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Finally, when looking at Twitter use in customer rela-
tions, many of the same notions mentioned above can 
be found also here. While Twitter use for marketing 
efforts might be frowned upon by some parts of the 
online community (a rather broad statement, admit-
tedly – but take a look here for an example - http://
www.howtousetwitterformarketingandpr.com/), its 
potential for creating contact between customers 
and companies cannot be denied. In a co-authored 
paper we asses this notion empirically. We chose 
to study Twitter use by the Swedish state-owned 
train operator, SJ. Employing a similar approach to 
the one described in the two previous cases, tweets 
were collected during the Christmas season of 2011 
– a period marred by extreme weather conditions 
(even for Sweden, apparently) with train delays and 
even cancellations as results. While SJ does indeed 
have a presence on Twitter, employing the service 
to communicate with their customers, the resulting 
communicative patterns can be interpreted as traces 
of what has been labeled as a ‘Web 1.5’ style of social 
media use - purportedly offering a comfortable segue 
between the two supposed 1.0 and 2.0 paradigms of 
web publication. SJ have jumped on the bandwag-
on, so to speak – but they are only starting to find 
their way as to how to maneuver it. As an example 
of this, while their customer service department has 
ample opening hours, their Twitter account is only 
administered during office hours. As the trains run 
(or in some of the cases discussed in the paper, are 
cancelled) at all hours of the day, tweets directed at 
SJ from passengers during late hours of the day are 
left unanswered – until the following morning. This 
“office hour” approach to social media is indeed a 
challenge to information practitioners – as their re-
spective stakeholders are online, so should they be. 
Or so it would seem, following the “always on” motto 
of the 2.0 dictum.

As all three case studies show, social media ser-
vices like Twitter are starting to spread in a number 
of different professions. However, the results pre-
sented here would suggest that the ramifications of 
such employment must be seen as rather limited. To 
be sure, we have not yet seen any of the revolution-
izing aspects often associated with these and other 
similar technologies come to fruition. Instead, pro-
fessional uses of Twitter tend to take on traditional 
forms, augmenting rather than transforming already 
established patterns of work performance. Be that as 
it may, we are only seeing the beginning of the uses 
of Twitter and the likes in professional contexts. Hu-
man behavior changes slowly, even if it takes place in 
an online channel.  
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standard. The roots of Ableton trace 
back to the Berlin electro music scene 
and the clubs and parties that defined a 
new musical era in the 1990-ies. One of 
the founders, Robert Henke, stands out 
as a visionary leader who has been able 
to blend the roles as musician and en-
gineer into something entirely new. It 
was from the needs of the founders to 
create new sounds that the company’s 
software first grew. Thus involvement 
in the scene led to the development 
of technology. Ableton is not the only 
company. 

Another, more recently founded firm 
with ties to the techno scene, is Sound-
cloud. The last couple of years their 
logo with the little cloud is increasingly 
found on the internet. The company 
provides, in their own terms “the 
world’s leading social sound platform 
where anyone can create sounds and 
share them everywhere.” Soundcloud 
emphasizes the role of their product 
in the creation of music, rather than 
being a mere listening device. This 
reflects the collaborative atmosphere 
of the Berlin setting. The company 
was founded by the young Swedes 
Eric Wahlforss and Alexander Ljung 
in 2007 who set up in Berlin due to 
the emotional attraction that the city 
provided. Just as in the case of Ableton 
one of the Sound Cloud founders had 
a background as a producer on the 
electro music scene in Berlin. 

The example of Berlin should be of 
interest to policy makers and others 
who try to stimulate technological 
development. Research funding and 
programs for collaborations between 
business and academia are well known 
policy options for such ends. The case 
of Berlin provides an alternative lesson. 
It might be so that it is through sup-
porting social settings that are exciting 
and fun and which allow for experi-
mentation with both technologies and 
identities that the way to technologi-
cal leadership is found. The challenge 
is that such a path to technological 
leadership does not go through plans 
and policies, it is driven by creativity 
in its truest sense; the ability to make 
something out of nothing. 

A trip to the vibrant “Silicon Allée” in 
Berlin is a must for anyone interested 
in the frontiers of information technol-
ogy. If you go, then you join a band 
wagon of young talents and investors 
from all over the world. In an increas-
ingly digitalized world it would seem 
like a paradox to emphasize place as 
a driver of technological leadership. 
However, it is an essential insight from 
studies in geography that place has an 
essential role in explaining the surges 
in creativity that characterizes certain 
places at some times. The case of Berlin 
shows unexpected coupling between 
techno clubs and high tech companies.

The Berlin setting for creative indus-
tries represents an extreme case of 
how political, cultural, technological, 
and economic forces interact to shape 
a creative and economic field. During 
the period 1990 to 2010 the setting 
moved from a position as a subversive 
underground of illegal clubs in the 
post-unification ruins of the city, to 
being integrated in the symbolic projec-
tions of the Cities authorities. At the 
center of this development we find the 
techno clubs which popped up in the 
abandoned and ownerless properties. 
The clubs’ character as are “here and 
now” collective creative experiences 
brought the youngsters from a formerly 
divided city together, generated excite-
ment and provided arenas for musical, 
artistic and organizational experiments. 
Gradually the scene in Berlin gained 
force as magnet for companies in the 
music industry. The move of Univer-
sal Music and MTV Europe to Berlin 
around the millennium were landmarks 
in this development. Today the Berlin 
story is one of economic dynamics and 
a breeding-ground for starts-ups in the 
creative industries. 

It is in connection with the music in-
dustry where we find some of the most 
fascinating high technology companies. 
Take the example of Ableton. The 
company has been around for more 
than a decade and develops software 
that has changed the production and 
performance of electronic music. Today 
their flagship product Ableton Live is 
globally distributed and an industry 
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