEST, BY PARTICIPATING IN THE CONTEST, THE ENTRANT AGREES THAT IN NO
EVENT WILL SPONSOR OR ANY SPONSOR ENTITY BE LIABLE TO YOU OR ANY OTHER
PARTY FOR ANY DIRECT, INDIRECT, SPECIAL, CONSEQUENTIAL OR EXEMPLARY DAMAGES,
REGARDLESS OF THE BASIS OR NATURE OF THE CLAIM, RELATING IN ANY MANNER TO
THESE OFFICIAL RULES, THE CONTEST OR ENTRANT'S PARTICIPATION THEREIN, EVEN IF
SPONSOR OR A SPONSOR ENTITY WERE EXPRESSLY ADVISED OF THE POSSIBILITY OF
SUCH DAMAGES. ALSO NOTWITHSTANDING ANYTHING HEREIN TO THE CONTRARY, BY
PARTICIPATING IN THE CONTEST, THE ENTRANT FURTHER AGREES THAT IN NO EVENT
WILL THE LIABILITY OF SPONSOR OR ANY SPONSOR ENTITY RELATING IN ANY MANNER
TO THESE OFFICIAL RULES, THE CONTEST OR ENTRANT'S PARTICIPATION THEREIN
EXCEED THE GREATER OF $1 OR AMOUNTS PAID BY ENTRANT IN CONNECTION WITH THE
CONTEST. SOME JURISDICTIONS MAY NOT ALLOW THE EXCLUSION OR LIMITATION OF
LIABILITY FOR CERTAIN INCIDENTAL OR CONSEQUENTIAL DAMAGES, SO SOME OF THE
ABOVE LIMITATIONS MAY NOT APPLY TO YOU.
By participating in the Contest, Entrant agrees to hold harmless Sponsor, its officers,
directors, employees, divisions, affiliates, subsidiaries, advertising and promotional agencies,
from any claim by any third party relating to any rights in any Work submitted.
14. PRIVACY
Except as otherwise stated herein or as otherwise agreed by Entrant and Sponsor, the
information communicated by the Entrant in connection with Entry to the Contest will be
used for the sole purpose of this Contest, and will not be communicated to third-parties.
15. TRADEMARK INFORMATION
The names Mozilla, Firefox, Thunderbird, Bugzilla and XUL, as well as the Mozilla logo,
Firefox logo, Thunderbird logo and the red lizard logo are all registered trademarks of the
Mozilla Foundation. Any use of those or any other Sponsor trademark, servicemark, trade
name or logo must comply with the Mozilla Trademark Policies as posted at
http://www.mozilla.org/licensing/.
16. LITIGATION
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The interpretation and enforcement of these official rules will be governed by the laws of the
State of California, USA. The Entrant and the Sponsor agree to submit all disputes arising
out of or relating to these official rules or the Contest to, and hereby waive any objection to
the exclusive jurisdiction and venue of, the state and federal courts located in Santa Clara
County, California. These official rules will be void where any provision thereof would be
found invalid by a court of competent jurisdiction. If you are a resident of such a jurisdiction,
you may not participate in the Contest.
17. NAME OF WINNER
For the names of the winners, send a self-addressed, stamped envelope to FIREFOX FLICKS
AD CONTEST Winner List, attn: Firefox Flicks Contests, 1981 Landings Drive, Mountain View,
CA 94043. Requests must be received (not postmarked) by April 30, 2006.
18. CONSIDERATION
Entrant agrees that the ability to participate in the Contest and to compete for the prizes
offered in connection with the Contest are sufficient consideration for Entrant's obligations
under these official rules.
19. AMENDMENT; WAIVER
Sponsor may amend these official rules or cancel the Contest, at any time, in its sole
discretion and without further notice, by posting to this Web page an amended version of
these official rules. Sponsor encourages you to regularly review these official rules for any
changes. By performing any act constituting participation in the Contest after a change of
these official rules, you will be deemed to have consented to that change. No waiver by a
party of a breach of any provision of these official rules or failure by a party to exercise any
right under these official rules will operate or be construed as a waiver of any subsequent
breach of that right or as a waiver of any other right.
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Appendix 4: Overview and CD with Selected Press Clippings
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Appendix 5: Interview Transcripts

Interview Transcript 1
Date of interview:

22nd of June 2006

Name:

Laust Christian Poulsen

Laust Poulsen is partner and creative director at Agenda Group. Agenda Group was the
Danish partner agency to Eventlabs for Project FOX. Laust held the position as overall
responsible at the Danish event agency.

