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INTRODUCTION

Throughout history people have looked for ways to exchange ideas, goods, services, and
money. This exchange process has helped human civilizations grow and prosper. With the
dawn of computers and, subsequently, the Internet many new avenues are made available for
people to exchange their products on a person-to-person basis. Pitta & Burnson (2003) suggest
in the early days of the Internet some people thought that individuals would not want to trade
with others that they did not know. There are many examples that you could use today to dismiss
this idea, but Ebay is probably the most well known. “Ebay claims 25 million members and
$14.9 billion in merchandise sales in 2002” (Miller 2003). Pitta & Burnson (2003) later suggested
that, apparently, people do want to sell items to people they don’t know, but in the process of
selling items to them they built ongoing relationships with their customers from all over the
world. For example, Ebay hosts 20 non-US sites. Person-to-person exchanges through the Internet
are increasing every year. “According to Websense, the number of peer-to-peer file sharing
web pages has increased by more than 300 percent in the last 12 months” (Hyman 2003). With
person-to-person exchanges on the rise, so are the issues and controversies that are associated
with such exchanges. This paper will examine several issues of person-to-person exchanges
including the technology involved, the current legal environment, exchanges of goods and
services, exchanges of information, emotional exchanges, and recreational exchanges.

INFORMATION EXCHANGE

In this section, information is examined as a type of resource which may be exchanged by

two (or more) individuals over the Internet. Different categories of information exchange will

be evaluated. These include special interest groups, consumer criticism, fan sites, and amateur
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news reporting. While many common threads run through each of these topics, an attempt will
be made to illuminate the characteristics which distinguish one from the other. Additionally,
this section of the paper will examine some of the marketing opportunities and legal issues
presented by each category of information exchange.

Special Interest Groups

Special interest groups (also referred to as news groups or usenet groups) are collections of
people who exchange information about various topics over the Internet (Coupey 2001). These
groups are often classified by content focus (such as cultural issues, arts, and recreation) and
then organized according to more specific subtopics. This is a powerful, two-way communica-
tion tool which can be used for acquiring free information quickly. This information can take
a number of different forms, ranging from medical advice to automobile repair instructions.
Special interest groups can also exist on personal websites facilitated by a new software tech-
nology called “blogging” (Von Sternburg, 2002). This software allows for the creation of a
live, online journal which people accessing the site may post messages to.

In a recent medical study, six researchers were able to provide empirical data which demon-
strated the positive effects of a discussion group focused on issued relating to chronic back
pain. The study, which was done over the course of an entire year, showed that the information
exchanged between different member of the group lead to improved health as well as a decrease
in professional health care needs (such as hospital visits) (Lorig, Laurent, Deyo, Marnell, Minor,
and Ritter 2002).

While non-commercial in nature, special interest groups do provide a number of different

opportunities for marketers. In terms of content, a group can serve as a rich source of secondary
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research data. A marketer working for an automobile manufacturer, for example, may be able
to gauge the public’s enthusiasm for alternative fuel vehicles by observing activity within an
automotive or environmental news group. In her book, “Marketing and the Internet,” Eloise
Coupey (2001) points out that “marketers have long counted on networks of consumers to
spread favorable word-of-mouth (information) about products.” Influencing an “e-fluential”
(a respected and prominent member of a group) may, consequently, provide a catalyst for a viral
marketing campaign in which the number of people made aware of a certain product or service
is compounded over a short period of time.

Consumer Criticism

Another purpose which a special interest group may serve is as a forum for the criticism of
commercial products and services. A number of different websites post consumer reviews for
anything from tools to television shows (Jackson 2000). These websites provide power to con-
sumers in two ways. First of all, they allow them to communicate directly with people who
have already purchased and used the specific product (or service) in question. Secondly, they
allow them to compare competing brands in a way which was not possible prior to the emergence
of Internet technology. Such websites range from the independently published 2 Walls Webzine
(ArmChairReviews.com) to commercially sponsored websites such as ConsumerReviews.com.
The latter, maintained by California based E-centives Incorporated, hosts and categorizes con-
sumer reviews for a multitude of different products. To make the website profitable, however,
E-centives provides advertising and data mining services to private companies.

