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Andreas:
Welcome to part two here.  This is the agenda of what we need to get done today, before the end here.  I want to spend about five to ten minutes to listen to what your experiences were with the homework.  Then, we will look at the Dell case.  Jeff Jarvis, I had mentioned his book last time.  I will leave it up here at the end of the class so you can flick through it.  He is the guy that started “Dell Hell” and has now written a big book with the title, “What Would Google Do,” addressing social media and the Dell example.

Then, we will have about fifteen minutes where we will talk about what is happening for the traditional publishing industry, what should – this example here of the Denver Post – be the answer?  Then, we will do about five minutes where we will think about what you have learned in this class, how would you apply it whether it’s to Haas or whatever you think the companies of interest are to you.  In the last ten minutes today, I will show you the different perspectives I think you could take, as you are explaining the ideas we have here to three different categories.  One is sort of CEO level, the second one is to chief marketing officer level, and the third is to the visionary in the company as you are interviewing with someone, telling them about marketing 2.x, as you are talking to your friends or as you are in companies.  These are three different perspectives that I want you to be able to represent well.

Let’s start.  About half of you had your hands up; who looked at the homework, who might have spent some time – I am particularly interested here in this part three, which we wrote, which is you understand what the traditional core message is of a company.  Then we moved to the question about what opinions do customers voice about that company - both past ones who they have lost and present ones they still have, and potential future ones.  Then we had the question of who are the people engaged in the conversation, in the way we spoke about right now, and can you in turn, get an engagement with a person who engages (critically or positively) with a company.  That is what I want to start with here.

Did any of you actually - where we had the list Walker showed about fifteen social media people who work for companies?  The reason we said this question like this is I want to see what you can do to actually engage with people in that way.  Did anybody try?
Student:
I tried.

Andreas:
What was your experience?

Student:
I tried engaging in a conversation with Starbucks.  

Andreas:
So you tried to engage with Starbucks, or with the people who actually had been criticizing Starbucks?

Student:
Starbucks has this social community website that is only dedicated for people to talk about products and coffee and what they like or don’t like.  It’s called Starbucks Ideas.  It’s actually powered by Salesforce.com.  I joined.  I don’t drink coffee and I hate Starbucks.  [Laughter]

Andreas:
On that note – cheers!
Student:
My wife loves Starbucks and I think it’s a waste of money.  I thought that maybe this would be a way to get somebody engaged and so I joined and I entered some pretty cautious opinions on their product and their price.  It was interesting to me that the conversations from everywhere in the world were not only about the taste of the product but concerns – about the health of the company, business ideas to help them from … which apparently they are not doing too well.  

Andreas:
In the interest of time, you entered the community in some way but you did not try to engage with some of the individuals.  You didn’t write to whoever said something about Starbucks, and said, “Hey, I am So and So and I was wondering; I feel the same.”  Did you do that?

Student:
Yes, I started the conversation saying, “This product is too expensive.  It should be cheaper.”  Several people responded and I picked two and engaged in conversations with them.  I think one was in Starbucks and one was not.  I didn’t see a lot of value in the conversation.
Andreas:
Did anybody else try to engage some person who might have criticized something and say you had the same problem?

Student:
I joined the Lucas Arts Forum.  I’m going to be working for them this summer.  I started talking to people who were talking about the games.  I really hate the WE games because they’re all family oriented.  I started criticizing them.  The issue was I only managed to talk to two people; if you haven’t’ been there for a long time commenting, there is this trust issue.  This community knows each other.  They know who are players and who are just spammers.  I think they saw me as a spammer and didn’t really pay much attention to what I was saying. 

Andreas:
Did they respond to you?  You hit them up; you said something and they said… go away?

Student:
They were trying to defend the brand, which is quite interesting, by saying they are already engaging in … in WE and WE is already doing things that might be more oriented towards the fanatic video gamer.  They were trying to defend Lucas Arts, saying they will end up going into WE with products that aren’t just for kids, but for everyone.
Andreas:
Okay, we learned two things here.  One is that persistent identity matters.  If on www.search.twitter.com they could have seen you, it was on …
Student:
No, it’s their blog.

Andreas:
It’s on their blog.  If on their blog you were using Facebook Connect, for instance, where they could then click and see what other things you have commented on, you are actually a very reasonable guy who is not a spammer and who is not paid by the competition, but who is a grad student at Haas, that might have greatly helped.

The other one we see here is that people who are in a community are not random.  They tend to be fans.  At Amazon, 80% of all comments are five-star or four-star.  People tend to be – and it might be that they want to be reinforced that they actually did the right thing by doing this game as opposed to the other game – people tend to be positive.


I think these are two key elements here, the persistent ID and you are talking to people who actually are fans.  They are there to defend the community, whether they’re paid by Lucas or not is a different story.


