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Andreas:
Welcome to Class 5.  Let me first give you the anchoring of where we stand, and then talk about what we’re doing today.  Including today, we still have three more classes to go.  In the next class, we will talk about something which we haven’t covered yet, at all, which is the world of feeds.  You might have heard about RSS readers, RSS feeds, and that is one way people – usually in an opt-in way –are willing to listen to the information that they hope to get value from.  

In the next class, we will have two people.  One of them is a CEO of a company called mSpoke.  mSpoke is a company that does relevance in feeds.  As you can imagine, as you open up that river of news, you could easily drown.  What are the information sources we can use, both in the world-wide web outside firewalls, but more importantly within organizations that help us discover relevant news items.  


We have Sean Ammirati being joined by the general manager of a company called NewsGator, which is in Colorado.  If you haven’t used any reader, I suggest you spend an hour or so playing with one of the readers.  You can use Google Reader or NewsGator.  I have posted, as a small mini homework, a couple of questions that if you have a friend working at a big company as an executive, I suggest  actually ask them about the world of the “live web” as opposed to the “dead web”, which is what Google Index is.


I should also address some concerns I’ve heard, which is that the workload is too high.  I apologize for that.  I don’t mean for people to work more than they should work.  What’s important for me is that you learn stuff.  Social media is so new that problems, almost by definition, are somewhat under specified and somewhat open ended.  We yet have, like in logistic regression, the seven-step program, which will lead to success.  The very nature that in this world, it’s about experimentation, and if you characterize what we’ve been talking about for the last four or five classes, it is always the same story.  The communication has become cheap; the feedback loops have become fast.

Don’t expect McKenzie, where Steve is going, to give you “This is your five year plan, and if you execute it, you’ll get rich.”  Nobody has any idea about a five-year plan.  We didn’t have Twitter even three years ago.


It is a different thinking that is pretty much natural in the subject matter of this class, that coming up with the right questions is often the hard part.  The answers tend to be easy.  That’s why I gave you the Facebook problem.  Believe me, we have thought very seriously about what might be a good problem.  It wasn’t that we just jotted it down.  We really worked hard.


I was just on the phone standing outside, talking to the head of Facebook Ads, to see if they are willing to give us some money and it’s not clear whether we really want money from them to run ads.  One of the points was there is acquisition and there is retention.  Ads only help with acquisition.  


There, the viral aspect where you don’t pay somebody money, but you create incentives for people to invite their friends.  [0:04:09.0  User acquisition tends to be zero].  It tends to be much more powerful than having some lame ads with .1% click through.  The answer will be coming by the end of the day, whether he will give us money, so you can run some ads because I know that two of your groups asked, or whether they say it’s just a waste of time.

What happened to my favorite group of The Favorite Dish?  Has anybody heard from that group?  I told all my friends I now know where to go for [0:04:41.5 unclear] and the website isn’t up, yet.  What’s happening?  

Student:
It is up.  

Andreas:
Since when?

Student:
A day ago it started populating.  

Andreas:
All right, I didn’t check it on that time scale.

Student:
Where is the place?

Andreas:
They slice the world different  than merely a restaurant.  We actually don’t know what we really want.  If I go to a restaurant and they show me twenty dishes, I don’t trust anything that they say.  But if really feel like spaghetti carbonara tonight.  Their idea is to slice the world, sharing data about where the best spaghetti carbonara is in the Bay area.

Male:
The reason I ask is I had the great [0:05:24.7 unclear] yesterday, for lunch, at Yang Sing.  It was really good, as good as Shanghai.  

Andreas:
Thin skin or thick skin.

Male:
It was kind of thick.  It was good.

Andreas:
The last week, I’m to talk about what I think is the wonderful underlying principle in all the classes, which is relevance.  We talked about a number of ways that this interrupt-driven marketing is not all that successful anymore.  By the way, I disagree with people who disagree with me here.  I think it is really on the way out, that people, by having their attention raped, get a positive attitude about the product and say, “Yes, I should be buying that.”  

We just find alternative ways of satisfying our information needs.  


Relevance, respect for the user, showing people stuff that they want – you have heard this in standard marketing, “Showing the right thing to the right person at the right time.”  We have so much more information here; this whole social data information that I think we are ripe in the last class to reflect on what this really means.  What avenues could we take in the companies we [0:06:42.7 unclear].  


I might tie this into recommender systems, something I know a number of people asked me to talk about.  I thought you had heard it somewhere else, but when I realized that you didn’t have a web 1.0 marketing class, I decided it is something we need to do because the bottom line of companies like Amazon is affected by about 20% by making good recommendations.  Those have changed from product-based to people-based social recommendations, and to situation-based of knowing what the occasion is.


What we have today is Julia, who is the Executive Director of the MBA program.  She had this brilliant idea and asked me to distribute a survey.  I sent it out last night, at 7:00, before I actually managed to go to bed.  Did you all get the email?  I will leave it up to you if you want to fill it out electronically, or maybe send it to Steve, if you want to do it anonymously, or we have enough hard copies here.  It just helps us to make sure we do some correction in flight here.  I’ve heard that you thought the workload was too hard.  


There are a couple of things I think I want you to because I think they’re worth doing and worth learning about.  One of them is to play with an RSS reader.  Do you have a question?
Student:


Andreas:
I know, right, I really did serious thinking about the homework because last year people complained that they didn’t have enough homework.  It’s sort of honing in here.  The Twitter homework was not hard and was not much work.  I think we agree on this one.  It was a good way – by the way, Steven did an amazingly great job of summarizing the best answers on the wiki. If you haven’t looked at the wiki of the Twitter homework, in wonderful brown color, are insights that you basically generated as an ensemble, which he summarized for us.  Thank you for doing such an amazing job.


It turns out that it’s really Facebook and that’s a project.  If you want to do a project, it’s much more difficult to define the boundaries.  The hard part is you have to come up with stuff.  That’s actually not that different from real life.  If you go to a company and you have the job of coming up with some social media marketing, nobody will give you the manual and say, “Follow this manual and you won’t get fired.”  It doesn’t happen this way.


There are enough pseudo wisdoms here from [0:09:47.7 Forrester] and other places, which I could happily recite.  It’s not at the heart of it.  If you know all of those, you still don’t know what to do.  I think those discussions you have in your groups is really what I was aiming for.

Don’t worry particularly about the grade.  If you do a decent job, I’m not a hard grader.  I need to see that we actually made progress, which brings me to one question.  Normally, I would do a thirty-minute final in class.  The sole purpose is not to give you trouble, but to have you sit with a friend or a couple of friends the day before, for maybe two hours, and try to condense down what was the relevance in this potpourri of new stuff.  It’s the same philosophy behind having a wiki.  You need to reflect on this stuff, sort of live it and try it out and discuss it with your friends.


That is my intent.  That’s why I thought we would do a thirty-minute final.  I totally will leave it up to you, and it’s one of the questions I put up on the survey.  I will go with whatever you decide.  I just want you to spend those two hours.  I can’t do it for you.  I can’t do the thinking for you.  Try to boil it down to see what was really relevant.


We need a class representative to buffer me from the personalized information on the forms, or something.  Who would be willing to be the class rep, to deal with the evaluation forms?  Do we also need a second vice-class rep, in case…[laughter]  I don’t know how it works here.  Maybe a woman for parity?  Okay a sex change?  Okay, I think sometimes it’s better – let’s find a woman here.  There are enough women in class.  Who is willing to help him out?  Okay, two class reps.  I will give you the surveys at the beginning of break and then it shouldn’t take more than five minutes. 

Today, we are going to apply the notion of having communication, bidirectional communication really cheap and available, coming from the consumer-to-consumer world.  We want to understand what companies in product marketing can use with those new channels.  How can they leverage them?  How would the process of creating products, marketing products, understanding what works, trying to figure out who might be the customer for this product, what could the value proposition be, would anybody get anything out of it or do I just build something for myself, how would we position it compared to other products that would be inferior be we might need to get it clear to the customer that we are better and why we are better.  


In this world, where the decision-making process of the customer is heavily influenced by social media, by doing a search on Google, and in most cases not influenced by the website of the company that shows up in the first few hits.  What can we do to make the border between the company and the customer more porous, to let things flow in both directions?  


I am very happy we have an expert here.  Dave and I met in Barcelona, when we both gave keynotes two and a half years ago, at the GSM Ogilvy Conference.  We took a lovely walk.  Only yesterday, did we get together in preparing the class for you.  I was super impressed about what he has put together.  I don’t want to steal more time here, but I will leave you the floor to learn about product marketing in web 2.0.  Thank you Dave.