Online consumer information exchange provides a way for product awareness to circulate

rapidly, however, it can also have a negative effect on commercial organizations and, sometimes,
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hinder the efforts of their marketing staff. In a recent legal battle, a California based company
sued individuals who had posted defamatory comments about the company on an Internet
message board which, they claimed, had damaged them economically (Sandburg 2001). Even
though the company did not win their case, the judge stated that the ruling did not “necessarily
foreclose defamation cases against individuals” (Sandburg 2001).

Fan Sites

Fan sites provide another way for consumers to evaluate commercial “products” in a some-
what different sense of the word. Unlike the evaluations mentioned in the previous discussion,
however, fan sites are almost always intended for praise. Fan sites function, largely, as online
newsletters which focus on the life and work of actors, musicians, and other public figures.
Additionally, these websites may revolve around various types of intellectual content such as
books and movies.

A search for “Britney Spears fan site” on Yahoo.com brings up 1,070 website links. One
of those sites, “Bonita Spears,” is maintained by a sixteen year old girl named “Karissa” from
New Jersey. The site features a biography of her favorite pop star as well as current news,
images, message boards, poems, and links to other sites.

Fan sites provide numerous marketing opportunities. Some independently maintained web-
sites have propelled a handful of low-budget movies (such as The Blair Witch Project) into the
mainstream at no additional cost to the movie studios (King 2001). Media organizations and
their marketing staffs do have concerns about this new phenomena, however. When control over
promotion slips out of the hands of the media organization, it affects their ability to synergize

all of the media advertising and unify the marketing messages (visual or otherwise) which are
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being sent out to the public. In 1997, Viacom was concerned about this and threatened to pros-
ecute Star Trek fans who where using copyrighted images to build their own websites (Boscardin
1997). Two years later, however, when fans of Lord of the Rings began doing the same thing,
the studio executives responded with enthusiasm (Flynn 1999). Such fan sites have become so
influential in the movie industry, infact, that they have prompted a rash of unscrupulous marketing
tactics. These include everything from the creation of fake fan sites (Flynn 1999) to the dispatch
of “moles” which post positive reviews on legitimate sites (King 2001) and negative reviews on
sites which promote movies released by rival studios (Stentz 1999).

Amateur News Reporting

One of the concerns regarding the ongoing consolidation of media organizations has been
the ability for critical, balanced, and unbiased news reporting to co-exist with corporate interests
(McManus 1994). Internet technology, however, has provided an extremely cost-effective
vehicle for the distribution of news content. As a result, many journalists and independent
news organizations are taking advantage of this new found freedom.

“If you’re progressive, and you understand the relationship between issues and getting the
story out for public awareness and education, you know it’s not happening through the corporate
media,” says Sheri Herndon, a founding member of the Independent Media Center (IMC)
(Rosner, 2001). IMC was founded in Seattle in 1999 to cover the protests at the World Trade
Organization summit and has since grown into a network of over 50 chapters around the world.
Their website, indymedia.org, will post reports and photos which are sent from independent
sources -- most often ones that are at the scene of a developing news story. While the writing

and overall presentation is less polished than that of the corporate news media, IMC’s content is
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distinguished by a unique sense of candor.

IMC represents a highly organized network of amateur journalists, however, blogging soft-
ware (mentioned previously) has facilitated the creation of similar networks of smaller groups.
In the days after 9/11, blog traffic soared due to many people’s frustration with the mainstream
media (Von Sternburg 2002). According to some media scholars, this is a point of frustration
for the United States Government who, until recently, have been able to manage the press and,
consequently, public opinion with varying degrees of success (Cobb 2001). Because of the
Internet, blocking the flow of information is no longer possible -- regardless of whether or not
that information comes from a foreign news source (such as the Arab network al-Jazeera) or

from an individual posting an eye-witness account to a blog.



P2P 8

REFERENCES

Boscardin, Andrew (1997), “Web Turf Wars,” PC Magazine, March 25, 10.

Brian, Marshall (2003), “How File Sharing Works,” Howstuffworks.com, March 07, 1-3.
http://computer.howstuffworks.com/file-sharing.htm

Brian, Marshall (2003), “How MP3 Files Work,” Howstuffworks.com, March 07, 1-3.
http://computer.howstuffworks.com/mp3.htm

Cobb, Chris (2001), “Governments Losing Control of Information,” Edmonton Journal,
October 16, A17.

Coupey, Eloise (2001), “Marketing and the Internet: Conceptual Foundations.” Upper Saddle
River, NJ: Prentice Hall.