Anybody else manage to identify, engage, with any individual, positive or negative?
Walker?:
Some one in Comcast Cares, on Twitter.  Did you get them?

Student:
They responded in two minutes.

Andreas:
And they said?

Student:
They said, “Is there some way we can help?”

Andreas:
You said?

Student:
I was just about to write back.

Andreas:
“It’s just a class project, for Professor Weigend.”  [Laughter]

Student:
Yeah, it’s just a class project for Andreas Weigend.

Walker:
Did NewsGator write back?

Student:
NewsGator has not.  [Ohhhh]

Andreas:
The final question here is do any of you want to give some advice to the head of marketing of the company you picked?  Lucas, Starbucks, Comcast, any piece of advice?

Student:
The brand that I was thinking of is Betty Crocker, because I used to work for General Mills.  They don’t really reach out in media except for the Betty Crocker Homepage… my recommendation would be to get on… it’s so basic, and make sure there are dedicated people who could respond in two minutes versus… or, I’m still waiting for…

Andreas:
Okay, that’s a good example and I think they might wake up soon and realize that not that many people are going to the homepage anymore.

Student:
We’re to the point where I think that’s why companies like GetSatisfaction are interesting because they act as a third party trusted broker of a lot of these relationships to say, “We’re not hosted by Dell, we’re not really getting paid by Dell, you as a visitor can trust us because we …”  “…  I don’t know who you are; you could just be a competitor.”  They have that former issue…
Andreas:
Okay, I really worry about getting through some stuff because we are no longer very … before the end of the quarter here.  Back to Dell, to Walker Fenton.
Walker:
So you did some work on Dell and part of what we wanted to talk about today and show you is through a couple of different screenshots as to where they’re engaging with people.  It’s kind of surprising.  They have really been a bell weather space in terms of driving this type of conversational marketing.  They’ve put a lot of effort towards it.  


It doesn’t take a genius to recognize that all the places where Dell has shown up in social media.


Have you seen any of the Dell stuff on Twitter?  The point is there are not just one group at Dell; there is a page full of Dell representatives on Twitter answering questions on different things and being very responsive.  They also have a space in Yahoo Answers, which is dedicated to Dell and Dell personnel.  I don’t know how they set this up; I’m wondering if there are people and tech support who might be spending 15% of their time on Twitter or answering questions on Yahoo Answers, how they’re multitasking and maybe using that workforce for a couple of different things.


The Dell “Direct to Dell” blog is kind of the hub of where all of this gets brought into and responded and it’s basically the first place they drive you.  Are you guys familiar with the Dell “Direct to Dell” blog?  I see some Dell laptops here; have you guys used their support and provided…

Student:
Not yet.

Walker:
Not yet – that’s a very small machine.  They have a YouTube channel so they are now making videos and this guy is not a paid actor, as you can tell.  He is like a product manager at Dell.  They put him up in front of the Mujahidin canvass background and have him talk about the products, what these machines are, and what they were thinking about when they put them together.  It’s a very interesting way to get your message out.


They have a Flickr account – Flickr.  “Hey, we have pictures of Dell servers in racks – cool.”  [Laughter]  That’s important to some people.  I think it’s great that they’re doing it and getting it out there.


They’re on Facebook.  Are there any fans on the Facebook pages?  No, okay, going once.  They have 28,000 fans on Facebook.  Ideastorm, this is like the Starbucks folks.  This is the same type of thing where you put in ideas.  Sean had the point last night that this must be authentic because if you go to this website, www.ideastorm.com, you will see the top ideas that people have voted up in this community are “option to buy computers without Windows.”  What were the other ones?  

Sean:
Make a battery pack that actually works, the kind of things you could tell product managers…

Walker:
They’re very authentic and there are 2,800 on that one, but there are other ones that have been voted on 30,000 to 40,000 times, which I think is interesting.

Andreas:
We can actually add that the lady who did the Dell presentation is not in class today, right?  We had somebody who used to work at Dell until last year.  She talked about marketing at Dell.  The interesting thing was the division that does Ideastorm was somewhere else from the marketing department.  We learned about the organization, that they are a big organization who heard and said, “Those people are just farmed out somewhere,” and she was in the main marketing department.  Her job was to send out emails and the traditional stuff.  It was interesting that Dell seems not able to integrate that stuff you are showing to us here, and the traditional real marketing.
Walker:
Dell groups on LinkedIn – there are 131 of them.  Most of them are alumni and Dell workforce and Winning with Integrity.  It’s just ways you can interact with Dell on LinkedIn.  


Finally, I wanted to show an example of folks talking about Dell, but not on a Dell brand; getting back to that spaghetti picture we saw earlier, where there were influences from everywhere that people are talking about the brands, and what not.