1. What are the main values of 'open source' and how do you think they could be
implemented into marketing?
!

The main values of open source are openess, free exchange of information and
communication between the people involved in open source projects. Furthermore,
in open source projects networks play an essential role. People work together and
inspire each other, and can therefore be more creative. Due to new technologies
and the internet these networks can constantly be expanded. People in the network
attract other people to participate (‘snowball effect’). By constantly involving new
people with new ideas, open source projects can be a lot more innovative than
projects developed in a closed environment.

!

Openess and credibilty play an increasingly important role in marketing too. Because
people have access to a lot more information and are more powerful than before,
marketing campaigns of companies get a lot less effective. People are not as
responsive to ready-made messages if they do not have a personal connection to it.

!

Companies have to understand that they are dealing with networks of customers,
which influence and trust each other. Therefore, companies should try to involve
these networks into the creation of their marketing. Through the involvement of
people outside the companies new ideas can be brought in, marketing campaigns
can be a lot more innovative and companies get more competive, and more
trustworthy.

2. How would you define Open Source Marketing?
!

I think, Open Source Marketing could be defined as marketing where the target
group, or opinion leaders of the target group, are actively involved in the creation of
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the marketing message. When looking at Project FOX, the target group should be
involved in the creation of a story around the project and with that create buzz.
!

The participation of opinion leaders creates more credibility of the marketing
campaigns.

!

Open Source Marketing brings companies closer to the people, and the
communication beween companies and its target group gets more intense.

!

However, companies have to be willing to give up a little bit of control and give
space to other people involved.

!

With regard to Project FOX, team work and mutual inspiration was an essential part
of the success.

!

To still not loose complete control over a campaign, there have to be certain
limitations from the company’s side, certain frames people have to work in.

3. What was the main concept behind Project FOX?
!

Project FOX was a double campaign: on the one side it was supposed to be a
traditional car launching campaign and presentation to the journalists. On the other
hand it was also an image campaign. The journalists should be able to experience
the brand. This should be achieved by not spending all the money on the treatment
of the journalists, but also on the involvement of the target group into the project.
The opinion leaders of the target group should be the of host of the event and
present the car to both the journalists and the target group.
Project FOX = sales- and image campaign

!

To communicate the double meaning of the project to the outside not only
motor journalist were invited, as normal for car launching campaigns, but also
lifestyle journalists who should guarantee the image transfer to the young target
group.

4. Where in Project FOX do you see open source elements?
!

I do not see FOX as a real open source project. The only element that maybe
comes close are the artists in the hotel (could actively create message through their
designs, artists inspired each other during the project and promoted the project
through their own channels of communication such as websites, blogs and Flickr)

!

There are other elements that can be see as co-creative but not really open
source because their were too many limits and guidelines given beforehand:
-

contest part of the project (both hotel and gastronomy scholars)

-

Copenhagen network (like Thomas Fleurquin, Mo Kvederis, promoters of the
club)
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5. What goals did the project have with regard to the active involvement of the
target group?
!

Since the consumers became a lot more critical during the last years. Companies
have a strong need for getting more credible. One possibilty to reach that is to
involve the target group in the creation of messages, to let them shape the brand.
There is a need for the companies to get more transparent and to ‘take a back seat’
in order to get more trustworthy.

!

The aim was to involve opinion leaders out of the target group because they have a
lot more influence on the rest of the target group and get trusted more than
companies, such as VW. “Flolk brænder for authenticity!”. On top of that they
should create a so called ‘snowball effect’ and get other members of their
community activated, what also happened and worked really well.

!

The target group should create the story around the car and be themselves part of
the story. Like that positive value and image transfer from the event to the car and
the company was guaranteed.

6. How where the participants chosen and which arguments were presented to
them in order to make them participate?
!

The participants were chosen through different methods: the artists were
recommended by a Berlin art book publisher called Die Gestalten and the hotel and
gastronomy scholars were found through different schools and had to participate in
a contest to get part of the project

!

The local opinion leaders were reached through local networks. Should be people
that do not have a commercial background because only like that they were able to
attract many people of the young target group.

!

We motivated them by saying that they get a unique possibility and a real creative
challenge. They also got to know immediately that it is a project initiated by
Volkswagen. The could be part of developing the story around the event, got
relatively much freedom and a platform they could work on.

7. What difficulties appeared during the project (especially with regard to the
involvement of the target group)?
!

The first difficulty was to always keep up good communication among all the people
involved. We started only with a very small group (maybe 8-10 people from
Eventlabs and agenda) and than as closer we came to the project start the more
people got involved. Everything went really fast. There were many people that were
suddenly part of the story and the project and communicated in to their networks.
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This is really good, but also not easy to control. And sometimes there may be things
communicated that are not 100% true.
!

