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Andreas: 
All right, let’s continue here.  We’ll go around the room once.  I want each group to say; given what we have heard already at this point in time, what is the conditional best piece that you have?  Don’t say the same things we already have on the board, but come up with stuff that, knowing what the class has already said, is still new.

Which corner shall we start with?  Since I didn’t get to you guys over there, let’s start with you.  Say your names again, because otherwise we have chance of learning everybody’s’ names.

Juan:
Professional versus personal.  It’s stuff that you want your boss to know and stuff you don’t want your boss to know.
James:
We had a lot along the lines of language, cultural norms, and socio-economic status.  Methods and norms of communication and how they vary across geography and cultures.

Roger:
We had one we called recordability.  If you look at the case of email, you have [0:01:33.7 unclear].  If you have a regular voice exchange, there is possible denial…
Andreas:
That’s a good point.  I did an 8 hour deposition a couple of weeks ago.  I couldn’t believe that the court reporter said, “What matters is not what came out of the mouth of the guy.  What matters is what the court reporter wrote down.”  I said, “What are you talking about?”  Is it me telling the story, or is it the court reporter telling the story?”  It’s fascinating; I asked in the beginning whether I could record it with my little device.  I said, “I say equity; she says agreement”.  That’s a different meaning.  It’s very interesting how traditional things are just really going to be crushed by technology and by people who actually live with everything they’re saying being recorded and transcribed.  


I’m actually considering putting the transcript up as a wiki.  If you actually see things then you can fix them.  Who thinks that would make sense?  Probably nobody.

Male:
Could you add comments?

Andreas:
Does somebody know a good wiki software?  The one CAL is using is not all that great.  If somebody knows, come up to me after class and we will consider how we can make this better than just dumping a Word doc onto the web.

The point you made was recordability.  You know how much I love airlines.  When United says, “For something-something purpose,” I’ve forgotten what purpose of [0:03:15.8 unclear] of the customer?  No.  For the purpose of improving our service?

Male:
Increasing United’s revenue

Andreas:
Increasing revenue.  This conversation may be recorded.  This first thing I always tell the agent is “Just want to let you know; I’m recording this conversation.  I hope you don’t mind.”  

Sarah:
We thought digital versus physical dimension.  Even though it’s all online, you still have Facebook where you know people in the physical world versus Yelp and similar communities where you only know them from a digital perspective.
Andreas:
The big question here is what’s the difference in this?  I’m doing a study with Facebook on virtual gifts versus real gifts.  The dimensions are different, but it’s not clear which connections are more intimate.  Digital versus physical – okay.

Male:
We thought of push versus pull.  For example, if I am calling someone on the phone… will answer, but emails are for people who read it whenever they feel like it.
Male:
It’s not the same as synchronist versus asynchronist.  There are really mediums where you have to pull the information.

Male:
That’s exactly what I was about to add.

Andreas:
What’s the condition?  They said this.  What are yours and your neighbors?

Ben:
One that’s not up there?  

Female:
0:04:43.7 can’t hear]

Andreas:
How about the other white guy and Asian lady behind you?  [Laughter]

Male:
[0:04:59.6 can’t hear]

Andreas:
I’m sorry; you seemed separated.  Ménage-a-tois.  What about you guys?

Male:
We thought about monitor and censor versus unmonitored and uncensored.  

Andreas:
And self-censored.  

Male:
Scale means serious communication and casual communication.
Andreas:
Only one, otherwise we will have nothing left for the others.  It’s actually very interesting how I’ve worked with a Chinese blog company.  By the way, who of you are from England?  Only one person, okay.  As you know, in China, if you want to write certain words in MSM Messenger, for some reason they just don’t appear.  It’s funny.  That really leads to people self-censoring themselves.  They know that they can type certain words as often as they want and it won’t get through.


A student of mine from the Stanford class last year decided to do an internship in Beijing. He is a white guy who speaks [0:06:06.4 unclear].  He was doing all kinds of things on the computer.  One evening, there was a hard knock on the door and two uniformed guys showed up.  They saw there was a white guy there and said, “We just wanted to check the fire extinguisher.”  It’s good to have security that extends even to the fire extinguishers.  

