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„>10 years of practical experience in the consultancy 
and telecommunication industry “

2000-2001 T-Online………........................................................................................

2001-2004 Institute for Brand & Communication Research......................................

2004-2005 Virtual Identity…………...…………………………………………………....

2005-2006 Vectia…………..................…………………………………………….....….

since 2006  Versatel………….......………………………………………………………...

About me
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5 sales regions

Headquarter Düsseldorf 1251 employees

171 Mio. Euro EBITDA 615.000 residential 
customers

45.000+ km optical 
network

~40.000 business solutions

724,7 Mio. Euro revenue

Versatel in a nutshell
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1999 1999 – 2004 2005 2007 2009 2011

Market entry Acquisitions & consolidations Merger Acquisition of 
BreisNet

IPO

History of Versatel

Going private 
with KKR
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From passive to interactive advertisement

Source: according to Rafaeli/Sudweeks, 1997, Kiss 2005
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Today, customers are used to be active/interactive...

8
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1. Dimension: Range of interaction possibilities/features 

(Source: Downes/McMillan, 2000, p. 173; Coyle/Thorson, 2001, 
p. 69; Liu/Shrum, 2002, p. 54; McMillan/Hwang, 2002, p. 30). 

2. Dimension: Responsiveness of communication messages  

(Source: Deighton, 1996, p. 151; Dholakia et al., 2000, p. 7; 
Kiss/Esch, 2003, p. 6; Kiss, 2005; Chang/Yan/Zhang/Luo, 2010). 

3. Dimension: Speed of interaction

(Source: Dellaert/Kahn, 1999, p. 41; Dholakia et al., 2000, p. 7; Lombard/Snyder-Duch, 2001; 
Liu/Shrum, 2002, p. 55; Kiss, 2005). 
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Key dimensions of interactivity
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What kind of impacts can an interactive website achieve?

Which communication effects (attitudes and purchase intentions) can 
result from the interaction of the visitors with an interactive websites (or 

virtual social networks) on the internet?

lower (range of) interactivity higher (range of) interactivity
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*(F1,155=17.929, p<0.001)
**(F1,155=4.189, p<0.05)
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Results show positive impact of interactivity on customer attitudes
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Brand Logo as Navigation Element Interactive Product Presentation

Elements which are highly relevant for the brand perception should be 
designed as interactive as possible to improve attitude toward brand. 

Brand elements should be designed interactively in a way that they can be linked to user 
relevant functions (product presentations, navigations, etc.)
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Implications to website building I
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Online games or “in-game” Ads Embedded social network functionalities

Players' interest has a positive effect on their purchase intentions, especially, if there is a link 
between game and product usage (see Chang/Yan/Zhang/Luo, 2010).
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Implications to website building II

Study results indicate that both cognitive social presence cues (information about followers or 
other consumers online) and affective social presence cues (emoticons etc.) enhance attitudes 

toward the website and brand (see Cui/Wang/Xu, 2010). 
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Thank you for your attention!