The Fuck FOX campaign by enhedslisten was on other problem. It was initiated
because Enhedslisten disagreed with the decision of the Copenhagen Community to
rent public spaces in the city to Volkswagen. The reason for renting these spaces
was because Project FOX was seen rather a cultural than a commercial event.
Enhedslisten disagreed with that and started the campaign with posters and flyers
around the city.
The actual Fuck FOX campaign was not really effective and serious. But some people
(of the target group) that were already part of the project also became critical
because of that. The result was a discussion in the city about commercial companies
initiating cultural events and buying underground artists to perform them.

!

But the intersting thing is that if you want to have this energy and enthusiasm of the
people that you involve you also have to give them freedom. And this can cause also
difficulties, of course. But in the end it’s anyway the case the every publicity is good,
be it negativ or positiv.

8. What opportunities do you see with involving the target group actively in such
events?...and marketing campaigns in general?
It is a huge chance for companies to get closer to their customers again. Through the active
involvement other perspectives are included than just the commercial side. The target group
is the key for credibility, athenticity and relevance. Companies should open up and interact a
lot more with their customers. Only like that, they get new ideas in and can be more
creative and innovative.
9. What risks and limitations do you see for a project when empowering the
target group so much?
!

Sometimes the interests of the stakesholders don’t match with the ones of the
target group.

!

Often economical interests of the companies are in the foreground and in Project
FOX the treatment of the journalists. This was often more important than giving free
hand to the target group.

!

The tight time frame was, especially in Project FOX, an important factor. Because a
full concept for the car presentation and preparations for that had to be ready at a
certain point of time, the freedom, creativity and acceptance of new ideas from the
involved target group had to be limited. A lot of compromises had to be taken.

!

Ideas of the company and the target group can clash.
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!

Often Open Source Marketing campaigns are difficult to overlook and the output is
not 100% clear, since many things are not clear in the beginning and develop over
time depending on what people get involved.

!

In general, it can also be said that not every product and every company is
compatible with Open Source Marketing. Volkswagen for example has also been
critical. But they fortunately stayed a lot in the background and have only been the
‘sponsor’ of the project.

10. How should people be motivated to participate?
!

Get possibility to be creative and test out their own ideas on a given platform.

!

Can promote themselves.

!

Possibility to enhance their reputation, also through PR

!

They get the possibility to extend their own networks through meeting other people.

!

Money could also be a motivation factor, but should stay in the background,
otherwise the wohole concept does not work, because if people get payed to create
something they are not as trustworthy anymore.

11. Why do you think some people refused to take part in Project FOX?
It has to be understood here that the people that were approached to take part in the
project have a not very commercial backround. They were artists, grafitty artists, musicians
and young people from the ‘undergroud’ environment. They of all got to know that VW was
behind the project. Some of them were afraid of just being part of a big commercial
campaign, where the loose their reputation as for example street artist. They did not want to
feel bought by a big commercial company. With hindsight it can also be admitted that the
communication maybe not always have been so good and not all people were approached
the right way and with the right arguments.
12. How important was PR for Project FOX and what role did the target group
involvement play for that?
PR was the core of the event. And it was of course the most important goal for Volkswagen
to get good PR. Without such an active target group and a so interesting story, that would
not have been possible. It was an energetic, interesting, different and simply crazy
event…that’s why it was so interesting for the press. Also the image transfer from the event
to the car worked out really fine. I think about 85-90% of the articles got the connection
correctly, although the hotel was often in the foreground rather than other parts of Project
FOX.
13. What role do you think will these new forms of marketing such as Open
Source Marketing play in the future and why?
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New forms of marketing will take a very important role in the future. There will be more and
more need for the active involvement of the target group. It is important to approach people
directly and through trustworthy channels. There have to be created platforms customers
are enthusiatic about.
Advertising and marketing agencies will take more the role of providing the target market
with a good basic story, where the target group can then build on itself. Agencies will be the
link between opinion leaders, that actively co-create marketing, and the companies. They
will motivate the participants and provide them with necessary tools.
Classical forms of marketing will loose more importance. Therefore, more resources should
be spend on the creation and support of networks and communities, which then could be
actively involved.
In the end Laust come with a great quote from Confucius:

“Tell me and I will forget, Show me and I will remember, Involve me and I will understand”
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Interview Transcript 2
Date of interview:

22nd of June 2006

Name:

Thomas Fleurquin (*1974)

Thomas Fleurquin is director and founder of Human Productions and the human circles, one
of Copenhagen’s strongest networks within modern urban culture and art communities. He
produces the weekly guide for The Copenhagen Post and is director and founder of the
annual Copenhagen Distortion festival.