Male:
[0:06:36.8 can’t hear]
Andreas:
Do we know the person we are talking to?  Do we know the recipient, the reader, the listener?  Is that the question?  Okay, what do I write in one word?  There are actually two elements in it.  One is “do we know the reader” or target the reader.  Greg Hochmuth had a wonderful TechCrunch article on how the behavior of people has changed by them believing that they know their readers on the blog, as opposed to a few years ago when they didn’t believe it.  There is feedback now on the blog.  


The other point, and I might add this myself, is what kind of identity does the sender have?  We talked about physical identity in your case, versus digital identity.  Is it an identity that is persistent?  Is it an identity like on Craig’s List, which is good for a week, or is it totally anonymous where I create a new identity every time I do something?

Ted:
What characteristics do you also have around that identity?  How much else do you know about them?  Where else are they posting?  What other qualifications do they have?  Who has endorsed them?  It leads into the whole point about reputation.

Andreas:
I’ve never worked for Facebook, so it’s not that I’m pushing Facebook in any way.  I’ve never received a check from them.  I just think that from an innovation perspective, there is a lot happening there.  What I just did on my blog is that if you now want to comment on something and you hit the “comment” button, it will immediately look you up on Facebook.  In this case, I clicked on that button and your picture will appear there.  Your comment will now be distributed across Facebook.


There are two elements in this.  One is the persistent ID.  We took your remark and flipped it around; and the other one, which we haven’t talked about yet, is the element of distribution.  If you comment about something on my blog your friends on Facebook will see that, which is actually just something that didn’t exist until very recently.  


We need to make sure we get through in time here.  Sorry.

Male:
The stability of that medium to … 

Ted:
… non-verbal cues

Andreas:
Okay, or maybe like if you say, “huh-huh”; I don’t even know how we pronounce these things; we just do them when we write stuff.  We mean something with it and we don’t talk this way.  We don’t grunt at each other.  
Male:
I think ours is slightly different.  It’s the intended meaning versus perceived meaning.  If we have intent in one message, the receiver might perceive it slightly differently…

Andreas:
That’s an old problem.  [0:10:15.7 unclear]  Theory, fields of language have been thinking about this for the last hundred years, or so.  Intention is something that will come up because I know what those guys are going to say.  Let’s move on here.  

Male:
The one we talked about was reputation of the person and how valuable…

Andreas:
Reputation, is that a scalable number?  Is it a binary number?  Is it either good or bad?  Is it multidimensional concept?  
Male:
We think it could be based on several criteria.  How many times has a person bought a product… are they somebody trusted in that community?  Are they writing a blog or an article about something that they generally are?  Taking into account the authentication, reputation…

Andreas:
Does it matter that I stand on this side of the desk and you sit on that side of the desk?  Does this mean I have a better or worse reputation than you have?  Is it by authority?  Is it by affiliation?  There used to be those days were there were companies around and people were primarily agents of their companies.  When were those days?  They’ve sort of come to an end.


That is what a professor said was one major source of reputation.  I think that a third of that is [0:11:34.7 unclear] new sources of reputation appeared.  A friend of mine, Brad Rubenstein’s relative is a professor at a university in the south.  He makes more money on Google AdSense on his blog than the university pays him as a Chair Professor of Law.  

Another story regarding this; somebody at Amazon told me a story many years ago.  Some guy who was consistently ranked number one, two, or three on some law advice blog, like “My wife always beats me up. What should I do about it?  Beat her back, don’t beat her back, or say Honey, can we resolve this?”  It became clear that the guy who was number one there was actually a sixteen year old Hispanic guy who never went to law school, illegal immigrant, living in a trailer in New Mexico.  


You had all these lawyers now, rattling whatever they’re rattling.  The community said, “Forget about this.  This guy is very reasonable.  We would rather listen to him than to you with your law degrees.”  

Male:
Force – is the person working on the company trying to market things secretly, if they have something negative to write about the company…
Andreas:
I’m not sure if the site is still around.  [0:13:14.6 unclear] 

Ted:
There are actually a ton of these companies.  Some of these sites allow employees of companies to come in, put up what they think of their jobs, how much they’re getting paid, and the motivation for you to go and put that information is you get to see all the information that everybody else has put in about your companies or other companies you may be thinking about.


