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Academic Publishing see STM In-
formation - Publishing

Address Information 191-192

AdSense 338-339 see also AdWords

Adverse Selection 46-50, 479

Advertising see Online Advertising

AdWords 335-337 see also AdSense

Application Software see Software -
Software Products

Asymmetric Information see Infor-
mation Asymmetries

B
Blocking Patents 128 see also Pa-
tents - Motives for Patenting
Blogs see Weblogs
Bootlegging see Piracy
Brands see Trademarks
Bundling
Advantages 405-407
Definition 395
Examples 397, 399, 401-402
Forms 395, 398
Mixed Bundling 398
Pure Bundling 398
Pure Unbundling 398
Business Field Strategies 354-355
Business Information see also Mar-
ket Information and Press In-
formation
Classification 183
Clients 184
Definition 185
Market Segments 185

Pricing Strategies 203

C

CAS see Chemical Abstract Ser-
vices

Censorship 146, 164-166 see also
Free Access to Knowledge
Chemical Abstract Services (CAS)

256
Chicken-and-Egg Problems 454
Collaborative Intelligence see Wis-
dom of Crowds
Company Dossiers
Definition 185-186
Qualtity Criteria 187-188
Compatibility see also Standards
Effects 435
Upward and Downwards Com-
patibility 436-437
Competitive Advantages 356
Complements see also Standards
Examples 452, 528-529, 569
Forms 451-453
Strategies 455-457
Console Games 295
Consulting Services see Software -
Software Services
Consumables 26-27 see also Con-
sumer goods
Content Aggregators
Classification 251
Industry Structure 254
Pricing Models 255
Success Factors 256
Suppliers 254-255
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Copy Protection Management see
Copyright and Digital Rights
Management

Copyleft 140-141 see also Creative
Commons and Copyright

Copyright see also Digital Rights
Management
Commercial Copyright Law
120
Copyright Law 120, 135-136
Developing of Copyright 459-
460
DRMS see Digital Rights Man-
agement Systems
Examples 459
In Libraries 137-139
Limitations of Copyright 136
Of Personal Data see Personal
Data Protection
Of Software 141-143

Crackers see Information Subcul-
tures

Crashers see Information Subcul-
tures

Creative Commons 140-141 see also
Copyleft and Copyright

Credence Qualities see Goods -
Qualities of Information Goods

Credit Information 188-189

Creditreform 185, 187, 189

Critical Mass 14, 69, 383, 457

Criminal Internet Usage 101

Cyberbullying see Online Harass-
ment

Cyberstalking see Online Harass-
ment

D

Deep Web 251 see also Surface
Web

Deutsches Patent und Markenamt
(DPMA) 122, 124-125, 234

Digital Divide
Aspects of the Digital Divide
93-94

Information Povertry 93
Knowledge Gap Hypothesis 94-
95

Digital Games 295 see also PC
Games and Console Games

Digital Object Identifiers (DOI) 235

Digital Rights Management (DRM)
see also Digital Rights Man-
agement Systems
And Network Effects 468-473
Definition 460
In Online Music 287-288
Media Asset Value Maps 437-
475

Digital Rights Management Systems
(DRMS)
Advantages 464-468
Architecture 461
Definition 460-461
Disadvantages 465-468
Examples 463
Functions 462

DIMDI 255

DOI see Digital Object Identifiers

DPMA see Deutsches Patent und
Markenamt

DRM see Digital Rights Manage-
ment

DRMS see Digital Rights Manage-
ment Systems

Durables 26 see also Durable goods

E

Economy 30 see also Information
Economy and Information So-
ciety

eGovernement 106 - 108 see also
Political Science

elnclusion 108 see also Political
Science

Elsevier 228, 243

Entrenchement 520, 525-531 see al-
so Lock-In Cycle

European Patent Office 122, 124-
126, 142



EPO see European Patent Office

ESP Game see PC Games - Games
with a Purpose

Experience Qualities see Goods -
Qualities of Information Goods

Externalities 53 see also Network
Effects

F

Facebook 259-260, 263-265, 305
see also Social Networks

Factiva 202

FarmVille 305 see also PC Games —
Social Games

FCCE see First-Copy-Cost Effect

Fifth Kontradieff
Basic Innovation 80
Definition 78

File-Sharing Services see Sharing
Services

First-Copy-Cost Effect (FCCE) 33,
35-38

First Movers see Innovators

Five Forces see Model of the Five
Forces

FIZ Karlsruhe 256

Flickr 259, 263 see also Sharing
Services - Images

Followers see Imitators

Follow-the-free
Definition 407
Examples 414-415
Penetration Strategy 408-409
Skimming Strategy 408-409