1. What motivated you to take part in the project?
When I heard about the project and found out that the initiator of it was Volkswagen,
money became the most important motivation factor. As soon as you know that such a big
company is involved you expect money. And I would not have invested my energy in a big
commercial company without getting paid appropriately.
But I liked the idea and the project, too. And the people I knew, which were already
involved, were cool and interesting. So it was definitely also motivating to work with these
people (e.g. Christopher Müller) and do something good for the Copenhagen community. It
was basically a three weeks cultural event we could create.
2. Why do you think you were asked to take part?
Because I am known in Copenhagen. I have a huge network and good contact to the entire
young creative and innovative community in Copenhagen. People know me and therefore
they trust me. I have created numerous events and, of course, the annual Copenhagen
Distortion festival.
3. What was your task?
My task was to promote the Club FOX. It is difficult for somebody not coming from
Copenhagen and being a highly commercial company to develop a three-weeks club
programme and attract people every day. So my task was to adapt Project FOX to
Copenhagen and to find people out of the Copenhagen creative and underground
community who wanted to participate in Project FOX. I may have the best network for that
in Copenhagen.
The booking of the main acts for every night was done by Andreas Sachwitz and Christopher
Müller. I found different hosts for every night a the Club Fox, who matched the booking of
the bigger act and could attract their own crowd. Like that it was guaranteed that the club
was crowded every night. Plus, that many different people were attracted.
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4. How much freedom did you have to implement your own ideas into the
project?
We had a lot of freedom in choosing what people we would like to involve in the project, be
it artists or musicians or the young party crowd that got the chance to host a night or two at
the club.
5. What limitations/restrictions were given during the project?
However, there were quite a few limitations. Many good ideas, that I or the people I
involved came up, with were refused.
We wanted to connect the project a lot more to the car. We asked ourself: Why does the car
has nothing to do with the project? Or at least not enough. For many people that did not
know so much about the project, the connection was not clear at all. We came up with ideas
such as using FOX cars as taxis to transport people to the events or have a shuttle service
between Club FOX and Studio FOX.
But many ideas were seen as too risky by Volkswagen or Eventlabs. It was still their first
goal to please the journalists, to give them a VIP treatment as they are used to. Much
enthusiasm, which was there in the beginning, was killed by the limitations. It took out the
energy a little bit.
The idea of the project was really good but it did not really live up to it. If the target group
should have really been the host of Project FOX than the involved people should have had
more freedom. Also, if they come up with rather crazy ideas, it would have made the project
a lot more authentic, and people would not have felt that they have been bought by VW to
please the journalists. It would have given the project a more personal touch.
VW simply did not realise the potential of such a project and did not live up to certain
promises. Many people felt more like puppets or extra in a huge event made exclusively to
please journalists.
I only talk here for the part of the project I have been involved in. I don’t know how much
freedom people had in other parts of the project.
6. What benefits did you personally get out of taking part in the project?
Since the project went through a lot of discussion about things such as big companies that
try to buy authenticity and legitimacy with projects like that, many people also felt that I
was bought by VW.
I did not get so much benefit out of it, except the money, and that maybe other big
companies try the same thing and we get involved again.
As I said before, the idea of the project was really good, but the production too squared and
too many limitations.
7. What impression did you get about Volkswagen doing a project of that kind?
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I think, it is really good that a big company such as Volkswagen tries to be more open and
initiates such projects. It is definitely using money in a much better way. They tried to do
something nice for the Copenhagen community too and present their car not only to the
journalists but also to the people. Also if we could discuss here whether the target group
should have really been the young creative urban crowd. I don’t know anybody that would
by the FOX car.
However, it was fun for people to participate and definitely also a challenge.
I think that it is really hard to make a commercial mainstream producer such as VW fit to a
creative crowd with totally other ideas.

Master Thesis in International Marketing Management at the Berlin School of Economics

xxxv
Interview Transcript 3
Date of interview:

2nd of July 2006

Name:

Cedric Ebener

Cedric Ebener is the Managing Director (Concept & Strategy) at Eventlabs/Hamburg.
Eventlabs was the lead agency for Project FOX and Cedric Ebener held the role as overall
responsible Project Manager.

