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Figure. Effects of consumer reviews Figure. Privacy concerns. 

Profile: 
 
Today, digitalization further strengthens the im-
portance of the Internet. In order to succeed in the 
market successfully, companies face the chal-
lenge of integrating the Internet into their corpo-
rate strategies even more than before. At the 
same time, the requirements for the implementa-
tion and continuous support of the numerous In-
ternet channels are increasing. 
For more than a decade, social media have 
played a major role in online communication. 
Consumers are very easily able to reach a large 
audience. This helps companies to gain signifi-
cantly better and more up-to-date insights into the 
needs and wants of consumers. However, con-
sumer empowerment also requires differentiated 
monitoring in order to be able to act promptly in 
the event of difficulties. 
The number of competitors increases in the con-
text of globalization and easily possible price 
comparisons. On the one hand, this diversity is 
pleasing for consumers, on the other hand, they 
are confronted with more and more information 
and a higher level of complexity. Brands will there-
fore continue to play a very relevant role due to 
their function as a trust anchor. Additionally, in-
creasing diversity of information and the growing 
loss of communication sovereignty, building a 
clear, independent and targeted brand image is 
increasingly challenging. 
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