Transcript of Andreas Weigend 
Marketing 2.x:  The Social Data Revolution

MBA 267, Spring 2009-B

Haas School of Business, University of California at Berkeley


Andreas Weigend (www.weigend.com)

Marketing 2.x:  The Social Data Revolution
MBA 267, Spring 2009-B

Haas School of Business, University of California at Berkeley

March 19, 2009
Class 1: (Part 2 of 2)

This transcript: 


http://www.weigend.com/files/teaching/haas/2009/recordings/audio/weigend_haas2009_1introduction-2_2009.03.19.doc
Corresponding audio file:


http://www.weigend.com/files/teaching/haas/2009/recordings/audio/weigend_haas2009_1introduction-2_2009.03.19.mp3
Previous Transcript: (Part 1 of 2): http://www.weigend.com/files/teaching/haas/2009/recordings/audio/weigend_haas2009_1introduction-1_2009.03.19.doc
To see the whole series: Containing folder:


http://www.weigend.com/files/teaching/haas/2009/recordings/audio/
Andreas:
The question, here, is you had ten minutes to figure out what do you think is exciting about it.  What are the questions you have?  I want to collect, in a fast-paced way here, for the next fifteen minutes and then the last three minutes we’ll do logistics about who is doing the first wiki.


At the end of the class, I will collect from you what you might have, in terms of your write ups here and there.  I promise to look through every one of them.  Add to this one more thing; if you know of any cool startups that you think aren’t that well known, add them to it, plus if you have guest speakers you really might be interested for me to bring into class, let me know that as soon as possible.  These are the other two things where we might want to reach to the outside to potentially get somebody to come to class.


I’m listening to you and I’ll give quick answers.  What did you come up with?  Who wants to talk about stuff?  What is the exciting stuff?  I haven’t heard from you, yet.

Ingrid:
I’m Ingrid.  Our group came up with how do companies like Amazon use all this user information about what you purchase… how do they mine all of this?

Andreas:
Okay, so the big point here is that we moved from the world of data mining, which we had in the 1990’s to data mining.  You should read the three pages that I sent you; how we move from sniffing the digital exhaust, which can be bad for your health.  Going through the garbage of what companies actually collect to being on a platform where people just say what they want.  You are asking a question which would have been a great question ten years ago.  Now it’s much more of how do we build a platform so people actually contribute, Yelp is one of these examples from before.

Male:
I want to review the trends and [0:02:07.7 unclear] future movement of social media and marketing in …
Andreas:
That sounds very MBA-ish here.  Break it down one level more concretely, here.

Male:
I just kind of anticipate what the future of social marketing and social media and marketing…

Andreas:
Break it down more concretely.  That’s always a good topic.  Why don’t we talk about the trends of something?  The only other topic which is about as good is that we talk about the myths of something.  If you break it down, what would you break it down to?

Male:
Social media marketing

Andreas:
What does that mean for you?

Male:
Yeah, what benefits are there?
Andreas:
We have Peter Hirshberg coming to the next class.  Peter used to be CMO or Marketing Exec at Apple, for the enterprise staff, about fifteen years ago, for eight years.  Then, he founded a company called Technorati, which tries to [0:03:02.1 unclear] the live web as opposed to the dead web.  Now, he is a partner at a company called The Conversation Group.  We have both the same agent at the Speaker’s Bureau, Monitor Talent.  Peter is actually a great speaker.  He does social media for profit and fun, something like that. 


I don’t know enough about it to talk about it here.  Social media is a topic, sure, but we want to break it down more.  What we are doing with Twitter, in the first homework, is already one example of social media.  I personally believe more in social data than just social media. 


The video should be up on the web.  I did a panel on social media marketing, in October of last year.  I ran a panel which I am sure you can find the video of somewhere.  It was done by WebGuild.  It was so-so, not a great event.  People have been thinking about it for a while.


Next question, and the more concrete you can be, the better.  The more you can bring your own experiences, your own wishes, maybe companies you want to work for and stuff like this, the better it is.