1. What are the main values of ‘open source’ and how do you think they could be
implemented into marketing?
I think the maybe most famous product which was developed out of open source principles
was Linux. Such projects have turned the software branch upside down. With open source
many information are disclosed and consequently open for modifications and further
development.
Also, ambition and enthusiam of the contributors play a great role for open source and are a
lot more important than financial reward for examples. This enthusiasm plus the networks
of people are often the reason for a so called ‘snowball effect’. More and more people get
attracted and involved in projects.
Values like that should be transferred into marketing. Get people involved because they are
enthusiastic about a project and let them bring in their own ideas. This reasons also wordof-mouth and creates buzz because people talk about good stories.
2. How would you define Open Source Marketing?
It is hard to define Open Source Marketing, but I think the most important aspects are to
disclose parts of your marketing ideas and get people involved, which are allowed to come
with their own ideas. A collective feeling is created. Like that they become part of a ‘story’,
which they can tell about and create word-of-mouth and buzz effects.
3. What was the main concept behind Project FOX?
Project FOX was of course intended to be a press event for Volkswagens new car, the FOX.
But the ideas for the project were developed in different steps. Besides the usual motor
press, we also wanted to invite lifestyle journalists. However, taking a closer look at the FOX
we discovered that it is not exactly the product the lifestyle press is interested in. The car is
small, practical and relatively cheap and nothing especially fancy.
We wanted to create an intersting and exciting event. That’s where the idea came to involve
the target group. The target group for the FOX car is really interesting: young, urban,
creative people, which are full of the joys of life. The target should be a part of the event.
Master Thesis in International Marketing Management at the Berlin School of Economics

xxxvi
The journalists should experience the target group for the Fox in their environment and their
creativity. It should be an event not for the target group, but with them!
So the original idea of creating a press event developed into an event for the target group
which presented the car to the journalists.
4. Where in Project FOX do you see open source elements?
-

Open source in Project FOX started already ‘behind the scenes’ with the team
working in Copenhagen. I think in the end, there were out of 50 people only 6 that
actually worked for Eventlabs. The rest were people that joined the project during
the process. The got involved through different networks and recommendations of
people that already were involved. Hardly anybody of them were marketing or event
specialists, but they were enthusiastic and interested in the project. They made our
team more authentic.

-

The next open source element I see are the protagonists:
•

Artists & designers that decorated the rooms in the hotel and worked with the
art cars in the studio. They all had the possibility to realize their own ideas. They
got a creative challenge and could through their design be part of creating the
message for FOX. They played also a big role for the communication. They all
have their own website through which they promoted the project. And some of
their website are quite known in the art scene. Some of them even put pictures
of their work on Flickr or had blogs on their website discussing the work.

•

Hotel- and chef scholars, which were casted through different channels (see
question 6). They could implement their ideas in how to manage the hotel and
respectively to host the guests in Club FOX’s restaurant. They developed their
own ideas how to be a good host for the journalists.

•

The network in Copenhagen can also be counted as an open source element in
Project FOX. There were different groups of promoters that each hosted
different evenings at the Club FOX and could implement the ideas they had and
attracted their own crowd and communicated the events through their own
channels.

•

The fashion designers in Copenhagen around +Laboratorium played an essential
role too. They attracted other designer and together designed the clothings for
the hotel personal and the chefs, etc.

•

At the FOX Academy different opinion leaders out of the art and street art scene
as well as philosphers and marketing people held presentations and discussion
rounds about the clash of art and commerce at Project FOX and how these two
worlds can collaborate. Here, Project FOX also showed that it was open for
discussion and critic. Everybody could come with relevant or critical input.
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5. What goals did the project have with regard to the active involvement of the
target group?
The goal by involving the target group like that was of course to create a way more
authentic event. And the best way to reach the target group is to involve it and let them
bring in their ideas. With that the event got also more transparent and honest. People could
tell stories because they actually were involved and part of the story.
6. How where the participants chosen and which arguments were presented to
them in order to make them participate?
There were two different ways of attracting people to participate in Project FOX:
-

The people that got part of the team got involved through personal contacts,
recommendations and experiences from other projects. They all had the chance to
be part of the development of the project and could come with their own ideas. Of
course, as team members, they got paid fairly well, but the more they got involved
and became enthusiastic about FOX the more money became irrelevant. It was
probably the personal challenge that was most important.

-

The protagonists were approached through public invitations. They had to apply for
the project and were then invited to take part of contests, where the best were
chosen to actually participate in Project FOX. They got motivated because it was a
real challenge for them and maybe also a career chance. However, there were
some, maybe especially the young chefs, that realized first in Copenhagen what
potential the project had. For the chefs Stefan Marquart was the ‘magnet’ and
definitely a reason to participate.
Die Gestalten Verlag in Berlin was the curator for the artists. They chose the artists
through their own networks. The final selection was then done together with
evenlabs. As said before the artists got a major creative challenge with designing
their own hotel rooms and got of course also PR.