Free Access to Knowledge 163-166
see also Censorship

G

Games see PC Games

GENESIS 201

GENIOS 255

Geotags 264

GII see Global Information Infra-
structure
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Global Information Infrastructure
(GII) 11

Globalization 320-323

Goods
Classification of Goods 26, 28
Consumer Goods 26
Durable Goods 26

Economic Goods 24

Free Goods 24

Information Goods 25

Qualities of Information Goods 42-
45,482-497

Scarce Goods 24

Google 146, 201, 252-253, 259,
335-339

H

Hackers see Information Subcultures

HDI see Human Development Index

Holography Principle 81

Hosts see Content Aggregators

Human Development Index (HDI)
84-87

I

[-Commerce 18

ICT see Information and Communi-
cation Technology

ICT Development Index (IDI) 84-87

IDI see ICT Development Index
IFO Institut fiir
Wirtschaftsforschung 197-201
Imitators
Advantages 372-374
Definition 361
Disadvantages 363
Examples 361-362
IMO see Information Market Obser-
vatory
Impact Factor 230-232
Implementation Services see Soft-
ware - Software Services
Industries
Analysis 355
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Definition 347
Information 3, 7
Information and Communication
Technology (ICT) 77-78
Information Asymmetries
Definition 38, 479
Examples 46-47
Impact 47-50 see also Moral
Hazard and Adverse Selection
On Information Markets 40-42
On Markets 38-40
Information Capitalism 175 see also
Information Communism
Information Communism 175 see
also Information Capitalism
Information Economy 7-10
Information Ethics
Categorial Imperative (Kant)
161
In Contrast to Information Law
161
Subject Areas 162
Information Law
International Information Law
151
Laws depending on Information
120
Information Market Observatory
(IMO) 14-15
Information Paradox 41
Information Products 25
Information Sectors 7-10
Information Services 14-16, 25-26
Information Society see also
Knowledge Society
Definition 10-12, 77, 82-83
Glocality 89 - 92
Informational cities 87-92
Statistical Parameters 83-84
Vs. Knowledge Society 77
Information Subcultures 102-103
Information Superhighway 11-12
Innovators
Advantages 363-372, 374
Definition

Disadvantages 363
Examples 361-362, 364
Intellectual Property
Arguments for Intellectual
Property Protection 171-173
Crawling and Intellectual Prop-
erty 174-175
Fair Use of Intellectual Property
174
Filesharing 537
Shopwork (Shared open work)
175
Internet Television 289-291
Invisible Web see Deep Web
iTunes 288

J

JAICI see Japan Association for In-
ternational Chemical Infor-
mation 256

Japan Association for International
Chemical Information 256

Journal Impact Factor see Impact
Factor

K

Knowledge 4-5

Knowledge Bases 260-261

Knowledge Economy 5-6

Knowledge Society see also Infor-
mation Society
Definition 77, 83
Participation Factors 95
Statistical Parameters 84-87
vs. Information Society 77

Knowledge Worker 3-6, 8

L

Last.fm 262 see also Sharing Ser-
vices - Music

Legal Information
Cases 210-211 see also Primary
Legal Information
Citations 212-214 see also Ter-
tiary Legal Information



Classification of Legal Infor-
mation 207
Customers 208
Expert Annotations 211-212 see
also Secondary Legal Infor-
mation
Legal Norms 208-210 see also
Primary Legal Information
Pricing Models 214

Lexis Nexis 202

Lock-In see also Switching Costs
Definition 515
Development 518-531
Examples 521-522, 528
Lock-In Cycle 519-531

Long Tail Business 243 see also
STM Information Publishing

M

M-Commerce 17

Machine-Oriented Software see
Software - Software Products

Market Analysis 355

Market Failure 33-41, 479

Market for Lemons 38

Market Information see also Busi-
ness Information and Press In-
formation
Classification 183
Clients 184
Definition 192-196
Pricing Strategies 203