Male 2:
A couple of us are either starting or wanting to start our own company in the future.  We were wondering how can we leverage web 2.0 to gain coverage for our startup, and more specifically, how do we convince bloggers, especially popular bloggers, to talk about our startup?
Andreas:
I think the question really is how to get distribution.  That’s the term we use here.  There is a reason for many things – I’m doing them the way I’m doing them.  The reason I’m doing the Facebook group is I want you to see what you need to do to get Facebook juice.  It means that you have to constantly feed something to people, do something interesting for them.  They will comment on that.  You have to nudge your friends and say, “Hey, can you please say you like what I just posted?”  That is how those things actually work.  There is no magic formula.  It is really a plethora of things to get distribution.  It is not money.  It is not some simple rules that people have.  It is being creative about it.

Male 3:
You work for several startups – I was wondering how you put a dollar value on the kind of information you collect.
Andreas:
That’s an interesting one.  The value of data – the former CEO of Thompson Financial was known for turning data into money.  He always brings the point home saying, “Data is worth as much a people are paying for it.”  Let me give you a quick example here of how that landscape is changing.

Nokia bought a GPS map company 1.5 years ago, NAFTEQ, for $8.6 billion.  In the olden days, you used to pay – and I mentioned 129 Euros, for maps.  You can pay even more to get real time traffic updates.  One of the things that are worth thinking about is which arrows turned around. 


Now, as we are generating geo-data, as we take BART home, or drive home, or go to Bares, we create data.  As I’m driving over Bay Bridge, back to San Francisco, it doesn’t need a complicated model to figure out how the traffic is going.  

We have moved from a world where I pay to get data, to where I can say, “Dear carrier, what if you pay me to give you data so you can sell your traffic predictions to the rest of the world?”  The value of data, by the abundance of all of us being able to create them, the barriers that used to be there – for instance; there is the Official Airline Guide at OAG.  You need to own an airport in order to get listed in there.


Owning an airport is not cheap.  On the other hand, nowadays, with Twitter, if a United Flight is late or even if it’s on time, it’s probably worth Twittering about; that might be the right thing to create a database on, scraping the flight information and things like this.  


There is a lot of stuff, valuable data where people are paying for data – that’s a super interesting question.  There is also the question about cognitive dissonance that people often think people should be paying for something that perhaps nobody is paying for.  On the other hand, people might be willing to give away very personal data for very little money, just in exchange for a free gimmick.  The value of data is a super interesting topic.  


You know that Axiom charges $.30 a pop for 300 fields per person.  By the way, if you want to spend $5 of your money, send a check with your name to Axiom Corporation in Little Rock, Arkansas.  Have them send you all the fields they know about you.  You would be pretty impressed about how much they know about you.  They need to do this, by law; $5 to give you everything they have.  It’s interesting to see that dump.
Female 2;
I want to know about various methodologies on how to market on the site.  For example, Amazon is a customer and trade company that is … to use the most from the other, they have customer reviews, and also product averages.  I would like to know what else that they …
Andreas:
For Amazon.com, it primarily is the amazingly wonderful mind of Jeff Bezos, which is a totally customer-centric web mindset.  Let me give you an example.  Amazon has, at its goal, to support their customers to make better decisions.  It’s not to sell more crap, but to help people make better decisions.  They drive so many things that you see on the website, like if you want to sell the same stuff as Amazon, be my guest.  Here, use the platform; of course, we will charge a small percentage.  Or, if you want to help Amazon sell stuff by supporting people’s decisions, please be an affiliate.


That mindset that the goal is to help people make better decisions is really one of the deepest points that so much distinguishes it from so many other mindsets of marketers.  It really is different and I personally think it’s a very good mindset, just to give people the stuff they need to make the decision. If they decide not to buy this item, maybe they will buy something else now or maybe there will be another item in a month from now.  This is opposed to shoving something down people’s throat and basically them being unhappy.


Zappos is another very good company here, with Tony Hsieh, which pushes some of these things even further than Amazon does.  I can say so many things about these, but we want to get a few more questions up here.  The deeper and more personally grounded they are, the better.

Jeff:
I’m curious; now that Facebook and so many companies are collecting so much personal information on us, what are the ethical limitations that may correspond to what they can do with that data, specifically in how they allow people to market to us.  What are the ethical dimensions surrounding that and what are the privacy dimensions around that?
Andreas:
You have no privacy; get over it, is the saying.  Let me pick up the point you asked in class, during the break.  Jeff said he hates it.  “Now, on Twitter, they are all marketing to him,” and I said, “What are you talking about?”  “They’re following me.”  I said, “So what.”  

The interesting thing is that this marketing to somebody, which we all know and love, from television and other things, is just not happening in the new paradigm, anymore.  It’s up to him who he wants to follow.  If he loves T-Mobile or AT&T, he can follow AT&T and get all of their special promotions on campus.  