Those sites are doing quite well.  I think if you Google something like “employee ratings of companies,” you will get about 50 different sites that do it, now.

Andreas:
Here, do you actually think this dude writes this stuff himself?  [Laughter]

Ted:
Actually, with Obama, I wouldn’t be surprised.  

Andreas:
I actually looked up the Speaker of the House.  There, it really didn’t look like Nancy’s writing this stuff herself.  What does this do for us?  


We had is the person an employee of the company.  Maybe it could be the source could be folded under reputation, potentially.

Ted:
I would throw the other word in there – transparency.  Do you know who it is?  Do you know what their agenda is?  Do you know what the other circumstances are so you can understand motivations and be able to evaluate the information?  How transparent is this source?
Brian:
Ours is the communication actual or not actual.  Is it something that requires you to take action …?
Andreas:
Although that might be in the eye of the recipient.  If you say, “I had this wonderful breakfast at Denny’s,” then some people might say, “Let’s go to Denny’s.”  Other people might say let’s go to the gym.  

Ron:
What we had was a communication medium, a channel by which you …
Andreas:
So many media so I think that what we’re seeing is that if you think about the different media – what I had in mind is that I think about all these attributes here.  I think about the media here.  That’s the table I created last year.  You see, that for different media, you have very different expectations in terms of actionability and saving stuff or finding stuff.


Okay, two groups left.  The only group with two ladies and one guy.

Female:
… one of the dimensions… exclusivity … subscription…

Andreas:
Exclusivity is actually very interesting for this thriving business model of [0:16:30.9 Von …] of private sales, of people claiming that you get special deals somewhere.  I was actually thinking about spending one class trying to understand what this possibility of pretending that something is special, just for you, and we’ll run out in an hour as opposed to Zappos having a million different pairs of shoes online for you anytime, or Amazon.  What does that do for marketing?  

Do any of you have experience in the [0:17:02.4 vont privie] what is it in English, private sales?

Ted:
Private sales – I can offer a really interesting example of a company called Ideally, which people subscribe to a text message.  You pay $10 a month to be on this list to get these text messages to your phone.  You do it because you know, at some point during the month, that there is going to be some tremendously exciting sale like a Prada handbag that would normally sell for $1,000 and the first ten people who respond can get it for $100.  Yeah, I’m the kind of guy who buys Prada.  [Laughter]  It’s an amazingly successful model.  


What’s really interesting is the way in which it initially got started.  They thought, “We’ll be able to subsidize getting these cheap versions of these products into peoples’ hands by all these subscribers.”  Actually, companies like Prada have come to this channel to reach these people who really want to be on the forefront of getting the next greatest thing, to find out how fast some new thing will sell at what price.


Prada is giving them the handbag at the $100 price.  They don’t even have to subsidize it because Prada is then getting all the market data about who is responding to that offer, how fast are they responding, and at what price.

Andreas:
Does anybody want to add something to this conversation about dimensions, which I will give to the people who do the wiki this week; you can embed it and make it a nice table?

Male:
I just want to follow up on the comment about Prada.  Wouldn’t that exclusivity be lost if they incorporated that price in a broader market?  The minute it goes to a broad market, it’s no longer exclusive.
Ted:
They’re certainly not taking those $1,000 handbags and making them $100 in the broader market.  They are learning about what, in a given season, a given style is more attractive.  They can say, “We put this thing out for $100 and it sold in five minutes, versus it took two hours to sell it out.”  People responded to it or they didn’t respond to it.  They can also look at who responded to it.  They can say, “Women on the upper west side of New York responded unbelievably, whereas nobody else did,” or whatever it happens to be.

Andreas:
I’m not sure whether you learned in some class on manufacturing and supply chain or something like this, how the Zara business model is very different from the traditional business model.  If Madonna gives a concert in Barcelona, a week later, copies of her dress are in the Zara stores.  They locally manufacture it in North Africa and the area there.  It’s very different from now producing the spring 2010 collection in China.  It’s again, an information play.  By them understanding that they throw out something and then suddenly they can reproduce stuff very quickly.