Davies, Jennifer (2003), “Online Dating Becomes More Popular with US Adults,” The San
Diego Union- Tribune, February 8.

Davin, John (2003), “RIAA Misses Beat in Attack on Music Piracy,” The Tartan via U-Wire,
January 21, 2-3.

Dusseldorp, Van (2002), “40m Americans Use File-Swapping Sites,” Tv Meets the Web, June 13, 1-2.

Erwin, Lyndsey (2003), “Xbox Takes Gaming to the Net,” Point of Purchase, Feb, v9 (i2) 28.

Flynn, Gillian (1999), “Bait and Witch,” Entertainment Weekly, October 8, 4.

Gale Group, (2002), “E-mail Usage to Exceed 60 Billion by 2006,” Business and Mangement
Practices, November, 1.

Harris, Tom (2003),”How File Compression Works,” Howstuffworks.com, March 7, 1-4.
http://computer.howstuffworks.com/file-compression.htm

Higgins, Marguerite (2003), “Matches Made in Cyberspace,” The Washington Times, February 1,



P2P 9

http://dynamic.washtimes.com/twt-print.crm?articleID=20030201-91554038

Hyman, Gretchen (2003) “File-Swapping Sites Grow by 300 Percent,” Internetnews.com,
January 23,2-3. http://www.internetnews.com/ent-news/article.php

Jackson, Glen (2000), “Tube Much: For the More Obsessive-Than-Average TV Fan, These
Sites Are For You,” Entertainment Weekly, November 3, 85.

Kharif, Olga (2002), “The Video-Game Wars Explode Online; It’s Microsoft’s Deep Pockets
and Xbox’s Built-In Capabilities vs Sony’s and Nintendo’s Add-Ons. The Prize: Potentially
Millions of New Users,” Business Week Online, December 10, http://businessweek.com/
technology/content/dec2002/tc20021210 5333.htm>

King, Mark (2001), “Websites are Becoming a Powerful Tool for Marketing Movies: Now Even
the Unofficial Fan Sites are Viewed Carefully by the Studios,” The Guardian, June 11, 52.

Lorig, Kate R.; Laurent, Diana; Deyo, Richard; Marnell, Margaret; Minor, Marian; and Ritter,
Phillip (2002), “Can Back Pain E-mail Discussion Groups Improve Health Status and
Lower Health Care Costs?” Archives of Internal Medicine, April 8, 792-797.

Lynden, Fredrick C. (2002) “Advances in Librarianship,” Academic Press, pg 29-30.

McManus, John H. (1994), “Market Driven Journalism.” Thousand Oaks, CA: Sage Press.

Microsoft Press (1998) < Computer User’s Dictionary,” Microsoft Press, 339.

Miller, Jay (2003), “Living off eBay; Draw of Online Auction Turns Full Time for Some,” Crain’s
Cleveland Business, February 24, 1.

N/A (2003) “U.S. Copyright Law {Title 17 U.S.C. Section 101 et seq., Title 18 U.S.C. Section
2319},” RIAA website, April 4, 1-4. http://www.riaa.com/Copyright-Laws-2.cfm

N/A (2003) “Protocol” Webopeida.com, March 23, 1-2. http://www.webopedia.com/TERM/

protocol.html



P2P 10

N/A (2003), “FTP 101 -- A Beginner’s Guide,” FTPplanet.com, March 7, 1-4. http://www.
ftpplanet.com/ftppresources/basics.htm

N/A (2003) “House Subcommittee Hearing Targets P2P Piracy On University Campuses,”
Electronic Commerce News, March 3, 1-5.

Pitta, Julie and Burnson, Patrick “EBay’s Growing Up: But Can it Keep Everyone in the Family
Content?” World Trade, February, 18.

Rosner, Hillary (2001), “A Radical New Breed of Journalists Covered the G8 Protests,” The
Independent, July30, 9.

Sandburg, Brenda (2001), “Go Ahead, Complain,” Corporate Counsel, May, 154.

Stentz, Zack (1999), “Site Unsound,” Entertainment Weekly, August 6, 71.

Von Sternberg, Bob (2002), “Blogging is the Next Internet Evolution,” Star Tribune, March 3, 1E.

Wright, Maury (2003), “The Game Begins: Online Play Gets Off to an Impressive Start” EDN,

February 20, v48 (i4), 98-101.




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