Dave:
Thank you Andreas.  I think I’m going to lower this light so you can see the screen.  There is no homework for this presentation so you guys are off the hook.  Have I talked to any of you about product marketing before, in a class situation?  Hopefully, this will be a slightly different spin.  Some of the things may be similar but hopefully it will be a different spin.  Was that the enterprise class?  

Student:
It was B-to-B marketing.  
Dave:
Okay, so there will be some similarities.  You may forgive me a little bit.  I really took a focus in this class, in thinking about this whole new world of bidirectional resources, where you can really bring the customer into the equation as a product marketer.


To start, I thought about how would you define product marketing?  That is one of the biggest problems I had in the working world; getting consensus about what product marketing is.  There is no right answer.  What are your thoughts when I say product marketing?

Student:
Getting someone to buy something.

Dave:
That may be the end product of this process, but in terms of defining the process…

Student:
Thinking about what the product…

Dave:
It’s a large part thinking about what the product should actually be. 

Student:
… value proposition…

Dave:
It’s sort of both of these things, and it’s also the other end of marketing, which traditionally when you talk about marketing, certainly in the technology world, and in many industries, they think of the front end part of marketing.  You are out there talking to customers.  Someone has handed you a product as a marketer and they say, “Go market this.”  And you wonder, “Is it the right product?  Who is our target?  Do we know who the target is?  Do we have the right value proposition?”  These are all basic things that you really need to do, that soup to nuts of starting in the back end and thinking about who you are making the product for, what the product is, what the value proposition is, all the way to positioning and then communicating it, finding channels, thinking about the whole product consumer experience.  That whole thing, the way I define it, is product marketing.


I don’t believe there is nearly enough emphasis on that in many industries, certainly in a lot of the companies in the Bay area and a lot of the companies you may work for.  It’s a passion of mine to talk about product marketing.  

Today, if product marketing is about really bringing the consumer or bringing the customer into that whole process so you’re not independently creating a product and the trying to figure out who it is for and what it is going to do, web 2.0 gives you so many more new tools to do that and so many more ways to connect with customers, that I think it’s worth looking at this whole process through that lens.  That’s product marketing 2.x.


Who has seen the stop sign video?  In the wrong hands, product marketing can kind of go south, really quickly.  Here is an illustration of product marketing sort of going in the wrong direction.

[Video]
Guys, we’re a little disappointed in how this thing is testing, so we have some minor tweaks we’re looking into.

Dave:
You got the idea.  I show that only to say that you can go a little bit off the deep end with product marketing.  I’m the last person who is going to advocate that you don’t need great technology, don’t need great ideas, and don’t need great innovation that comes from people who are thinking about things that are possible.  If you can’t put them in the context of an actual user and an actual problem or solution, you’re probably going to really miss the mark, in terms of your business opportunity.

I’m going to talk a lot about those kinds of things, today, and about all these great new tools we have.  This is pretty much standard stuff.  We’re going to go through this bit by bit.  There is probably nothing here you haven’t already seen on this list.  You would be amazed at how many of these vital, obvious steps people skip over in the business world.  Some of you, I’m sure, have already had that experience, especially in certain industries.  Again, it’s really interesting to see how you can use some of the new tools, when you’re going through each of these steps when you get great product marketing.
Andreas:
May I interrupt for a second?  One of the interesting things that we saw in the first class, the Kotler’s Four Ps, of course there are problems.  The problems don’t go away.  They get totally reframed and one of the Four Ps is product.  If you think about on what time scale products used to live in the olden days, when you did not have this almost instantaneous communication with customers, plus the ability to do experiments.  It was really a different world.

Dave:
It’s like so much of the work you had to do up front and a lot of it was done in speculation and qualitative and quantitative research.  I think you are going to see there are a lot of new ways of getting feedback on a product experience.


Obviously, one of the most critical parts of any process; you don’t always start with picking a target.  Sometimes, you actually create a product; put it out there, and you see what happens.  You then find out who your target it.  I’m going to talk about some of those examples.


In the case of an Internet product, like Facebook, they knew exactly who they were creating that for.  Who was Facebook for when it was first created?  Who was the first target customer for Facebook?  College students, Zuckerberg and his partners knew exactly who they were creating that for and they knew exactly what problem they were trying to solve.  It was basically meeting people and hooking up in college.

Andreas:
Actually, the initial product was to share exams, to help people out at these hard east coast schools to find out whether they know something that could make your learning more effective.  It was not about hooking up; that came second.

Dave:
Really, thank you for sharing that.  How do you know that?  That sounds like a made up story, someone would have told their parents to justify what they were doing, at the time.  No?  It’s really true?  Good.  They clearly have a second target.  Facebook is not just college students anymore.  Who do you think their second target customer was?  It started with college students.  Who was their next audience?  People who just graduated from college.


All of a sudden, they’re not college students anymore.  They’re probably using it in a very different way when they’re not on campus.  Now, there are obviously many more.  Who knows what the fastest growing segment of target users for Facebook is, nowadays?  I don’t know how old you are.  It’s probably people actually older than you.  It’s women in their fifties who are connecting with high school friends.  That’s the fastest growing segment, in terms of demographics, on Facebook.  That’s the third or fourth or sixth target customer.


There are implications when you have different target customers and what you do with your business.  That’s what I want to talk about.  You have to know who your first target customer is, who your second one is, particularly when you’re starting out.  It’s so critical to listen well to your customers to get insights.  It seems like the best products in the world, and I’ll show you example later, are ones that are built on great insights.  

Again, with the Internet, it’s so much easier to get insights now, than ever before.  It’s a lot easier to have a conversation with your customer, to further understand them.

Andreas:
That’s an interesting discussion, whether it’s built on insights or whether it’s built on problems, or maybe is it the same; the insight is the solution to a problem.

Dave:
I think they are almost interchangeable.  When I think about the word “insight”, I think it goes a little bit deeper than the problem.  It often gives you the context around the person’s motivation, what their life is like; it’s a richer area and I think if you really understand insight behind someone who is having a problem you are solving, it’s a richer place to be.


There are a lot of different kinds of ways of looking at targets.  You’ll see me using a few Yahoo examples because that’s my most recent work experience.  I find Yahoo targeting is an interesting question because who knows how many Yahoo users there are around the world.  Anybody?  300 million?  It’s close, it’s 250 -275 million.  It’s a mass audience.  It couldn’t be any more mass.

If you’re the product manager or product marketer for Yahoo Mail, how do you know what product features to build?  How do you know which part of the whole product experience to work on if you don’t know which of these different segments you’re working on?  


The point about the web 2.0 world is there is so much data available, especially in Internet products, but even in non-Internet products.  There is so much data available that it is a lot easier to do things like segmentation, and not only to figure out who your customers segments are but to figure out which ones are the most profitable.  Who knows the two most profitable segments that Yahoo has, mass audience, 500 million worldwide users, the two most profitable segments?  Some of you may have heard me talk about this before.  
Student:
… age fifty or so.

Dave:
Baby boomers are one, excellent, who is the other one?  Not, not teenagers – least profitable.  They use all the shit and they don’t pay for anything.  They don’t click on any ads, don’t look at any ads.  They’re freeloaders.  I have two of them in my house, so I know this to be true.  


Chief Household Officers – we came up with that term, it could be a mother or a father, but it’s the person who is the CEO or the COO of a household.  Why do you think that is?  

Student:
…

Dave:
They may have a little more free time, although you’ll find the chief household officer is probably going to tell you that’s not the truth.

Student:
… decisions for purchase

Dave:
Yeah, they’re deciding what to buy.  They also like the Yahoo format.  They like a format where it’s easy to sort of get a lot of the information they’re looking for.  Most importantly, they actually click on ads, especially sponsored search ads.  That’s where all the money is made in the Internet business – not all the money, but that’s where the biggest profit is.


When we did this research, we sort of figured out who those people were, and we also figured out what their tendencies were as mail users.  That really helped us inform this segmentation, which I’m not going to go into detail, but we did this segmentation and identified these as the two most critical ones to maintain and grow.


Then, it told us what product features we had to build and what new product experiences or partners we needed to create to satisfy those two segments.  That’s using all this data to proper effect.


Who is familiar with the Dove campaign?  Almost all of the women are.  