7. What difficulties appeared during the project (especially with regard to the
involvement of the target group)?
There were of course some difficulties mainly because there were two different worlds that
worked together. On the one side there was Volkswagen, a huge company that was in the
end mainly interested in good and successful PR. Plus, that there was a tight time frame
because the press event was set for April.
On the other side there was the team and the target group involved, which were highly
motivated and enthusiastic about the project and their own ideas. Sometimes this was hard
to coordinate. Of course, there were also ideas that had to be rejected, be it because of the
tight time frame or other VW related issues. And if people are so much motivated and
committed, there is of course also lots of space for frustration and disappointment.
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8. What opportunities do you see by involving the target group actively in such
events?…and marketing campaign in general?
I see the involvement of the target group in marketing as to only chance for companies to
get relevant and authentic. It is the age of globalization and competition. So marketing is
forced to get more innovativ, transparent and honest.
Marketing and brands should become relevant for the target groups, something they can
really relate to.
9. What risk and limitations do you see for a project when empowering the target
group so much?
As said before there are two different worlds that come together, which is a risk in itself.
There are often tight time frames, especially when looking at event marketing, which make
the involvement of many different people difficult and can result in disappointment, etc.
So there is a risk of not reaching all company goals, but on the other hand you get credibility
and authenticity. I don’t think that there is a risk in terms of quality loss or controll. Because
how do you define quality? Can’t authenticity and credibility be considered a lot more
qualitative than nice design or professionally produced advertisements? So quality lies more
in the relevance of created marketing material for the target group.
10. Why do you think some people refused to take part in Project FOX?
The only reason I could think of why people did not want to participate, is reservation and
prejudices about being involved in a project of a huge commercial company. People may
have feared that they get exploited and to get bought to promote something they do not
believe in themselves.
This is understandable and should also be respected.
11. How important was PR for Project FOX and what role did the target group
involvement play for that?
PR was of course essential for Poject FOX because it was a press event for a car. But
especially for the lifestyle journalists the involvement of the target group was very
interesting and the reason why the were so impressed and enthusiastic about the project.
12. What role do you think will these new forms of marketing such as Open
Source Marketing play in the future and why?
I think such new forms of marketing are the future. Of course, classical marketing will
always exist but to be different, more innovative and relevant for the target group, these
new forms of marketing will be increasingly used. However, it is hard to estimate the
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potentials yet. Project FOX was ideal for that it was meant to be and we were very lucky
that everything went so smoothly.
13. When involving the target group did you work with any open source licenses?
No, we did not work with any open source licenses, but we had of course contracts with the
involved people.
The artists designed the hotel rooms for Project FOX and the hotel is now given back to the
Brøchner family. But the work of the artists is protected in the respect that, e.g. VW cannot
use them as scenes for commercials if not having the permission from the artists. The same
counts for every other company.
The art cars, which the artists created during Project FOX are now property of VW since the
artists sold them to the company. This was part of the deal.
However, it is known that some artists for example work with the logo of Project FOX and
create art pieces. Of course, the logo is a registered trademark, but we do not really have
something against the modification of the logo for artistic purposes.
It is also likely that ideas that hotel and chef scholars developed for the project will be used
by them for future projects.
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Appendix 6: E-mail Conversations

E-mail Conversation 1

HuskMitNavn is one of the most known grafitti artists in Denmark.
Husk Mit Navn <vinterpik@yahoo.com> 3. Juli 2006 15:55
An: dorit.weber@googlemail.com
Volkswagen said that the Fox project was a big chance
for young artists and that it was a cultural event and
not an advertising campaign for a small yellow car.
But they would never use 1 million euros just to make
some concerts, it was obvious that they just did it to
sell the car. The whole thing was dishonest from the
beginning.
I think it's a problem when the sponsor is arranging
the whole events and not just sponsoring it. They do
not do it for the sake of the art but for the sake of
them self. They know that people are feet up with
advertising, so now they have to clam that it's not
advertising anymore.
The whole thing seemed very fake, but they got what
they wanted: a lot of attention. I said no because
because I did not want to help them sell their car. I
have given some interviews to the media about why I
said no and therefor created more attention to Fox
project. Any publicity is good publicity. They win in
the end.
I have just been asked to do a similar project for a
french car company ( I also said no to that). The fox
project has been such a success that the other
companies are now starting to copy it.
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E-mail Conversation 2