A couple of different use cases, is that what we’re going into now?  Is that all right?  I want to tie this into the class and what we’re talking about today, but I wanted to show you a couple of ways that folks are using our products to communicate, to engage, to listen to audiences and I was going to show you some sample work that Sean’s company and my company have been working on.  


We talked about the Business Week example; that reflects the aspect of listening.  It’s our ability to reach out, view from the content that is presented out there and be able to grab those metrics, pull them back in, and show that we’re listening.  If our metrics say that this is the most popular Business Week article, and www.businessweek.com also says it is the most popular article, that’s really great.  That’s great for us because we’re not relying on Business Week to give us that number.  We have Business Week content all over our system and our people are telling us that’s a very popular article on Business Week.

In terms of learning and the analysis, which is what Sean spoke of earlier, with that consulting firm that we talked about and showed you some of the sample reports; on the engaging side, I wanted to show you a quick example of something we put together with Edelman, the big PR firm in New York.  This is a way to drive engagement, drive conversation, drive interaction around a brand and the notion was that there are a lot of different people out there travelling.  They all use American Express or they all use Samsonite luggage.  


Part of what Edelman was trying to do was to sell this to their clients as a way to drive engagement with the brand.  But, they didn’t want to have to do all the heavy lifting to write all the content, make the conversation happen.  They didn’t want to spend a lot of time on that so they came to us and said, “Can you mine the blogosphere, Twitter, the forums, comments, and get us good content, where people are talking about travelling and we could kind of aggregate into one site?”  


We put together this site and used our technology to go out there and find relevant content that was topical and timely around travel and sucked it all into this site, which is essentially like a blog.  They wrote a post every night and had the ability for folks to upload their own photos and videos.  It’s all a very dynamic site without them having to do anything.


If you think about a company like Samsonite and if they are trying to engage in conversational marketing, that is not an easy thing to do.  Maybe there are people out there who talk a lot about luggage, but if they can get involved in a larger discussion about travel and be part of the conversation and help guide the part of the conversation ask people if their shirts are clean – ask people if they’re luggage is holding up; I don’t know.  

Sean:
A good example is the guy who is blogging about overnight bags and things like that.  Maybe a more contemporary example would be “The FAA has now approved these laptop bags that you can…”  For Samsonite maybe it’s worth being a part of those conversations so people are thinking, “I fricking hate the extra steps, when I’m trying to do all this other stuff to get through security, so I feel more protected than I am.

You could say, “We have this new bag.”  That might be more relevant.

Student:
It’s more like a sponsored message?

Walker:
I wouldn’t call it a sponsored message because it’s a conversation.  It’s definitely – I love the analogy of the cocktail party host.  It’s starting the conversation, then watching it happen and then learning from it.  If it’s a sponsored message, you’re likely to make decisions editorially about what to allow and what not to allow.  All of this has editorial control behind it.  Samsonite is not going to allow any old message that mentions Samsonite or luggage to show up on this site.  There are people who are editing this stuff with tool to approve and disapprove messages that show up on the site.  That is part of what they’re trying to do.

Student:
How long does it take to come up with a website?  …
Walker:
It took maybe a week.  We have design in here and that was most of it.  The rest of it, NewsGator is really good at delivering content seamlessly.  That’s just part of what we do.  We have tools through our widget framework that allow us to search, editorialize, and present content into places like this, within the look and feel like specifically, this site is a blog.  This half of the page is the CMS that drives the blog.  This photo piece right here is a widget.  It’s one line of JavaScript.  This Warrior of the Week is a widget.  And if you scroll down the page, which I think I can do, to show you the videos are all another widget that is pulling stuff from YouTube.
Student:
If someone were to need services, how do you charge your clients?
Walker:
It’s actually Edelman who charges their clients.  I think they were thinking this $100 thousand buy.  It’s an ad campaign, but it’s not really an ad campaign.  It’s a conversation campaign.  I don’t know; I can’t speak for Edelman.  I think it was around there.  There was some work that needed to be done.


The other thing I wanted to show you was something we’re doing with the Denver Post.  I’ll keep this quick because I think I’m going long.  Denver Post’s job is to publish content and to market their content.  Their job is to get you guys excited to read their articles.  A lot of their energy, other than covering the news, is how to engage you better once you show up on www.denverpost.com, and how to encourage you to continue to click on other articles they have written about the same topic.


What we’ve done, again working with mSpoke, is we’ve put together topics pages that are specific to pulling the relevant topics and entities out of a document and then making associations between all of the documents that talk about those same topics or entities.  I’ll show you an example of that.  


The way we invite people into the topics pages is through links within the page.  This is another thing that mSpoke is really good at, programmatically reading this text and saying, “This is an important word, - Wyoming, Japan, Craig Arnold.”  I don’t know if you want to speak to that…

Sean:
We’re going through and understanding some of the meaning behind the words…
Student:
What are you linking that to?