Andreas:
Actually, we talked about it with Peter Hirschberg, who was the CMO of Apple.  He gave it as an example.
Dave:
It’s a great example.  It won the Grand Effie, hands down, which is an ad effectiveness award, which is the most effective ad campaign of 2006.  Here it is when you think about product marketing, one of the major things you focus on is what you learn from the customer to actually define what you do with a product.


In the case of soap, yes there are things you could do that involve soap, but what that whole brand experience and what the brand means is almost as effectively a part of the product.  Any CPG marketer will tell you that.  

The insight was so critical to this.  Who knows what drove this campaign in the first place, and that the whole notion – who wants to talk about the inside and then we’ll talk about what they built off the insight?  One of the women should answer this because if a guy answers this it’s not going to sound as honest.

Student:
…

Dave:
What insight do you think that was based off?  What do you think they communicated…

Student:
…

Dave:
Yeah, oh you were going to add to that, go ahead.
Student:
…

Dave:
Absolutely, and I think there was a sense that it’s unrealistic and there is this great video.  I’m going to show you a quick segment of it, which I think captures this beautifully.  Then, I’m going to talk about some 2.0 tools that are used to continue that conversation and to expand on the insight with the different users.

[Video]


Dave:
Did you notice that last card?  It said the “Dove Self Esteem Fund”.  One of the things they’ve done is they’ve now taken this to the next step and introduced a whole theme.  


First of all, from watching that video, you can sort of get what Dove is now trying to communicate about how they’re trying to connect predominantly with women.  They’ve now moved into this whole theme around self esteem, which is a huge issue for teenage girls, and huge issues for families with teenage girls, and especially for mothers of teenage girls.  They have all sorts of conversations around this whole notion of self esteem.


This was almost impossible to do three to five years ago, where you can really engage your customers in a conversation.  What does that do?  You’re taking an insight, you’re building on an insight and with the additional insights, and you are continuing to further your campaign.


They’ve built this incredible foundation and they’ve brought in this customer.  They have blogs.  They have some celebrities.  They have some real mothers.  People who are in the campaigns are all talking about people posting about these issues around self esteem, which all go back to their core brand message.  It’s some very powerful stuff that is possible today.


Another little data story; is anybody familiar with Play First, the casual gaming company in San Francisco.  It’s a nice little company, subscription based business.  They were building casual games.  They were building them for what they thought were the chief household officers, thirty-five and above, or maybe thirty and above, people going home at the end of a long day to put the kids to bed and playing their casual games.  That’s their first target customer.


Guess what; they started looking at data and really exploring who was using it and they found an equally important user of theirs was who?  Who do you think was their secondary customer?

Student:
People at work.

Dave:
People at work, maybe, although that’s not the second one they told me about.  Are there any other guesses?  Not senior citizens.

Student:
Stay-at-home moms.

Dave:
No, stay-at-home moms were their first customer, or they could be working moms or stay-at-home moms.  The second customer, it turns out, is teenage girls and preteens, which is a totally different target than adult women who were coming home at the end of the day and finally getting their little moment of peace.


For Play First, that really impacts their business, not only how they think about new titles they’re going to come up with, not that their current titles aren’t appealing to that segment because obviously they are, but where do you go with that?  What about potential partners?  If your partners were sort of that chief household target, would you partner with American Eagle?  Probably not, but if your target was teenagers, you sure might.


Understanding this – the point is, there is so much great data nowadays, that businesses that are constantly looking at their data in real time, they can actually watch their target audience evolve and have that impact their business.

Andreas:
One important element is not only that you watch the data that is coming in, anyways, but you set up experimental conditions.  I know you are going to talk about Mountain Dew in a moment.  The General Manager of HitWise told me this story, that Mountain Dew had that amazing factor of 10 improvement in clicks on their website, after they came up with some sweepstakes, until they realized by analysis of HitWise, HitWise has 10 million households where they know everything you click, through the ISPs.  All of those newly found teenage customers were women in their fifties and sixties who were interested in sweepstakes, and they couldn’t care less about Mountain Dew.  Sometimes, it’s very interesting how if you don’t drill down and look at some metrics, you think you’re successful, but it does nothing for your business.  

A similar story is people driving cars in lots …

Dave:
Yes, and not buying them, not the right target.


Okay, moving onto value proposition, my favorite part of the whole conversation.  I think value proposition is so critical to any successful product, any successful business.  All these are great products that have a clear value proposition when they were launched and have had great lives.  


Obviously, the core to value proposition is to create something worthwhile and useful.  So many people come to talk to me during office hours.  I know I’ve spoken to some of you, and they have a great business idea.  They haven’t necessarily come up with something useful and that seems to be addressing the problem.  They know some cool technology they can do but they haven’t really come at “What is that thing I’m going to solve?”  


As I said, they’re best when they’re based on an insight, when you really get at understanding a customer.  


Once you have that value proposition, hold it sacred in your product decisions.  Make sure you constantly remind yourself, at every turn, “What is this product about?  What is this brand about? Am I delivering on it in everything I’m doing?”  You get feature creep, focused on all sorts of things that aren’t delivering on that value proposition.


The most critical thing about a value proposition, beyond being useful, is that it’s simple.  I love Twitter as an example because when Twitter was coming up with Twitter, we had a similar product at Yahoo that you’ve never heard of.  It had way too many things going on.  What is the story with Twitter?  It is all about “What are you doing?”  Just answer the question of what are you doing at this point.  If you go on the site and read the About section, the guy who founded the company said, “I just wanted to be able to tell people what I was doing, so I came up with this.”  


Is there anybody sitting close enough to the screen to read this from a device?

Andreas:
Read it for us.

Dave:
Okay, “It’s a device agnostic message routing system with rudimentary social networking features, by accepting message from SMS, web mobile, and the web, instant messenger, from third-party API projects, Twitter makes it easy for folks to stay connected.”


Okay, in the world of 2.x, where it is so easy for things to grow like wildfire, and just explode because they’re effective and everybody knows what the story is, if that is what Twitter’s value proposition was, can any of you repeat anything that was in there?  What are you doing, anybody could.  In a 2.x world, keeping it simple is so critical for an idea to spread.  


My mother talks about Twitter.  She doesn’t even turn a computer on.  She has one but she doesn’t use it.  She reads about Twitter and it’s so simply described that she kind of knows what it is.  Keep it simple; keep it straightforward.  Twitter is a great story.


There are some people who have such a great product that I can’t help but talk about them, although I think you would find – I’ll show you their website in a minute – they’re not taking advantage of 2.x at all.  Who knows the OXO story?  What is the OXO story?

Student:


Dave:
Okay, so what’s the brand?  Really cool kitchen implements.  What’s great about them?  They’re handles are large.  This guy founded the company.  Do you know why?  His wife had a lot to do with it.  She had arthritis.  She is peeling potatoes and it’s killing her.  She loves to cook; it’s a wonderful thing to be able to cook.  It shouldn’t hurt; it should be enjoyable and sensual.  She was killing herself with this narrow, metal handled thing.  We’ve had thousands of years of civilization and he says, “Big handle,” and sure enough, they create a business.


This is an example.  I wanted to have an example of at least one company that’s not doing anything, that I can see on the website, which is 2.0.  What would you do – they have a zillion products.  This is one page, the cooking page.  What would you do if you were OXO in a web 2.0 world, if you were head of product marketing?

Student:


Dave:
Bingo and where would you promote that?  Would you put it on the bottom of the page?  I might put it right out there, “Help us make your life better.”  Maybe this site doesn’t get a lot of traffic and they go through retailers and they may not sell a lot through the site, and that may be why they don’t focus on it much.  What a great opportunity to ask your customers


I’m going to show you a lot of examples of this later, of taking a great idea, which is clearly extendable.  They started with a potato peeler.  Let your customer base get engaged with you and all the while, underscore your value proposition, which is comfort.

Student:
…

Dave:
You’re going to find, if you look at websites, it’s a huge spectrum in terms of how they do it.  I’m going to show you a bunch of examples later in this whole feedback issue.  If you could sort of hold the thought, I would say that the more you could organically connect feedback to your value proposition, the better.  The more you can do it, especially when you’re introducing a new product, when you most need that feedback, it’s really critical.  You also need longitudinal feedback because you might be doing things, or things might be happening with your product or service that have changed and you don’t even realize it.  It’s those blips in feedback that alert you to a problem.  Hold that, because I’m going to come back to that later.
Student:
…

Dave:
I’m going to show you some startup examples.  It’s so critical for a startup.  You’ll see.  I’m going to show you a couple that have really embraced feedback.  I like some of these 2.x value props, where they’re literally built around the whole notion of a community.  Is anybody familiar with DressVault.com?  This is a cool idea.