Martin Kvederis is streetpromoter and bike messenger in Copenhagen. He has a small
company called Copeland.
M / COPELAND:collective <mph@copeland.dk> 3. Juli 2006 20:14
An: dorit.weber@googlemail.com
1. How did you hear about Project FOX first?
When I was aproached by Thomas Fleurquin, who was already involved.
2. What motivated you to take part in the project?
The chance of getting some VW money and the oppertunity to take
part in a large operation like Project Fox, where there was funding to
realise ideas, that otherwise would get back in the draws.
3. Why do you think you were asked to take part?
Because of my good network in copenhagen and my job as streetpromoter.
They needed somebody like me to promote FOX the right places
4. What was your task?
Streetpromotion and cunsultant, how to best promote things to their target group.
5. How much freedom did you have to implement your own ideas into the
project?
I was given a set of tools (tape, stickers, stencils) where the
grafics etc. been decided. My task was to be able to use it in a new
creative manner that would not offend the targets who were a group
very sensible towards advertising but speak to their curiosity. I could always
come with new ideas but had to clear up everything with the event
agency before.
6. What limitations/restriction were given during the project?
Not to destroy property and do only legal stuff.
7. What benefits did you personally get out of taking part in
the project?
A good reference because of the attention the Project and my work
arised + being able to launch a few idea's. And it strenghten my
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network in the advertising / event industry. and i met a really cool
and very smart girl called dorit from berlin :-)
8. What impression did you get about Volkswagen doing a project
of that kind?
I was impressed that VW would choose a launch like that. It was
brave and a great thing for Copenhagen. I do not understand they choose to launch the Fox
model. And when they did without the opertunity
of alcohol as fuel as it is in Brazil. It would have given the project
a carteblache into the urban "conscious" consumer who in this case
also fit under the urban culture consumer. Nobody would drive a car like that unless they by
doing it signaled "yes i drive in the city, but i do my best not to
polute".
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E-mail Conversation 3

Christopher Müller is living and working in Hamburg. He has lots of experience in planning
and coordination of artistic events. He has a huge network throughout Europe.
christopher <christopher@brandshof.de> 6. Juli 2006 12:15
An: dorit.weber@googlemail.com
1. How did you hear about Project FOX first?
from my neighbour because he wa already involved in the project
2. What motivated you to take part in the project?
the artistic outline and the size of the project – this was a huge motivation factor and a real
challenge. But also a good opportunity to earn good money.
3. Why do you think you were asked to take part?
because i am experienced in chaotic and rather large art projects, plus that I have a good
network
4. What was your task?
concept and management of studio fox
program directory for studio and club fox
5. How much freedom did you have to implement your own ideas into the
project?
actually quite a lot because there were people missing that had good insight about
contemporary art. So we could realize a lot of our ideas. And I could bring in a lot of other
great people.
6. What limitations/restrictions were given during the project?
the journalists were of course most important. That’s why there had to be kept up a rather
posh surface and make journalists happy with a kind of submissive behaviour.
7. What benefits did you personally get out of taking part in the project?
contacts to great production people and artists
experience with a major industry and it's politics
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8. What impression did you get about Volkswagen doing a project of that kind?
VW has showed a lot of courage doing an event like this, and it was something really
groundbraking in the car industry. However, there were in the end more restrictons than
expected...
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E-mail Conversation 4