In Germany, we have a company called [Chibor].  Their slogan is [0:20:12.6 German], “Each week, a new world”.  They know exactly, now, what they are putting in their stores fifty-two weeks from now.  That is really the totally opposite approach.  They carefully do the merchandising.  They have stores where they try out stuff that is top secret; which are the stores they are trying, which are the stores this week where they’re trying out stuff for next year, the first week of April?  They just manufacture this as opposed to the real time approach, the feedback loop, which Zara has.


I now leave it basically as a contemplative exercise for you for a moment, to think without us telling you how it works. Which of these communication dimensions is it that a marketer should leverage, which they couldn’t leverage a few years ago?  It’s another half-hour conversation, but I felt that constructing the space is the more important work than describing the points in the space and what you could do with it.  

You will see; many things in this class, it’s a short class.  We have seven two-hour sessions.  I can’t do things where I can always show you what the consequences are.  By showing you what the axes are I hope that you will be able, yourselves, to figure out down the road, “Gee, didn’t I look something up?”  You can look it up on the wiki and in this case, what are the tools, how did they differ, Twitter versus Facebook, which is clearly related to the homework you will do.  Of course, in the social networks, you know how they play in this space of the axes you helped us create.

Does anybody want to add anything to these communication dimensions?  What did we miss?  

Male:
Spontaneous versus contemplated
Andreas:
I like your point before, Norberto, about the cost of the system.  How little is the increment?  Can I just check a button and say, “I have that problem, too” as we can do on GetSatisfaction, or do I need to find a stamp and an envelope and actually mail something in.  

Male:
Ongoing versus one time

Andreas:
Ongoing versus one time, expectation – we talked about the expectations of response.  What is United Airline’s response, 0.4% of all the letters they get, or some number like that?  I wonder if I actually do want to send a letter.  

Male:
Interoperability

Andreas:
Interoperability, what do you mean by that?

Male:
You go on Facebook and that’s what you added to your blog.  Now, the communication is interoperable through all these systems, whereas if you call me, that’s not really operable…

Andreas:
Open versus closed; can I take the data?  Can I take the communication I created and take it elsewhere?  eBusiness used to be that you would go to Amazon, you wrote your review, and Amazon says, “Thank you, and we’ll do with it whatever we feel like doing with it.  Now, if you put in a blog, it’s mebusiess.  You are doing whatever you want to do with it and Amazon is welcome to grab a copy of link to your blog and give you some Amazon juice.  
Male:
I think there is also an issue of segmentation of communications.  Sometimes I want a conversation to only take place in a certain aspect of online.  When you share your Facebook connect on your blog, maybe there is a comment that I don’t necessarily want all my friends to see.  It may be a nerdy comment on it, on a tech blog somewhere.  The ability to contain that conversation within some sort of communication channel rather than the whole world seeing it; I think that has some value.

Andreas:
Yeah, we sometimes wonder if the comments you make on the dating site will be populated elsewhere, more than the nerdy stuff, I think.  [Laughter]  


We now are moving on here.  The next question.  We talked about all this creation of data because at the heart of what we talked about in these dimensions is these are descriptions of how people create data.  That’s what we have at the essence.  

We talked about different social networks making it much easier for us to create and share data.  Now, the question is what is the value of these data for business?  We are here at a business school.

Ted:
I want to go through a couple of examples quickly that may not be immediately, obvious uses that you would make of this data.  The first one I want to talk about is a company called Rapleaf, which is collecting data about all of your behavior in social media, whether you have a Facebook account, a Twitter account, when you created it and the last time you were active in it.  


One of the things they’re doing with that data is using it for fraud prevention.  BestBuy is an example of a company that licenses this service.  If you go to BestBuy, on their online site and try to buy a product – if you were going to buy a big, easily fencible, expensive product like a big screen TV, they would say, “We want to check to make sure this person really is who they say they are.”  If you are buying just a DVD they’re going to ship it to you and not worry about it.  They might go and spend $1.50, with TRW or First Data to do a background check on you to see …

Andreas:
Do you know what TRW is?  It’s one of these bureaus where you pay some amount of money…

Ted:
There are all these credit bureaus out there that have a whole bunch of data on who you are.  They correlate it with your social security number, your address, your name, your phone number, and now your email address.  For $1.50, BestBuy could go to one of these big clearing centers and ask, “Does this person have a good credit record?  Are they who they say they are?  Am I shipping this to their real billing address?”  