It’s basically a service to let you borrow and lend dresses.  If you are going to a fancy event – you’re loving it, right?  You go to a fancy event, you’re going to drop $400 or $500 if you had it, on a cocktail dress you’re going to wear once and maybe you’re going to wear it again, but only if the people who were at the first event aren’t going to be at the second event.  That’s not a good use of your money, especially in an economy that has crashed.  These guys invented a business where the community – you literally sign into it.  It’s a social network and women share their dresses.  It’s a very cool idea, inspired by the times.


Someone asked me at the conference, the Haas alumni event that I spoke at, “Is innovation going to happen?”  It’s all about innovation in this economy.  It’s probably not, right?  Who is going to be able to innovate now?  We just innovate in a different context.  This is the context, so they’re innovating in a context where things are tough.  Another great example of a value proposition that grows right out of the community.


Some of the best lessons we learn in business are learned by screwing things up.  One of my products at Yahoo was Yahoo Go.  Despite some of my best efforts and maybe some efforts that weren’t good enough, we launched this product, and I don’t think we really knew who it was for.  I don’t think we really knew what we wanted it to do.  We knew, technically, what it could do, but we didn’t really have the target audience sorted out, and we hadn’t really thought out the value proposition.  


Thank God, after we launched the product, we did some research and asked, “Who is liking this and what are they doing with it?”  The word came back.  We did research in markets on three continents because it’s a global product.  For people, it was all about productivity.  The kinds of uses and data that people wanted easy access to on their phone – Yahoo Go was a mobile product – they wanted easy access to stuff that just made it easier for them to get around.  This was about three or four years ago, pre iPhone, or just about a year before iPhone.


People just wanted to be able to get to their email easily.  They were dying to get information on their transit because it turns out that most of the people who were using the service were not people driving cars, but people commuting to work by walking or taking public transportation, because their hands weren’t on a wheel.  They could actually use the device to get information.  They wanted to know if their bus was on time, if their flight was on time.  They wanted to be able to get to a nearby restaurant.  


You might say that some of this stuff is obvious, but when the world of information is at your disposal, as someone building a technology product, unless you know this is for this person and this is how they’re going to use it, it’s often hard to get that whole thing right. 

We did some research, had great data coming back from usage, and I’ll show you where we got all our data from in a minute.  It informed us that that was the value proposition.  We also got a sense that it was these commuters who were most interested in the product.  That’s the value proposition.


Let’s move onto positioning.  I love Subway as an example of positioning because here is a fast-food business that basically was the anti-fast food in terms of being good for you, or at least positioning themselves as being good for you.  They’ve been hugely successful as a result.


The positioning is really taking what we’ve already talked about, value proportion and the capability of your company, and then adding in the competition and sorting that out.  One of the neat things about web 2.0 is it gives you a lot of new tools to deliver on your positioning.  You’re smiling already.  Is this the greatest commercial, or what?

[Video]

Dave:
Just flexing the golden pipes.  Who were they positioning against?

Student:


Dave:
Let’s abstract a little bit more, Schwab maybe, traditional brokers, especially when they first came out.  Certainly, they’re competing against people in their space, but the main place they’re going to win is by getting people from the traditional broker side, not taking people from the people they’re competing against in the online space.  That’s their primary competition.  


How did they turn that into a benefit?  What was the main benefit?  This is a funny commercial and the benefit is buried in it.  It’s in that spot.  What’s the main benefit they’re talking about?

Student:
Take control

Dave:
Take control of your investments.  It’s like you’re now in control; you’re not turning it over to someone else.  They’re no longer in charge.  You’re in control.  Think about this target user.  “Dammit, I’m going to take control of my investments.  I never invested in anything before, but I’m going to take control of my investments.  I’m taking it back from the broker,” or “I’m a new investor, and I’m going to do it this way.”  What do you need, if you’re a new investor and you’re going to take – if you want to have control?  What are you suddenly going to need to do?

Student:


Dave:
Are you going to need to know anything about investing?  Are you going to need to learn a bit, be more educated?  They realize you’re going to have to do all those things, so they built a whole online school.  Again, with the ability to host video and give people access to catalogs and all the kinds of things you can do in this next generation web 2.0 world, they can now offer a whole ton of classes.  

If I really want to dig into any of this stuff, look at all these different classes they teach.  In fact, some of you may be taking them now.  I hope you’re not, while I’m speaking.  There are a lot of ways that they’re going to help you learn more about the things so you can feel more in control of investing.  This was totally not possible in a world – what am I going to do, order seventeen tapes?  It was an impractical way and they couldn’t have afforded to do that.  You are seeing that they can really deliver on their positioning in a big way with that type of tool.


Another one of my favorite commercials - let’s talk about positioning.  Clearly, we’ll talk about how they position themselves after this spot.

[Video]

Dave:
My favorite part of that commercial is when Justin Long, the Mac guy, is going like, “So you’re going to go like this,” and he goes the other way.  It’s a great touch.  It’s obviously a brilliant positioning on Mac’s part.  They’re basically saying that whole other world is screwed up and every single one of the spots in this campaign positions that whole other world as being a nightmare, and “uncool”.  He’s cool.  

If you happened to be a PC user, which is like 90% of the world, not this guy; how does this make you feel?  Who is the PC user in this room?   How does it make you feel?  You laugh but then how does it make you feel?

Student:
For me, it reinforces my image of Apple being like a premium, snobby brand.
Dave:
You feel that deeply, right?  This is a fricking piece of hardware but you feel that emotion deeply.  Does anybody else want to add to that?
Student:
Snobby only because they’re trying to sell their brand so powerfully….

Dave:
There is a potential backlash and there is certainly a very emotional, visceral response.  Again, if a product marketer can tap into an emotional response around something, that’s a good thing.  In the web 2.0 world, you can really tap into it because guess what; just one more time, raise your hand if you’re a PC user.  That confuses things.  You’re making it harder for me.  You’re the videographer.  You’re not supposed to be messing up my whole thing.  [Laughter]  So, you switched and you have both and now I’m screwed up.


My point is, the majority of you are PC users.  There is this world of people out there who are feeling like you guys.  What do they do?

Andreas:
By the way, so far, in the Apple campaign, there was no web 2.0 aspect.  Apple is known for really doing things top dollar.

Dave:
They do and I use them as two cases of them doing great product marketing later.  But, your point is really well taken.

Andreas:
As opposed to this company called Microsoft, which seems to be a web 2.0 company.  

Dave:
What do they do?  They go out to their users and they say, “Show us who you really are,” and take this amorphous one person representing a billion people in the world, or however many people use a PC, and let’s bring him to life.

[Video]

Dave:
Ah- we need a new server.  We’re choked.  We still have connection.

The point is this is a whole series of clips just like this, of different people, who are regular people who sent in their own videos to bring this to life.  They’re back.  You got the idea.  They really took advantage of that and then they went a step further.  I really like how they started with this general theme and then they said, “We have some important message points we’re going to get across.”  The next one they really wanted to hammer home.  Maybe you’ve seen this on TV, about affordability.

[Video]
Looking for a computer for under $1,000.
Dave:
Did you hear that?  “I’m just not cool enough to be a Mac person.”  It’s a great point in the spot.  

[Video]

Dave:
I just realized the whole ironic thing of what just happened there.  It was the Microsoft servers that weren’t delivering.  The YouTube servers were fine.


You get the point.  That spot is a very pre-web 2.0 kind of spot, but it’s built on a whole web 2.0 kind of theme that they brought to life on the websites.  These things all work together.  You’re seeing people that actually have their positioning brands using this whole new world.


Okay, telling a story – those of you who have worked with me at Haas, Steve and a couple of you, have maybe seen me talk about storytelling.  I’m a huge believer in telling stories and getting them right.  Again, the most important thing in a story is that it be true, and that anyone can tell it.  


You have to be able to do that for your product.  Your brand then becomes the story.  Let’s go on and I’m going to show you an analogy of two stories, Cinderella, and The BlackBerry.  It’s not like they’re totally comparable stories, but each story has a main character, additional characters, secondary characters, context, a real insight that is driving the character, problem solution which in this story we consider a plot, and there is usually come mnemonic or key visual that helps me make this story a little more memorable.