If he is not a big fan of AT&T, he can ignore them.  That’s very powerful, this flipping around that you follow who you are interested in, and they have to do something to earn your trust.  If you go to www.weigend.com/blog, I have four entries on the social data revolution.  In one of them, I outlined economics of trust, how that could be working.

Seth:
My community and I talked about what kind of new business models there might be around creating data analytics tools for corporations, providing different services to corporations that want to know, quantifying maybe customers who share very specific interests.

Andreas:
No analytics company ever made money, except [0:13:31.4 unclear].  It’s very difficult to make money on analytics.  Why; because people don’t pay you for the actual insights.  People pay you for what’s happening down the road.  


I want to take your point and then actually tell you about a framework that addresses that point.  I will get to your point and then I’ll close the class with the framework.

Female 3:
I’m curious as to how to engage people, people consumers, and industries that don’t traditionally use the Internet.  Either through [0:14:10.0 unclear], not for profits, I think there are a lot of people out there who aren’t active on social media, right now.
Andreas:
We need to make a few distinctions here.  Internet versus social media is not the same thing.  Do you mean who don’t use the Internet, or don’t use social media?

Female 3:
I guess I would be curious about both, whether it’s worth the effort of getting people who maybe don’t use the Internet or social media to break that.  Is there cost association?

Andreas:
The question there is what percentage of the GDP or the addressable market, whatever you call it, is actually held by people who are not “on the web” or on social media?  That should influence your business decision about whether you should go after them or not.


I want to close with the fame framework.  You have one thing from the first class to take home before we get serious in the next class.


We all want to be famous.  In 2000’s technology, we spelled it this way: PHAME.  Phame has five phases.  That really is a framework of how you should think about what we’re doing here.

1. The first one is that you have some problem.  

2. The second one is you have some hypotheses.
3. The third one is you think about some action.

4. The fourth one is you have some metrics.

5. The fifth one is you run some experiment.


Note the absence of data mining or of analytics in this framework.  There is a reason why we have those five things.  


The first one is the problem.  The problem also entails what it means that you have solved the problem.  Sometimes when you are consulting and customers want more and more and the client is never happy, you never sat them down and asked, “What really is the problem you want me to solve.”  


Hypotheses are what save you from getting buried in the data tombs of the last decade.  Figure out what you might want to do.  Let me give you a simple example.  At Amazon.com, you might have as a hypothesis that most people read from left to right.  There is a certain channel, how the eye is drawn, and that within that channel you put the more important things, and the less important things you put elsewhere.  That might influence your way of putting the shopping cart to the right or to the left.


In a phame framework, as opposed to when the highest paid officers of the company makes a decision, in a phame framework you find out the truth by running experiments.  The key thing is that these hypotheses lead to different actions.  To be honest; if you can’t come up with a set of actions, then you have to try harder.  If you say, “I don’t know, whatever the outcome is, I don’t know what to do about it,” then you shouldn’t even do the experiment.  

We talked about value of data.  Data is worth as much as the decision is impacted by the data.  In this case, if you can’t come up with different actions, then be more creative.  Figure out different hypotheses.  The hypotheses could come from cognitive science.  Read Dan Ariely’s Predictably/Irrational or whatever it takes.  Then you have actions. 

Now, one thing that many companies actually never really deeply get to is coming up with a set of metrics, not just one metric, but with a set of metrics.  In some cases, how much do we actually support the customer in his decision making process?  It’s not easy to know what the metrics are.  Hard metrics are long-term metrics.  The short-term metrics are the easy ones.  


Finally, run experiments.  At Amazon, I ran hundreds of experiments.  There was a question about startups.  It’s a good start to actually copy what companies like Amazon and Google, who are totally metrics-driven, totally experiment-driven, have actually come up with.


That is the last framework I wanted to leave you with.  I will see you in two weeks.  We will start in two weeks, by Philip [0:18:52.6 unclear] Four P’s, which you have probably encountered in other marketing classes.  If not, look it up on the web and see how this core of marketing, the Four P’s of marketing, has changed in marketing web 2.0.  

Thank you very much.  I’ll see you next week and can I get the write ups now?  Thank you.  We need a group of seven in the class who will do the first wiki.  Whoever is volunteering for this, I want to have one contact person I can hit up and send whatever I had.
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