Instead, now they are prescreening many of these transactions through Rapleaf for $.13 a transaction instead of $1.50.  They are saying, “The email address this person ordered this product from, is that email address a real person?  What is their reputation?  Do they have a Flickr account?  Do they have a Facebook account?  How long have they had it?  When was the last time it was active?”  They’re actually using the activity of behavior pattern that you, as consumers, have online in these social spaces, as a way of validating that you are a real person.
Female:
… might be a follow up of … separate account for all these transactions.  They do not list this particular account in any of their Facebook or whatever.  They just use it for this junk mail…
Andreas:
They are good in combining those.  For instance, I used to be Chief Scientist at a VC firm called BB Capital.  Rapleaf doesn’t allow me to say I’m no longer there, I don’t have anything to do with this.  Rapleaf doesn’t empower me to be in charge of my data.  But, we figured out that because you gave this address one time, and this address another time, that you must be the same guy.

Ted:
It is interesting the way that it is cross-correlated.  You are absolutely right that in some cases, when they do that email check, you won’t show up.  That doesn’t mean they cancelled a transaction.  It just means now they have to spend the $1.50 to go to TRW.


Out of many of these transactions, they are reducing over a dollar from the cost of doing these credit checks.
Andreas:
I’m showing you my Rapleaf.  What they do is they ask you to give them email addresses, with no real benefit for me.  Then, they say, “This is what we discovered about you; first known activity over five years ago.”  I had a web page in the first year of the web.  Then they find me on Facebook, LinkedIn, Tagged, Flicker, hi5, and so on.  What they now know is not only who I am, but they now also see who my friends are.  Who am I connected with on Flickr, who I am connected with on the other networks.

Ted:
They also find out something about your interests.  This brings up the second example I wanted to highlight another company called UNBOUND Technologies, which is based in Palo Alto.  They are building an enormous social graph out of all the data from all the social networks and all these social spaces that people are participating in, to understand what people are interested in, and who they are connected to.  Marketers are using that data to be able to effectively target your friends to participate in behaviors they observe you behaving in.  


As an example, Ford took a list of email addresses of people who had bought a particular Lincoln Mercury vehicle.  They took that list of email addresses and had UNBOUND Technologies run it against their social graph.  They found out who are all the friends of the people who we know bought this particular car.  Then, they actually cross-correlated that with TRW to get the physical addresses of your friends.  


They sent out a physical mailer inviting your friends to come into a dealership to test drive the car, with the theory that first of all, if you have a friend who bought the car you’ve been exposed to the car.  You already have an opinion about it and hopefully your friend liked it.  You’ve already heard something good about it from word of mouth.  


Second of all, if your friend bought the car, you are likely to be in the same sort of socio-demographic grouping of people who would likely buy a car like this.  They found that the response rate of people actually walking into showrooms and test driving a car was between three and four times higher when they sent this mailer out to friends of people who had bought it than when they sent it out to simply a group of people that matched the same socio-demographic profile.
Male:
I don’t recall where I read an article… strategies to know your professional customers better.  Are there any issues with privacy and how … reaching out to your customers?

Ted:
I think there are two sets of questions there.  One is what is law.  As we found out, not everything that is legal should be allowed.  There is a second order of question which I think you are also asking, which is what is ethical.  Certainly, from the question of what is allowed, Ford would never have done that work with the email addresses of people who bought the car if those people, in giving up those email addresses hadn’t said, “Yes, you can use my email address for these purposes.”


The problem is that we all know, from filling out those forms, they can be misleading and confusing.  You say, “Wait, so I check the box and you do use my email address or you don’t use my email address?  Is it pre-checked or is it not?  There are three boxes so which one should I check and not check?”  I think there is an ethical issue in disclosure, when those email addresses are collected.


There may be good reasons for people to say, “Yes, I want you to have my email address, and yes, I’m willing to let you use it.”  In fact, I really do like the car and I really am a fan of Ford, so I want to be a part of the fan group of Ford.


I think the legal issue is, is there disclosure, but unfortunately, you can disclose without being ethical.  I think the ethical issue is disclosure that makes sure that people who are giving up information understand how it’s going to be used.