In the case of Cinderella – by the way, is there anybody here who doesn’t know the Cinderella story?  Andreas said he didn’t know it terribly well.  Most of you know the Cinderella story?  I’m wondering how well it translates borders.  Does it translate to people who grew up in other parts of the world?  Yes?  Okay, except Andreas’ part of the world.  That’s all I needed to know.


Cinderella is down and out, has this crappy job, and has evil stepsisters and stepmother.  She is alone, but she believes she can do better.  She really has the sense of hope and optimism.  She is going to do the very best she can.  Of course, the fairy godmother shows up, gives her this one little glimmer of opportunity.  She capitalizes on that opportunity.  She looks gorgeous.  She meets the prince.  They dance; she runs away and loses the slipper.  He finds the slipper and puts it on her foot.  They get married and live happily ever after.  We all know that story.  We could all tell that story.  It’s incredibly memorable because of all the elements; character, plot, insight, and some of the key mnemonics like the pumpkin that turns into the coach.  Her life transforms and then the golden slipper.


What about a product?  Let’s take the BlackBerry.  Was anybody working in the late 1990’s or were you all – was anybody here working in the late 1990’s?  You were, okay.  Does anybody remember what had just started to happen in the second half of the 1990’s in the working world, that started to change how we worked?  It has something to do with the BlackBerry, by the way.

How did we communicate, starting in the late 1990’s in the office?  Email – before then, it was all memos.  You would go home at the end of the day, take out your stack of memos.  I actually did this.  You read through them.  It didn’t really matter what happened during the day because you would get caught up over night and in the morning you would be ready to go.


What is happening in a world, for this person – anybody know who that is?  For the sake of this story she’s a generic senior executive.  What is she doing all day long?  She’s in meetings.  What’s the insight?  Let’s tap into her head.  It’s late 1990’s, everybody is communicating by emails.  She is in meetings all day.  How is she feeling?  Swamped, brain dead, disconnected.  Let’s keep going further.


How does being disconnected make her feel?  Out of control, “I’m the boss!  I’m the SVP, the senior exec.  I should know everything going on.  My people, all day long, they know what’s going on.  I don’t.”


These guys, there were other PDAs, but no other PDA company had come up with a solution that was optimized for what?  Email.  How did they optimize it for email?  What did they do with the actual product?  

Student:
Keyboard

Dave:
Big honking keyboard.  What else?  Push email.  They had servers they were connected to so there was push email.  You got everything in real time, big screen, integrated well with a backend and enterprise environment.  They tackled all that and solved her problem.  It’s a story.  


They knew who they were building it for.  They knew what the insight was and the problem they were trying to solve, and they nailed it in the product experience.  This thing ended taking off and becoming the definitive working world email device or PDA, and blew away the Palm.  They totally nailed that.


By the way, this story is not only important externally, for communicating to customers, it’s important internally.  When you get in an argument about someone wanting to come up with some crazy idea that is not delivering its value proposition, you can at least have something to stand on.  It’s this common story that everybody knows.

Another important thing, a web 2.0 example, is how you refresh your story.  Who knows the original Gatorade story?  Does anybody?

Student:


Dave:
A football team.  What about the football team?

Student:
… hydrated.

Dave:
They needed to be hydrated.  Where are the Gators?  They’re in Florida.

[Video]
Gatorade video
Dave:
That is the original story.  They just recently released that commercial, using that old footage, to bring that story back to life.  There are probably a lot of people, younger than me, who don’t remember the original story.  It’s a huge part of their lore.  What does it tell you, if it started that way, what does it tell you about who their customers are?  Who are their customers, their first target audience?

Student:
Athletes

Dave:
Athletes, it started with college, Division I football players, the real deal.  What was the benefit?  It was hydration.  They were in fricking Florida.  It’s hot as hell and they’re sweating their life away.  They needed this.  Was it something some guys put together or was it scientific?  These guys were in lab coats.  They felt like it was very important to bring that story back.  


Now, they’ve made the story more modern.  Let me see if we can – here is their updated version.  They’ve just rebranded “G”
[Video]

Dave:
I don’t know if any of you saw that spot and were wondering what “G” was, for a while.  It was a classic tease campaign where they didn’t tell you who they were right away.  They’re obviously modernizing their brand.  They’ve had a zillion campaigns between the first one and now.  There is still some resonance, in terms of the athlete and the athlete as hero and warrior.  Let’s take it all the way to the web 2.0 tools, where users who get inspired by all of this stuff, put it together for you.  This is a video that somebody put up, after guess who, the Florida Gators won the national championship this season.  This was put up by a Gator’s fan.
[Video]

Dave:
He’s the quarterback of the team that won, the coach of the team that won.  That was put together by a Gator’s fan.  They’re completely channeling the whole Gator brand ethos and they’re putting that up on the Internet as free advertising and getting all Florida Gator fans inspired by it.  It’s only a little ironic that of course, that’s Florida and that’s where it all started.  Again, you could see how these stories are so critical.  If you get your story right, if you get the tone right, your users and fan base can carry it forward for you.


Here is the Mountain Dew example.  I really like this one because they have such a well defined brand, sort of tonality and spirit.  Who knows what the target is for Mountain Dew users?  

Student:
Men

Dave:
Men, how old?  Eighteen – probably not up to thirty, but late teens and early twenties.  It’s an X brand.  They’ve done all these things.  It’s a great association with the X games, etc. but now they’re involving the community in new ways.  This is a site they put together, where they basically had the artists that represent their community creating new designs of bottles.  

[Video]

Dave:
They’re literally giving people tools to create these bottle designs and that sort of thing.  
[Video]

Dave:
In the spirit of time, I’m not going to go into any more detail, but basically, there is a whole series of artists they’ve given the tools t to create these labels and bring the spirit of the Mountain Dew brand right into the product itself, in terms of product design.  What’s interesting about this is when you have a product that the customers aren’t going to actually help you design what Mountain Dew tastes like, they can either help you design the packaging it comes in, which is this case, or just the whole feel of the brand, which I think the Dove case was earlier, when we talked about how the customer got involved in this insights and the whole other themes around that brand.


There are some down sides to this world.  Andreas, I don’t know if you’re going to talk much about this part of the story of the web 2.0 world, but can you control the story?  What if you are [1:01:07.6 unclear].  Anybody know Upper Playground t-shirt company, down in telegraph, really cool t-shirts?  This user in Yelp think Upper Playground is cool only in name only, the t-shirts are okay, but they’re nothing I would shell out a dime over $14.99 for.  Yes, it’s true, yada, yada.”  That is an example of someone responding and giving their two cents on Upper Playground when someone searches for cool t-shirts on Yelp.  That whole world is out there.

That’s just the consumers talking.  What happens if the companies start to get in the middle of the web 2.0 world and start to try and sabotage what you’re doing?  I got this…

Andreas:
Who is “you”?

Dave:
You is a company.  Let me show you where I’m going.  Former Yahoo marketing VP used to work with me at Yahoo, Andrea Cutright posted this two days ago.  She is working with a company and she says, “Have you effectively handled the blog comment trolling,” which is the term.  “I’m working with a company that is thankfully getting great press coverage, however, there is a competitor trolling every published story, and posting the same negative and misleading comment, while promoting their own service.  Besides notifying the publisher and marking the comment as spam, I’m wondering if there are other effective ideas for handling this type of blog trolling.”

Andreas:
We talked about this a little bit when we talked about transparency.  As long as the site allows you to actually find out what the individuals that post do, for instance if you comment on my blog, Facebook Connect automatically brings up your picture.  What is in it for you is you get distribution on your Facebook site.  What is in it for the rest of the world is that they know who you are.

Jeff Bezos and I disagreed and he was actually right, down the road, on whether we should do pseudonyms, which I believed in, or whether we should do real names.  My argument always was if the professor sitting next to me at Stanford writes a really lousy book, I would be very happy to warn people about the piece of shit, which is not the case, via a pseudonym.  People can see this guy says reasonable things about other things.  I would never do it with my real name.  That really is not the case.  I think it was one of the smartest moves Amazon did; take the name as it is on the credit card, where you have the choice to abbreviate your first name to an initial so people don’t know if you are a guy or a girl.  That way, the [g1:01:08.8 unclear] noise ratio was so much better.  I think that’s what Facebook is doing right now.


To answer your question, from my perspective, if people can drill down and try to understand what else people do who comment, the whole problem disappears.

Dave:
What’s your point; I think that’s a great point?