Media Observation 203

Media Resonance Analysis see Me-
dia Observation

Microblogging 262, 270 see also
Twitter

MMORPGs see PC Games - Mas-
sively Multiplayer Online Role
Playing Games

Model of the Five Forces 347-348

Moral Hazard 46-50, 479

MySpace 279 see also Sharing Ser-
vices - Music
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N

NAICS see North American Indus-
try Classification

National Information Infrastructure
(NID) 11

Nearshoring 321-323 see also Off-
shoring, Outsourcing

Network Effects
And Copy Protection 468-473
Creating Network Effects 453-
455
Definition 51-52
Direct Network Effects 53-57,
427,365, 556-557
Examples 51
Impact 411
Indirect Network Effects 57-60,
558-559

Networked Readiness Index (NRI)
85-87

New Economy 13-14

Intellectual Capital 13

Network Economy 13-14

News see Press Information

NII see National Information Infra-
structure

North American Industry Classifica-
tion (NAICS) 16

NRI see Networked Readiness Index

0]

OECD see Organisation for Eco-
nomic Co-operation and Devel-
opment

Office of Harmonization for the In-
ternal Market (OHIP) 133

Offshoring 320-323 see also Near-
shoring and Outsourcing

OHIP see Office of Harmonization
for the Internal Market

Online Advertising
Banner Advertising 330-332
Classification 327-328
Context-Specific Advertising
335-339
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Definition 327
In-Game Advertising 332-334
Permission-Based Advertising
334-335
Personalized Advertising 332
Pricing 329
Viral Marketing 339-341

Online Auctions 385-386

Online Fraud 98-100

Online Harassment 97-98

Online Music see also Sharing Ser-
vices - Music
Commercial Music Distribution
287-288
Value Chain 287-288

Open Access 244

Organisation for Economic Co-
operation and Development
(OECD) 15-16

Outsourcing 320-323 see also Near-
shoring and Offshoring

P
Patent Cooperation Treaty (PCT)
122
Patents
Disadvantages of Patenting 129
Motives for Patenting 128-129
Patent Offices 122
Patent Submissions (in Europe)
125-126
Patent Submissions (in Germa-
ny) 124-125
Patent Submissions (interna-
tional) 126
Privilegs of Patent Holders 122
Requirements 121-122
Research Process 234
Vs. Utility Models 121
Pay-what-you-want (PWYW) 571
PC Games
Definition and Classification
295
Development 296-297

Digital “Traditional” Games
295,297-298
Gambling 298-299
Games with a Purpose 295,
306-307
Massively Multiplayer Oline
Role Playing Games
(MMORPGS) 295, 300-304
Social Games 295, 305-306
Video Games 299-300
PCT see Patent Cooperation Treaty
Peer Review 224-226
Personal Data Protection 143-145
Piracy
Causes 539-545
Consumers 539-540, 524
Defintion 537-538
Distribution Forms 538-539
Effects 550-559
Measures against Piracy 564-
573
PIU see Problematic Internet Usage
Political Science 105 - 109
Press Information see also Business
Information and Market Infor-
mation
Classification 183
Clients 184
Definition 201
Pricing Strategies 203
Press Reviews see Media Observa-
tion
Price Differentation
Ist Degree see Online Auctions
2nd Degree see Windowing,
Versioning, Bundling
3rd Degree see Follow-the-free
Definition 382
Examples 384
Forms 383, 417
Pricing
Differentation see Price Differ-
entation
Fixed Prices 380-381
Policy 379-382



Variable Prices 380-382
Primary Legal Information 207,
208-211
Privacy Information
Groups of Privacy Information
167
Vs. Security 167-168
Problematic Internet Usage (PIU)
96, 302
Product Announcements 499-504
Product Information 189-191
Prosumer 259
PWYW see Pay-what-you-want

R
Registered Design 130
Reputation 367, 492-498

S

SaaS see Software as a Service

SAP 322-323

Search Engine Marketing (SEM)
252-253

Search Engine Optimization (SEO)
252-253

Search Qualities see Goods - Quali-
ties of Information Goods

Search tools
Classification 251
SEO see Search Engine Optimi-
zation 252-253

Secondary Legal Information 207,
211-212

Second Life 304 see also PC Games
- Massively Multiplayer Online
Role Playing Games