Arne Haugaard Kühne was one of the guests at Project FOX. He is 28 years old and studies
Film and Media Science at the Copenhagen University.
Arne K. <arnehk@gmx.net> 8. Juli 2006 19:28
An: dorit.weber@googlemail.com
1. How did you hear about project FOX?
Friends
2. Which locations did you visit and what did you think about them?
First up we visited "Club Fox", which was an impressive venue. However it took far to long
to get into the lounge area/the second bigger room because of the dining journalists. That
was a weird feeling, which in my opinion didn’t go along with the street credibility
Volkswagen was trying to generate with such an event. One thing is the promotion itself,
where they satisfied and impressed journalist is an, if not THE essential part. The other is
the "clubber", which wasn’t the literally "fed up journalist", but the people waiting in the cue.
That being said, it was of course a nice move, to make the entrance for free! Seeing acts
like "A GUY CALLED GERALD" or "FUNKSTÖRUNG" doing their bit, was a pleasure. What
remains outstanding was the design of the furniture and the back screen-projections
especially on the walls of the lounge area - splendid.
Next up was "Fox Studio", but only for one afternoon. Pretty impressive setting and nice
atmosphere, I liked some of the improvisations/extensions/variations some artist did with
the design/surface of the Fox-Car models.
I didn’t get to see the "Hotel Fox"/"Fox Hotel", but hey - it’s the only thing, that is still there.
I’ll perhaps check it out one day...
3. Were you attracted because you knew the people that were part of Project
FOX?
Yes.
4. How did you feel about being on a VW sponsored event?...and indirectly
promoting their new car? + 5. What impression did you get of VW initiating such
an event?
It made perfect sense to me for Volkswagen to play it down considering the product itself,
hence the event-thing! If the company wants to reach that kind of target-group, they totally
have to get the mentioned street credibility from somewhere else, that’s for sure. Choosing
airbrush-artists or the sound engineers like "GEBRÜDER TEICHMANN"......or other designers
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makes perfect sense. It’s both daring and logical. Volkswagen, I guess, in peoples mind, is
associated with something completely else than hipsters and alternative lifestyle. I could go
on for a number of pages, however for me the project/event that Volkswagen generated has
two faces, or rather a whole variety of different shades. No matter how You look at it: Is it
art in a commercial eggshell, or is the product embedded IN Art? A company is trying to
benefit from the feel of the whole arrangement, hence the support, though producing
something that is unique and open for everyone, seems hypocritical. Where does
Volkswagen go on from here? BMW for instance - different concept, aiming at the exact
same thing - has film awards and supports Young filmmakers. It’s legitimate, logical and
actually a nice way of promoting their product and mostly establishing a good image. But
does it in the end become more than that with these companies? I don’t know about the
success of the car itself (I guess I would not considered as my favourite car:-), the caravan
however moved on and I haven’t heard anything more about the hotel, the only remaining
part of the event.
6. How present was Project FOX in Copenhagen?
I lived in Berlin for the time being, but I heard it set the agenda in Copenhagen. For
different reasons people were talking about the project, when I visited my hometown.
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E-mail Conversation 5

Henrike Semmler was one of the guests at Project FOX. She is 27 years old and does her
PHD in marine Biology at the Copenhagen University.
Semmler, Henrike HSemmler@bi.ku.dk 13. Juli 2006 12:02
An: dorit.weber@googlemail.com
1. How did you hear about project FOX?
a friend who was working for an agency, which was involved in the fox project, but beside,
through lots of friends…everyone mentioned once in a while the fox project. The fox project
was a topic of conversation in the city…just remembered the fancy cute sushi bar at st. hans
torv. Some people were going there every night.
2. Which locations did you visit and what did you think about them?
Fox Club in osterbro. Really liked the style of the club, and especially the light installation
and the chill out…the combination of club and lounge was already an invention in
Copenhagen!!!
I also went to the fox studio one afternoon and took a look at the art cars. Was really
impressive what the artists did with these little (rather unspectacular) cars.
3. Were you attracted because you knew the people that were part of Project
FOX?
Well, more by imagining how the people, who go to such an event are. Did actually not
know the people very well personally that were part of the fox project, but did know some
them cursorily…and thought they are “cool party people” (because they already were
involved in other vents in Copenhagen)...so yes, I was attracted by them…
4. How did you feel about being on a VW sponsored event?...and indirectly
promoting their new car?
It was very obvious, but I was not irritated by that. But often people mentioned the fact,
while talking about the fox events…and that it is unfortunately a big car company with lots
of money behind…
5. What impression did you get of VW initiating such an event?
Well, actually that this kind of promotion is not selling the product instead using the clients.
And that we get brainwashed by going to all the cool free concerts and parties and actually
are a big part of their new television campaign. Using “our cool young fancy appearance” …I
don’t think that they convinced me to buy the car, but I liked the parties…
Master Thesis in International Marketing Management at the Berlin School of Economics

xlviii

6. How present was Project FOX in Copenhagen?
Very present at least for the people I know. And even people I meet now – one year later,
they all have been at the fox project…
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Appendix 7: CD with Communication Material for Project FOX
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Appendix 8: Communication Material for Anti-FOX Campaign
Communication Material for Enhedslisten’s Fuck FOX Campaign

http://www.enhedslisten.dk/cms/html/images
/foxflyer.jpg
http://www.enhedslisten.dk/cms/html/images
/foxplakat1.jpg
http://www.enhedslisten.dk/cms/html/images
/foxplakat2.jpg
[accessed 24.05.2006]
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Flyer: Parody on Project FOX

The author prefers to stay anonymous.

Graffity Christiania/Copenhagen
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Appendix 9: CD with Online Articles, Audio Sources and Internet Sources
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