Student:
There is another story that was recently on TechCrunch, Verizon now allows people to comment on their cell phones, and on the Verizon Comment… it first sounds very much like the Amazon feedback system.  When you think about it, it’s not really the case because at Amazon you have a community so you have an incentive to write about something good as well.  You gain from other peoples’ reviews.  Verizon is more of a complaint site.  You go online if you really hate the phone, if you really are motivated to write about it.  They’re only going to get negative feedback.

Dave:
There are ways around that.  I’m going to show you an example of that in a minute, as it relates to Timbuktu, the company that makes the bag.

Andreas:
I have two quick remarks.  One is the big difference is that Amazon always provides you with alternatives because Amazon is on the consumer side, supporting you making good decisions.  Verizon is not in the business of saying, “If the service sucks, go to AT&T.”  


Secondly, and this is a point made by [1:05:19.3 unclear] a few years ago, Verizon does not understand that consumers can provide value.  For instance, on Google Maps, you could put up a little flag about what the phone service is like, usually where you live.  Then Verizon could say, “Seven thousand customers say they don’t get phone service on Castro.  Maybe we should put up a cell tower there,” as opposed to the ad of people driving in gas-guzzling vehicles, many thousands of miles every month, to figure out how the service is.  We don’t know this but we have consumers who actually do know this.  This is the mindset: one, being retail oriented, offering many things versus just one product, and two, whether you really want to get something from the customer or whether you haven’t given up.
Dave:
These examples, to be clear, are about things that are off your site.  This is happening out in the world and you can’t control it unless you want to do what this person is doing and jump in and comment and spam.  It’s literally this notion of how do you manage this type of world.  I don’t know we have any great answers yet, although I think you have got some good suggestions.

Andreas:
There is an interesting thing about Yelp.  I think that’s part of the reason why the CEO didn’t want to come to the class.  Yelp had an idea for a new business model.  “You know how we can make those pesty comments disappear?  … Watch the site, hit refresh, and the bad comment is gone,: for a certain fee.  That did not bode well with those people who actually spent their time [1:06:57.2 unclear].  

Ultimately, those things you can’t keep in the hat are out and that’s a good thing.

Dave:
All right, let me show you an example of a few other things.  Here is a story about how to get your story back on track.  When Jet Blue started – I actually saw their CMO speak at Yahoo once, and she was fabulous.  She talked about the “Walk of Shame”.  Does anybody know what the Walk of Shame is, in the context of an airplane?  Does anybody want to guess?

Student:
…

Dave:
Going through to economy class.  From first class, it’s the Walk of Shame.  “I am not worthy.  Look at all these people who are worthy and I am not worthy.”  Of course, one of the things they set out to do was to create an airline experience that didn’t include anything like that.  They don’t have a first class.  


There was this whole notion, “Above all else, Jet Blue Airways is dedicated to bringing humanity back to air travel.”  That’s your story.  What happens if certain things hit the fan and you have a very bad day?  Does anybody remember Jet Blue’s really bad day?  Does everybody remember exactly what happened?  I know the weather was bad and there were planes stuck on runways, and they didn’t bring them back to the jet ways.  Does anybody remember any more than that?

Student:
Was it Valentines’ Day?

Dave:
Yes, it was Valentine’s Day.

Student:
It was a thirteen-hour long tarmac.
Dave:
They couldn’t even get people back to the jet ways to step off.  It was a nightmare.  Afterwards, they said, “Uh-oh, this is totally inconsistent with our brand promise.  What are we going to do?  That’s worse than the walk of shame.”  


They created this Bill of Rights.  They talked about all the things that they think their customers deserve.  They had a lot of information on different aspects of the Bill of Rights.  If you have a bad experience on the flight, when you go to the contact section, which is a little buried on their site for my taste, but it’s there; you can either get answers to questions, give compliments, or share concerns.  It says here, “It is not necessary to email an inquiry about whether your delayed or cancelled flight qualified for compensation.  Our compensation team will determine whether your flight qualifies for compensation in the Bill of Rights.”  Basically, they’re saying “Tell us what the deal is, we have a compensation team and they will help you figure it out.  If this is separate from those issues the compensation team is already working on it.  We’ll address it.”

The point is they’re giving you a voice in this web 2.0 world, to connect with them, and not to just be a faceless customer but to actually give them a chance to live up to their Bill of Rights.  That’s how they’re trying to get back to their original story, which kind of got messed up due to a really bad day.  The fact that it was Valentine’s Day was a huge part of the story.  Talk about people wanting to get home and be with their loved ones, or whatever else they’re trying to do, that’s a big deal.


There are a couple of other things I want to talk about and then I think we’re going to wrap.  How much time did you want at the end?

Andreas:
I think we’ll probably not be able to do a break today.  Is that okay?

Dave:
Are you all right?  I have a little bit of my green tea left, if anybody wants a sip.

Andreas:
I have some orange juice left.  I think we should have some discussion about this stuff, so if you will wrap it up and then we’ll discuss.  Take fifteen more minutes.

Dave:
So, whole product is a huge deal for me when I think about what a product marketer has to do.  The whole idea of a whole product is using the moving lines as an example, is a truck enough to move somebody?  Can you move somebody with just a truck?  What else do you need?
Student:
Truck driver

Dave:
You need a truck driver, what else do you need?

Student:
Gas, boxes, blankets

Dave:
What if you don’t want to get charged for the stuff if it drives off a cliff?  

Student:
Insurance

Dave:
You need insurance.  You might want to guarantee that it’s going to be on time.  You might want to have some online ways to manage the whole process.  You might want to track your stuff.  There is a whole bunch of stuff that goes beyond the truck. 


Whole product is really understanding that whole product wheel, all the things that go into delivering the experience for the user, and then having it drive your priorities in terms of what you do with your business.  I’m going to talk about the iPhone as an example, and then we will talk about the 2.0 examples of feeding this process.


If someone told you that the iPhone was all about this device, and that’s what made the iPhone great, would you agree with them?  This device, it’s this thin, it has a battery, and it has a touch screen.  No, what else did they need to launch this product?  What did this thing also have to have?

Student:
Content

Dave:
Content, what did it need before content?  

Student:
Applications

Dave:
Applications, before applications

Student:
Network

Dave:
A network, it also needed an interface.  It’s hardware but it’s also software.  It’s a great interface that’s super easy to use and super intuitive, and it needs content, and it needs a network.  Do I need a calling plan?  Do I need a phone company?  Do I need a phone company and the right calling plan?  How about if I go to an Apple store and I pick this up off the shelf, I buy it, and I go home.  When I buy a phone, what do I do?  I’m in a phone store.  Can I start a phone up in a phone store?  Yes, there is someone who can activate it.  What happens if I buy this in an Apple store?  How do I turn it into a phone?  What did it need?  I need an online provisioning service that makes it super easy to activate this thing, sitting at my PC at home,


By the way, launching this thing that had some applications, which applications do you think it absolutely had to have to launch?  iTunes, probably, because people are used to that from Apple.

Student:
A browser

Dave:
Yes, it needed a browser.  What else?  Email, absolutely email because first and foremost – remember from my Yahoo slides about Yahoo Go, people are going to view this first and foremost as a productivity device.  They’re going to want to get to their email.  They’re going to want to have an elegant integration with major email providers.  They came out with the Yahoo Mail and Gmail integration and I can’t remember if they had Hotmail at launch.  


All that stuff was there in this product when it launched and that goes well beyond this thing.  By the way, when you’re a product manager or the product marketer and you’re trying to think of what it’s going to take to make this a great product; you have to think about all of those things.  They thought about all of those things and had a fantastic hit on their hands.


But, what happens when you have this product – let’s say you’ve got every one of those decisions right; how do you know what to work on next?  One of the great things about the web 2.0 world is you can see what your customers are saying about your product.  I don’t know how well you guys can read this, but if you just looked at this one sheet, what would you think the biggest problem is on this sheet?

Student:
…

Dave:
It plays music well.  It’s in my pocket.  When I went to do a little research to pull up one of these slides, I’d actually heard that story.  I’d heard several people talk about that so it resonated with me.  I figured that probably is pretty true.  If I’m trying to figure out what to do next, I could be cutting deals with all these new apps providers, and be thinking about a whole new game system I want to put on there, or any number of things.  Should I be doing that before or after I make sure the thing doesn’t go off in the pocket and embarrass me because it’s playing some song some place I don’t want it to play?  That is at least a question, as a product manager, that you have to ask.  