Andreas:
Let me give you an example.  If you want to know more, there was a conference last year at IBM.  I gave a talk, and Cynthia Dwork gave a talk.  Cynthia used to work at IBM.  She is now a researcher at Microsoft.  She is also a cryptologist.  She is in the business of precisely finding those things where somebody thought that had anonymized some data, of cracking through that and showing how poorly it was done.

For instance, the best spent million dollars in the history of marketing is the [0:32:39.8 unclear] price.  On the [0:32:41.9 unclear] price, it turns out that they say a hundred million customers, and so on and so forth.  To protect customer privacy, all personal information identifying an individual has been removed and all customer information has been replaced by [0:32:56.3 unclear].  

I am safe, right?  Hmmm – there is a source of auxiliary information which is Amazon’s IMDB, the Internet Movie Database.  Now, the amazing thing is if you actually use the information from IMDB and [0:33:19.6 unclear] … When people have eight movie ratings, and that’s not that many; many people have rated more than eight movies.  You see that 96% of the NetFlix subscribers who were anonymous could be identified.  I just want this to sink in here.

Netflix did a good job of anonymizing their data.  Without very much work, you can get to those people who have a reasonable contribution there, namely, eight movies rated or more, you can identify 98% of them by name.  


The next example are examples from the literature she quotes, including Kaiser, where in some study (an HMO, I should be clear) there was a name and so on removed.  They just had the zip code, birth date, and gender.  Somebody else, however, had the birth date removed and just had … you get the idea.


I will give you the pointer here.  The pointer is this page that IBM put together very nicely.  Cynthia’s presentation is about half an hour.  It is definitely worth watching if you are interested in privacy questions.  Here is Cynthia Dwork, and you can download it.  It’s a Windows WMP file.  It will give you some idea of what it really means to have anonymous data out there.


I don’t want to scare you; I just want to show you how the world is.  By the multiple sources of Rapleaf or UNBOUND Technologies which they collect, how transparent we have become.

Ted:
We should decide what to do with the last twelve minutes of class.

Andreas:
Yes – what we have left here are the sociology of Twitter – what do you want to do in the last twelve minutes?


You want to see how this guy is actually using Twitter?  All right, I’ll give you the power.  While he is setting up, let me share with you my disappointment in the first wiki.  I want to make sure we iron this out in the future.  


The wiki is 40% of your grade.  It’s the price that people who ordered this class are paying.  You contribute to the wiki.  Every person needs to sign up for one of the wikis.  The wiki is a communal effort.  I think we decided Monday is the day when I expect a pretty good version of the wiki to be up regarding what we did in class.  


That means you collect the links we are talking about.  Put things in a relatively condensed form.  It doesn’t need to be long.  We have a transcript anyways, but I want you to spend energy reflecting on what we have been doing and put this together in a crisp way.


The examples I gave you came from Stanford from last year so you really have good examples of how that is working.  It wasn’t working last week.  I sent an email to class.  If there are logistics issues, I need to know about them.  Let me know if it’s not set up well, but it’s exactly the same set up I’ve always had.  If it was communication issues, that I didn’t make it clear that I expect you to do this, then I apologize.  From now on, no more excuses.  Do you have any questions about what I’m expecting on the wiki?

Male:
How do we get a group?

Andreas:
Okay, I believe in self organization.  What I think you should be doing today is to not leave without having a group.  At 4:00, when we shut up, you just find someone you think might be nice and say, “Hey, want to do a wiki with me?”  

Male:
How do we sign up?

Andreas:
You just add your names on the wiki.  The wiki is open for everybody in class, but only for people whose emails I have can contribute to the wiki.  The rest of the world can read it so it’s open to read but only for us to contribute.  Each wiki, at the bottom, should have the people, names, or whatever information you are comfortable with.  You can say whatever you want, as long as people know who you are.  The German guy with the striped shirt in the first row, if people know you by that it’s good enough.  I don’t want to assign groups.  I think you are big enough to figure out who you want to work with.

Let me take a moment and tell you what the other assignment is.  We will then have Ted do his show.  We have a wiki as part of the class and that counts for 40%.  I am taking your contribution serious.  Everybody gets logged so I can actually run a quick script and get a feeling about who said stuff, what got erased afterwards, and who said stuff that other people built on.


