www.valueforengagement.com

Trust, Social Relations and Engagement

Understanding Customer Behaviour on the Web

Donatella Padua

Contents

List of Tables and figures
Foreword by Domenico Secondulfo
Foreword by Garry Titterton
Acknowledgements

Introduction

Part I The Internet Age

1. Society in the Internet Age
Executive summary
Dissolution of community
Complexity
Diversity
Individualisation
Multiple Identities
One Global Society

2. Social Networks and Communities
Executive summary
An overview of online Communities
The sharing paradigm
Dynamics of social networks and communities

3. New models of Social Intelligence
Executive summary
Connecting dots
Crowdsourcing
The three paradoxes of change
Experiment and errors

4. The Internet Organizational Realm
Executive summary
The Internet Age Scenario: How the landscape changes
The Internet Age Scenario: How organisations are reacting

Palgrave Macmillan



www.valueforengagement.com

Part Il Trust and Engagement

5. The Digital Society and Trust
Executive summary
Trust and Confidence
Trust in Organisational contexts
The Trust Strategy
The holistic approach
Trust and technology
Trust, risk and security
Trust and information
Trust insight number 1: Trust and Social Capital

Trust insight number 2:  Trust and time-space dimensions

Trust insight number 3:  Trust and reputation
Trust insight number 4: Trust and loyalty

Trust insight number 5:  Trust, cooperation and collaboration
Trust insight number 6:  Trust and interpersonal communication
Trust insight number 7:  Trust and peer-to-peer relation

6. Value for Engagement
Executive summary
Why engaging on the web?
Value for Engagement (VfE)
Trust Strategy and Engagement
Trust and engagement in co-creation
Engaging the customer journey

7. Value creation on the web: a Vision
Executive summary
Value creation on the web: a vision
Which are the indicators validating this route?

From this perspective, the VfE becomes the supreme KPI. Why?
What are the competencies to become relationships enablers?

How do we build relations with the environment?

Palgrave Macmillan



www.valueforengagement.com

Part 11l How to generate Engagement via building Trust

8. The Value-for-Engagement Model
Executive summary
Obijective of the model
Logic and mechanics of the model
The comprehension of the VfE Model
Web Analytics

9. Value for Engagement Mapping: a Case Study
Executive summary
Why measure engagement?
VfE Mapping: a performance indicator
The Case-study
Web Analytics
Web Analytics and Social Research

Conclusions
The role of web sociology
Trust, social relations and engagement
Web social relations: evaluation and measurement

The future of web sociology

Notes
References

Index

Palgrave Macmillan