In a web 2.0 world, there are so many ways of hearing from your customer and understanding these issues.  As long as you’re talking about all of this feedback in the context of the user experience and using it to rank order your priorities, you are in a pretty good place.

You need to have all this data to fight back with the special pet projects of the engineer, the executive, or whoever has this one thing they just have to do, even if it’s really not nearly as important as making sure it doesn’t go off in your pocket.


I love Timbuktu as an example because as a product – does anybody know what their core value proposition is, their messenger bags?  

Student:
It’s custom made, made to order…

Dave:
Yes, made to order bags, it’s green.  The videographer again comes in with a good suggestion, and it’s durable.  It’s super durable and sturdy.  They’re back story is who were the first people to use their bags?  It was bike messengers.  What do you need for that whole experience?


You need to have some examples of what people have done on your site.  You have to have an incredibly easy online process for giving people ways for creating those bags.  You need to have a way to track your order because once you get this thing made, you’re just dying to get it and if there is this big black whole – that’s part of the user experience, getting the tracking.  What if you want to change your order?  Maybe I should have a warranty on this thing because I want to know if anything happens.  Shipping issues, there are returns; they want to be able to make sure it’s a gift.  If the whole idea is customization, and I want to give one to my wife, I have to give a gift card because I can’t make it for her.  It’s customized.  

That’s a huge part of this value proposition, and this is part of the storytelling, and this comes back a little bit to the question earlier about giving people a context for telling happy stories.  This is bag biographies.  They give people a place in the site to talk about their heroic stories with their bags, and that’s a way to encourage people to say great things about the product experience and not to just have complaints.

All of this stuff, in a web 2.0 world; you have to have if you’re going to deliver that holistic experience.  


The last section and this is where we’re going to talk most about product feedback.  Get the product right.  I use this car as an example because my personal story was when I was shopping for a new car a year ago, I thought this was a pretty cool car.  I like to garden.  I like to cycle.  You can literally hose out the back and rip stuff out and it’s like this big giant space that you throw stuff in and out of.  I thought it was the coolest thing in the world.


It looks a little weird, but I didn’t care.  It was so functional and did what I wanted it to do.  My daughter told me if I bought that car she would move out of the house.   She thought it was the ugliest thing she had ever seen in her life.  For someone like me, it was perfect.  I ended up not getting it because I did not want me daughter to move out of the house.  The point is, really push on delivering the value proposition for the user when you build your product, and really push it in your product decisions.  These users, the users of this car, the happiest Honda users because it so delivers on what they want, of all the different Honda cars, that’s the one that has the best customer satisfaction.


Another product story I love in terms of pushing – maybe Apple is top down, but Jobs is pretty brilliant about this – really pushing the point on the value proposition, he wants to make the lightest and thinnest PC in the world.  He goes into a product meeting, and someone says, “We can’t get that thin, Steve, because we need an Ethernet port.”  He says, “Well, we won’t have an Ethernet port.”  They’re like, “It’s a laptop.  How can we not have an Ethernet port?”  He says, “There’s wireless, no Ethernet port.”  “It still can’t be that thin because we need to have a disc drive.”  “We won’t have a disc drive.”  “What do you mean it won’t have a disc drive?  How are you going to get anything on a computer if you don’t have a disc drive?”  He says, “Well, it’s probably someone’s secondary computer because that is who we are targeting.  If they have another computer in the house and they’re at the airport, they’ll get all the files they need to get from their airport from their primary computer.  They’ll be fine.”  He pushed it so far that they got that competitive separation and launched this super thin device because they made some outrageous product decisions to deliver on the value proposition.


Those are examples, not a web 2.0 example.  Once you get your product out there, how do you start to manage this feedback, elicit the feedback and have it inform your product decisions?  This is from an actual presentation we did at Yahoo.  We were talking about all the different ways we, as product marketers, could get information from our customers.  It’s a little hard to read so I’ll read some of these.  

There were industry reports, user experience research where we brought people into labs for testing.  We had focus groups, the help section on the site where you can learn a ton from what people are clicking on in the help part of the site, opinion leaders, blogs, and articles which give a perspective from a certain segment, the most advanced segment in the audience.  We had user groups for two of the segments we thought would be interested in the product.  We had usage data from internal data systems.  We contacted customer care and asked what they were hearing from the customers who were calling in and complaining about the product, or commenting on the product.  We had third party research, internal Q&A and feedback on the website.


There were all of these tools we had, and this was without doing tons of quantitative research that we could use to find out how people were feeling about Yahoo Go.  I already talked about this earlier, how we learned a lot of things about the product and it wasn’t necessarily happy news.  The point is, if you are using these systems, and you don’t need all of these, but if you use some of these to follow what your customers are saying, you can learn a ton.  Most importantly, you can inform your product decisions.


One of the most critical things here, why do it, is there is always going to be people with agendas within the organization that aren’t necessarily representing the customer.  They may feel very strongly in their gut that this is the right thing to do because that is the way they feel.  They may have heard something from their neighbor about the product.  They and their neighbor may not be anywhere close to the target audience.  They may be but they may not be.  You need this kind of information to fight the good fight.  There are so many sources in the web 2.0 world.  


This is an example of a service provider, Macy’s, trying to bridge that gap in the retail world.  How do I get customer feedback?  I can see how someone could do something on a website, but what if I’m actually in a store?  The last time I bought something at Macy’s, what do you think the sales rep said to me when he handed me my receipt?

Student:
A customer survey.

Dave:
No, it wasn’t a customer survey.  It was just a receipt.  What did he tell me to do?  He told me to go to the www.macys.com/tellus, which is the website, and tell them that Jim Jones, or whatever his name was, did a great job handling your order today.  He literally signed his name on the receipt and said, “Go on there and talk to me on the site.”  When you go to the site, they have this whole thing, “Tell us about your sales associate.”  They’re using some of these tools to get that kind of feedback, in a way they never could before.


You can follow your product’s buzz.  This is a hugely powerful tool.  I’m sure you’ve talked about it and read a lot about it.  Even a year and a half ago when I was at Yahoo, we didn’t spend much time on Twitter because it hadn’t exploded yet.  Just in a year and a half, Twitter is this fabulous tool for getting information on your products.  I just search for BlackBerry Storm and look at what people are talking about on the BlackBerry Storm and the kinds of issues they’re having.  


What’s interesting about this is; are these people posting things on the website?  No.  Are they explicitly going onto Yelp to make a comment on something?  Not really, they’re just talking about their daily experience, but they’re talking about the brand, so it’s a whole other dimension.  


You could argue this might almost be more close to the truth because people sort of spouting about what they’re doing with your product and it’s a fantastic way to get input about what’s going on with your product.


Someone said everybody seeks feedback.  It’s so important.  You’ll see that if you really take a look at websites, for example, you’ll see just how spotty it is.  Some people have a “Contact Us” at the bottom of the page and that’s it.  You would have to click on three links to get to feedback.  It’s so critical; we only recently started to do this at Yahoo when I was at the end of my tenure there.  It was to streamline all the way we had feedback on all the sites.  

We didn’t put this feedback up on Yahoo TV when we launched Yahoo TV.  Boy did we get a surprise.  What do you think most people go to Yahoo TV for?  It’s for listings, and they were front and center on Yahoo TV.  What do you think we thought would be cool?  To not have listings on the front page of Yahoo TV; that would be cool.  We put pictures up of who is on Gossip Girl this week, and who is on Ugly Betty, and who is on Gray’s Anatomy, and who is playing the Super Bowl, and all this great stuff.  The listings were kind of buried.  


Our users went absolutely nuts.  They went so off the deep end with that, that we found out about it right away.  Sometimes, with subtler things – studying your suggestion boards - and this is great at launch because with suggestion boards, you can get much deeper information than some of the broader data gathering tools.  It’s fantastic at launch.  Put this up and literally schedule time with your product managers to look at the data, go over the data, and then have insight meetings where you not only talk about the insights you’re getting from your customers, but then you figure out what you’re going to do about it.  It’s absolutely essential.


We started introducing this in a bunch of different sites.  You can see there is a little link, still smaller than I’d like, but it says, “Send us your suggestions,” and that was at the bottom of the page.


We also use data tools at Yahoo to do more longitudinal studies.  If you want to really track experience over time and discover things that you might not know have changed in the product experience, there are other tools you can use that don’t have quite the qualitative depth of the message boards, but give you much better tools for longitudinal study.