The Twitter homework was relatively clear.  We talked about it last week.  I now want to introduce the other homework that I am assigning today.  Let me see if it’s online.  You are the fulltime people, so you click on “fulltime” here.  This is not for the evening/weekend MBAs.  

Here is the homework two.  Imagine that you work for the CMO of Proctor & Gamble.  It’s a big marketing company and you’re responsible for one sub-brand, for the online presence of that sub-brand.  The transfer is that I talked to Facebook and legal doesn’t allow us to have a page for a real company.  The transfer you need to do is you have to have a fan page which you are comfortable with and related to what you are doing.  In our case, this is something related to the social data revolution and marketing 2.x.  


You can think about [0:40:50.4 unclear], which is sharing data.  Think about 23andMe, where people share their DNA.  You can think about environmental data or many other things.  In your group, groups are up to eight people, you come up with some sub-set or sub-cause of the social data revolution.  Make a Facebook page for that and now the fun starts.


The first part is that you create, in your group, a concept of what should be your strategy to get that brand page out to the world.  What should be your strategy to get the world to come to you?  What do you want to do?  Do you want to us Twitter for it, etc.


The second thing, which is a very important one for me, is that each group comes up with a set of metrics that they think would be a good set of metrics to be evaluated by.  For instance, if you just focus on virality on user acquisition, what you get is what most games have.  You have viral experiential increase followed by collapse.  They didn’t optimize for what a brand should be optimizing for, namely, the product between acquisition and retention.  


You have to think about metrics of engagement.  That is part of where the learning happens here.  In your group, come up with a dashboard that you present to your boss, such as the CMO of Proctor & Gamble.  “This is how I will have my campaign evaluated.”  

I will look at all of those and I will come up – both from the Stanford people and here, with one overall dashboard that will get implemented.  Now, the third step is that once you know what the dashboard is, once you have refined your concept, once you’ve built an initial page and submitted the link of that page, it’s time to go to work.  Show that your marketing concept that you figured out actually works.

I am talking with Facebook, and chances are pretty good that we will actually be able to give you real money to run real campaigns on Facebook.  Then, we will see, on a daily basis updated, the metrics that initially came from you which I then signed off on.  We will see how each group is doing.

We will also be able to peek at that other group, which might be doing better than we are, and try to figure out what are they doing right.  Is it the scantily dressed women on the page, or the scantily dressed guys?  What is it that actually makes that group be more successful.  I think that’s how the learning will happen.  Every day, totally transparently, we will see where we are.  At the end of the semester we will automatically grade by how well your group fared in comparison to the others.


At the end of Stanford’s quarter, which is two weeks after yours, we will release the final numbers of who was doing better, Berkeley or Stanford.  Sound like a good plan?  Any questions?  Ladies first.

Female:
We’re pretending to be a company and then getting a viral campaign for that company out there?  It’s fake.

Andreas:
It is not fake in the sense that you’re pretending to be Coca-Cola.  You want to rally people behind something related to the social data revolution.  It could be that you’re concerned about privacy, which ever aspect you want to pick.  The online brand manager at Nokia, for instance, the digital marketing guy, it’s his job to pick; is he going to push for Nokia Maps or for the new business phone, or whatever he is pushing for.


Part of the group discussion – and I suggest that once you find people, figure out who is interested in environmentally conscious social media campaign, figuring out what the cars are doing across the Bay Bridge.  I’m not making up the things for you.  You have to decide what it is.  You have to be behind it.  It’s not fake.  It’s something you care for.  I care for social data, by the way, so I hope most of you do.  It’s not pretending to be something but it should be you.

Male:
About the metrics, what do you describe … measured?  It’s a different metric than you actually would do as a metric for your own sites.  Different subjects, by themselves, will generate better results.  That’s one kind of measurement.  Both teams will be competing.  If you do the measurement for yourself, you would get completely different metrics.  You actually don’t…
Andreas:
I somewhat disagree.  If you have metrics, for instance, create a peer.  Some of the things will be clear when you spend half an hour doing it.  If you do a page, you have a pull down menu that Facebook give you day after day, up to date engagement metrics.  You have a good building block to be on.  I’ll be at Facebook on Friday in two weeks.  Whatever you come up with, if I think it makes sense, I’ll try to get them to implement for us for our dashboard.  