Second Movers see Imitators

SEO see Search Engine Optimiza-
tion

Serials Cancellation Crisis 242 see
also STM Information - Pub-
lishing

Sharing Services
[llegal Filesharing see Piracy
Images 263-265 see also Flickr

Subject Index 603

Music 265-266 see also Last.fm
and MySpace
Videos 263 see also YouTube
Signaling
Advantages 483-485
Definition 479-481
Examples 486-487
Information Substitudes 485-
494
Inspection Offers 483-485
Product-Related Quality Signals
482-497
Risks 483
Signals of Strategic Market
Communication 497-507
Smoke Bombs 128 see also Patents -
Motives for Patenting
Social Bookmarking 260-261, 267-
270
Social Networks 260-261, 277-280
see also Facebook
Social Software 259-262 see also
Web 2.0
Social Web see Web 2.0 and Social
Software
Software
Definition 311
Development see Software De-
velopment 311-313
Software Products 311-312
Software Services 312-313
Software as a Service (SaaS) 312-
313
Software Development
Agile Software Development
318-319
B-Model 315-216
Cascade Model 314
Component-Based Software
Development 320
Overview of Development
Models 313
Spiral Model 317
Unified Model 318
V-Model 316
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Solvency Information see Credit In-
formation

Sponsored Search 252-253 see also
Search Engine Marketing

Springer 228, 243

Standardization see also Standards
Active Strategy 440-443
Definition 427-428
Determining Factors 430-433
Examples 437, 454
Passive Strategy 443-444
Strategies 427-439

Standards see also Standardization
Definition 366, 427-428
Examples 427, 430
Forms 429-430
On Information Markets 433-
435

STM Information
Bibliographic Citations 220-
221, 236-240
Characteristics 222
Classification of STM Infor-
mation 219
Definition 219
Digital Archives 226-230
Documents 219-220
Ebooks 232
Facts 221, 240-242
Production Process 224-226 see
also Peer Review
Publishing 242-245
Value Chain 221, 245

Stock Market Information 196

Substitudes 433 see also Standards

Surface Web 251

Switching Costs see also Lock-In
Creation of Switching Costs
525-531
Definition 366, 515-516
Economic Switching Costs 516
On Information Goods 517-518
Psychological Switching Costs
516

Social Switching Barriers 516-
517

System Software see Software -
Software Products

T

Tags 267

TDT see Topic Detection and
Tracking

Telematics 11

Telemedia Law 145-147 see also
Censorship

Tempo Principle 81

Terrorist Group in the Internet 103-
105

Tertiary Legal Information 207,
212-214

Time Series
Definition 196
Example for Construction 197-
201

Timing of Market Entry 361-374 see
also Innovators and Imitators

Topic Detection and Tracking
(TDT) 201-202

Trademarks
Domain Names 133-135
Kinds of Brands 131
Non-registrable Brands 132
Trademark Application 132

Twitter 262, 275-277 see also Mi-
croblogging

U

Utility models see also Patents
Definition 126-127
Vs. Patents 121, 126-127

A%
Value Net Model
Defintion 349-350
Elements 350-353
Example 352
On Information Markets 353-
354



Strategic Variables 356-358
Versioning
Advantages 391
Definition 389-390
Examples 394
Forms 394
Principle of Self-Selection 392-
394
Vickrey Auction 337
Video on Demand 263, 544, 569 see
also YouTube
Viral Marketing 339-341

W

Warranties 486-489

Web 2.0
Definition 259
Business Modells 261
Classification of Services 260
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Weblogs 270, 273-275

WebTV see Internet Television

Wikipedia 259, 270-273 see also
Wikis

Wikis 270-273 see also Wikipedia

Windowing 386-398

WIPO see World Intellectual Prop-
erty Organization

Wisdom of crowds 261

World Intellectual Property Organi-
zation (WIPO) 122, 126, 136

World of Warcraft 301-302 see also
PC Games — Massively Multi-
player Online Role Playing
Games

Y
YouTube 259, 262 see also Video
on Demand