Another important thing is if you are going to be in this business in the web 2.0 world, you better show that you’re listening.  It’s one thing to listen and talk about it internally, but it’s another thing to tell your customers, “We’re listening to you.”  One of the things that My Yahoo, which is one of my favorite Yahoo products – there is a My Yahoo blog.  Just this week, they had a post that said, “A few months ago, we added a customized colors feature to My Yahoo.  It allows you to start with one of the built-in themes and make it your own color by changing the different elements in the page.  We see great feedback on this feature, including requests to be able to use your own images.  I’m excited to announce that this week we’ve enhanced the feature to let you do just that.”


How cool is that?  You give them an opportunity to give feedback; they feedback.  You respond and build it into the product and you tell them you’ve built it into the product.  This stuff seems obvious, but again, very few people do it and get it right.  As I said, Yahoo does not get it right across all products.
Andreas:
There is also a good example from B-to-B, which was Sun, where Jonathan Schwartz of Sun, in a bold step four years ago, whatever Technorati produced, he showed it on the front page.  He was really worried about what would happen.  What happened was that the engineers saw it, and said, “That’s easily fixed; no problem, we can get this done like that.”  The people criticized the product and said, “Whoa, if they can fix that, what other things might they be doing,” and it had a hugely positive effect.  It’s sometimes interesting how much giving people the attention they want, as opposed to “Please fill out this seven page survey and send it back,” what a huge effect it can have.

Dave:
Bring the customer into the experience and let them know you’re doing it.
Andreas:
One thing we said in the context of Peter Hirschberg here, he worked at BestBuy and the CEO came up with “The company is a wiki” story.  The boundaries between companies and customers are sort of disappearing.  They’re getting porous.  


One really good company, I had them come to class last year, GetSatisfaction.com is like a Switzerland for complaints.

Dave:
It’s these guys.  But not just complaints, by the way, this is [1:27:46.8 unclear] who just started this company called Carsala.  They’ll help you buy a used car.  They’re a new site so they’re in big letter, a big giant thing on the side of the page that preceded this – feedback on their “About Us” page, with a giant button, which is great.  You click on it and it takes you to this experience and then you can then go to the site where you can go deep on it.

Not only are they saying to tell us what’s good, tell us what your problems are, which most people do; they’re asking for ideas.  How cool is that?  It’s a new site; do you have any good ideas for the website?  Chances are, the people using a lot of new sites are going to be the kind of innovators anyway who will probably have some good ideas.


Another example is this company, This Moment, which was started by some Yahoo guys.  It’s a great blogging/Flickr-type site.  Again, it’s a brand new site and they’re begging for feedback.  If you look at the language, it says, “Please provide your thoughts.  We’d really like to hear from you and have you help us make this a better site.”  It’s really important to use language that says you are inviting them in.


Another great example is Gossip Girl, again.  You did your Gossip Girl Facebook thing, right?  A funny conversation I had with my daughter, as I’m preparing for this talk.  I said to her, “[1:29:10.7 Tarren] do you think…” big Gossip Girl fan, I watch it with her, it’s pretty funny.  I said, “Do you think that the writers and producers of the show go to the fan sites like Gossip Girl Insider,” which is not associated with the network CW, “and do you think they find out what the fans are into, which characters they’re into and which storylines they’re into?  Do you think they use that to make the next episodes to continue to build on their product?”  She looked at me as only a fifteen-year old daughter can and she said, “Duh!  Like, of course, haven’t they always done that?”  

Two or three years ago these things didn’t exist.  For a fifteen-year old, she had no concept for a non-2.x world where this kind of conversation would be going on, on a fan site, and of course the producers and writers would follow that and use that to inspire them about where to take the product.  It was fascinating about that perspective.  It’s such a different place.


I’m not going to talk much about this because you’re going to talk about this in other classes.  The whole notion that the 2.0 world of allowing your customer to let you personalize the experience, whether it’s’ collaborative filtering, a tool on Yahoo music, or any of the amazing science behind Amazon that helped create all the personalization on Netflicks, the notion of recommendations and whether it’s mechanically done or whether it’s your friends making recommendations.  These are all things that if you let your customer use your data, there are all these things you can do to help personalize the product, that all delivers on a richer product experience for the user.


I’m going to stop there.  I have a couple more things, pricing and some things on channels.  We’ll save that for the next time.  I’ll stop here.  Thank you.  

Andreas:
Thank you.  What did you learn?  What was new in the perspective David brought to class here?

Student:
I think the idea of offline brands integrating web 2.0 technologies, like the Macy’s example or Mountain Dew, engaging consumers and connecting with consumers, even through their core product isn’t a web product.  They’re using the tools to build those relationships.
Andreas:
I did some consulting for the Cobalt Group in Seattle, about four years ago.  They power more than 50% of all the car dealers’ websites.  They had amazing numbers.  At that time, I think it was something like 80% of people do their research for a physical object, a car, which in the United States you can only buy at a dealership, online before they go there.  Even for cars, this social media component is an important one.  

Last class, we had Mark Choey, a former student of mine come here to talk about real estate, which again is a very physical, not digital object.  He told us that he through his blog he actually managed to become one of the top agents in San Francisco.  Yes, it is not just some web 2.0 companies selling virtual items, but I want you to understand that things are really changing.  It’s about decision making being based on information and experiences.  Most people honestly share with the rest of the world.  It’s based on what used to be private is now public.  Two components to it are one, it’s easy to have your personal broadcasting station – Twitter.  Number two, it’s also a shift in mindset, which I don’t know whether older people go with it and say, “Why would anybody be interested in what I’m having for breakfast,” but it’s the technology plus how people have changed here.  This makes a huge difference and dislocates the traditional marketing messages.  People are no longer going to pay attention to the TV spots.

Dave:
The only thing I would say to that is I see the traditional TV spots in a broader context.  I don’t think they’re irrelevant.  Gatorade is a great example.  That guy wouldn’t have created the Gatorade spot of his own about the Florida Gators winning the championship if he hadn’t seen the television commercial with Tiger Woods and John Wooden, and all the greats.  It’s part of the story.  I don’t think those things go away.  Those spots can also be distributed online and there are a lot of ways you can see that, but to me, it’s a broader context than before.

Andreas:
Here is another example, which I found very surprising.  Two or three years ago, General Motors allowed people to remix content about their big SUVs.  Ninety-something percent of all the content people mixed was “They suck,” “They destroy the environment,” “People are arrogant,” “Gas guzzling,” and so on; it was very negative stuff.  


However, they had a dramatic increase in the sales of SUVs.  The fact was, the negative PR helped them sell more cars.  Those people who buy such cars have this “Fuck you” attitude anyways.  Sometimes it’s quite interesting that getting people to talk about something – Oscar Wilde said, “There is only one thing worse than being talked about and that is not being talked about.”  


One example I know is A Small World, which is a [1:35:24.6 unclear] company, where you needed to be friends with somebody, needed to get invited, or The Ladders.com, where you need to make at least a couple of hundred thousand dollars in order to be considered for that site.  There are these attempts to create exclusivity.  If we had more time in the quarter, I would have really done a problem set with you about trying to understand how companies introduce into this world of digital reproducibility artificial scarcities, like the [1:35:57.7 Von Privie] idea.  

I think people will, having one rose on Mash.com a week you can give to your sweetheart or hopeful sweetheart – I think people are always good at creating some scarcities.  That will happen for premium brands, as well.

Dave:
That’s a great question, but the only thing I would say to that is that the people who will still be buying luxury brands, there is something that is motivating them today.  It might be different from what was motivating them before the economic circumstance and before some of this democratization kind of language and opening of communications.  I don’t necessarily know what those insights are, but as an example are, you may find someone who heretofore might have wanted to buy a BMW, and the elite nature of it might have been a primary driver.  Maybe that almost makes them feel guilty now, and they would rather talk about performance.  At the end of the day, don’t fall for just wanting to get a car that is better engineered than anything else, it’s not about being elite.  If that is the insight, I don’t know what the insight is for a BMW driver, get at that, understand that, and then give people a forum to talk about that and promote that type of language and that type of story.  Again, really let the insight drive it.  That’s why it’s so critical to know who your customer is and understand what their motivations are.

Student:
…

Andreas:
I hate to cut it short, but it’s one minute before 4:00.  We need to find a solution so I get your feedback.  If you can hold your question or we can do it in private, afterwards.  I made hard copies on my printer at home for everybody.  If you can take five minutes now and answer those three questions, it’s exactly what I sent you last night.  If you need to dash, then please send it to me or the TA if you want it anonymously.  Before we do this, let’s thank David.
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