See what is there right now, before judging it’s not the right metrics.  If it’s missing, then tell me and we’ll talk about it.  Two more hands were up and then we’ll learn from Mr. Tweet what is happening.

Male:
More or less the same question.
Andreas:
Is there anybody else still having a question?  If not, you get the cable and the last three minutes for showing us…  I hope it’s not too embarrassing about me.

Ted:
Look, it’s all public data so what are you going to do?

Andreas:
But search makes things which not searchable before suddenly very frightening.  

Ted:
I have a lot more things that I could say about Twitter than I have time to say now, with three minutes.  I’m showing you a thing that looks pretty different from the main screen of Twitter.  This is called TweetDeck.  It’s one of a whole bunch of different applications that people have built on top of Twitter to make it easier for people to manage large amounts of information.  


You can think about Twitter in a lot of different ways.  A lot of people used to think, “Twitter is just me and a couple of my friends, and we’re chatting with each other.”  That’s certainly one use of Twitter.  The way I use Twitter is I think a really interesting, emergent form.  It’s not broadly adopted but I think there is certainly tens of thousands of people now using it in this way.


What I’m doing is slowly building up a whole cohort of people that are in my field and are interested in thinking about the things I’m thinking about and I’m following all of them.  I’m following almost 300 people, now.  If you’re going to follow 300 people, you need a tool like this, like TweetDeck.  It gives you the ability to instantly go and search for things, build profiles of groups of people, track who is talking back to you in conversation.


I look at Twitter in a couple of different ways.  One is I look at it as a river of information that I can dip into periodically.  I’m not trying to follow all of it.  When I have time, I might be sitting on the bus heading to San Francisco to my office and I’ll say, “I have fifteen minutes.  I think I’ll catch up with as much of what’s going on with Twitter right now as I can.”  I’ll scroll through all the things that people are saying at any given time.


Or, I might say I have a very specific thing I want to find out.  I might want to find out what people are saying about Andreas.  I put up a search for aweigend.  Here are all the things.  I tweeted just before walking in here about the fact that we were doing this class.  He did about his civics exam.  Somebody else said something about a backup test you’re doing.  You can look through this whole history and find out what kinds of things  he’s talking about and with whom he is talking.  


I have a section here that is all the employees that work for my company and all the things they’re talking about.  I can keep track of what’s going on within my business.  This becomes a way for me to manage this large amount of information that is going by. 


That actually opens up a whole lot of new things that I can do with it.  For example, the primary place I read news now, that I find out about what’s going on in the world, about the things I care about, is through this group of people or cohort of people I’ve collected that I care about.  What they are often doing is saying, “I am reading such and such”.  I am interested in social media is one topic, so I follow a lot of people who talk about social media.


For example, at the beginning of the class, I saw somebody post that there was a  really great slide deck.  I opened it up.  I’ll read ten, twelve, or fifteen things every day that are recommended to me through my network.


The other thing I can do with it is I can actually pose questions out to that network.  Andreas said, “I need to get a hold of someone, can you help me get a hold of him?”  I simply posted …

Andreas:
That actually was that one of you posted on the wiki a really great link to [0:50:13.0 unclear], who I didn’t know.  Who did this?  I’m just curious.

Ted:
The founder of Twine

Andreas:
That was a very great link on the wiki.  I thought, “Whoa, what a great guy.”  We were talking and Ted said, “I’ll just ask my network.”  

Ted:
Yeah, and you can see here is a guy who does PR for Nova Spivack at Porta Novelli.  Here is Nova, himself, answering saying, “Hey, are you looking for me?”  Here is somebody making recommendation to go talk to Twine.  Here is somebody who says, “I used to work for him.  I could introduce you.”  Again, a whole bunch of people jumped in and said no problem, I can connect you.  I ended up with three personal introductions, talking with him, and introducing him to Andreas.  Andreas is now trying to get him to come speak to the class.


It is an enormously powerful tool to use if you think about all the different kinds of uses.  I’m sorry we don’t have more time to go into it.

Andreas:  
All right, on that note, thank you for all your comments.  Thank you for coming.
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