Walker:
It’s this page.  It’s a topics page.  This topics page has a couple of elements of it.  One, we’ve allowed the end user, the audience member to continue down a path of implied intention.  They were reading an article about Wyoming.  They said, “Wyoming is interesting; I’m from there,” or “I’m going there,” or “I have business there; I want to know more about Wyoming.”  What they’ve done is they’ve made it quick and easy for the audience member to click through and get more stuff from Denver Post, on Wyoming.  


In this case, we are showing Denver Post articles.  Over the top, there is a couple of duplicates in here on Wyoming scholar missing in Japan’s Ring of Fire.  Rich – I don’t know; I can’t pronounce his last name.  Voice of CSU Rams dead at 54; that has to do with Wyoming.  There are a bunch of Wyoming-specific content in here.  We have pictures of Wyoming, which I think come from Yahoo.  Then there is the rest of the web.

Now, what Denver Post is doing is they’re saying not only here is stuff we’ve written about Wyoming that might be interesting to you, but here is stuff that other people have written about Wyoming.  This is a big deal for publishers.  They’re just starting to get the idea that they’re not going to be experts at everything and that there might be more compelling content that you want to read.  If you got to that value content through your experience on Denver Post, that means you are going to come back to Denver Post.  


They’re just starting to accept that.  We’ve heard so many times from folks, “I don’t want to send people away; I don’t want to link to other articles.”  Well, guess what; Google makes a pretty good business sending people away.  


The rest of web shows – technically, if you’re interested, this is a white list of RSS content that they’ve pulled in.  They’ve said, “Let’s pull in stuff from this publisher and this publisher.  I don’t want stuff from this place over here, and I’m just going to do a related search for articles on Wyoming.

Student:
…article tags done on the NewsGator service?

Walker:
It’s essentially NewsGator content coming in and then mSpoke reading that content, providing us the metadata that we need, the topics, the entities, etc.  We mash it up in our system and spit it out on the page.  You’re standing up like you’re doing to talk.

Andreas:  
Just getting ready for the handover, like conquering…

Walker:
Are there any questions on this?  Go ahead.

Student:
So, on this, are those publishers from the other site compensating this site or is it just a good web citizen and here are some other sources?

Walker:
That’s right; it’s public RSS.  What publisher will do is they’ll put in an excerpt and a headline and get it out there so people will be encouraged to come back and read the article on their site.  There is no commercial arrangement between the two and there are laws in place, the Digital Millennium Copyright Act that we’re showing a piece of content and someone says, “You’re serving an ad next to my headline,” and then we can take that out without getting into too much trouble, because of this ad.  There is a lot of work being done in terms of public-facing RSS content and how you can use it and how you can’t use it.

Student:
Do you have to opt-in to…

Walker:
I don’t know what to tell you.

Andreas:
A/B test

Sean:
Sometimes the article shows up in different sections and … completely; they’re in the process of turning this on right now.  [0:28:26.3 unclear] system push an article off to multiple sections so I think you need to be in the breaking news section looking at that article.
Walker:
Kind of a real use example of them trying to further engage in whatever you’re interested in and drive clicks on their site to show more ads, basically.

Andreas:
What I now want to do is to pull together the two of you, if you will get close to each other and share the microphone.  We spent an hour and a half here.  What did you actually learn?  What is it you would be able to take with you to your interview tomorrow, at some company, from today’s class?  What were the things where your bits got flipped in your mind?

Student:
We heard about the … effects and handing over to the users, the brand management, but what … you guys were talking about… of information … I do see a lot of it there… and filtering information… relevant … keeps on saying we get flooded and I think we’re moving in towards a society where we’re going to be bombarded with information and I think it’s relevance.
Andreas:
So processing matters.  I was shocked to see our friend Fred Wilson’s quote, that he thinks the most relevant thing is to have it ordered by time.  I thought we would have a little bit more, in terms of relevance, than that.

Sean:
We can talk about that more, now is probably not the time.

Andreas:
I want you to think about what you would tell somebody tomorrow, or Monday, when they ask you what does this stuff you learned, about mSpoke, about NewsGator, about RSS feeds, what does it mean for my company?  I want to hear more from you.

Student:
I think one thing is if you are out there, if you are on Facebook… you should monitor them and also respond to them.  They have a Facebook page, are writing comments on the wall, and…

Andreas:
The point which Walker made in the beginning, that you have to listen in and then learn and then you engage – the engaging part is an important part of it.

Sean:
It’s actually… really interesting for Josh.  

Walker:
Yeah, we’re going to have a discussion.  [Laughter]

Andreas:
Point well taken.  Again, think about it.  I really want you to do that transfer because I can’t really do it for you.

Student:
I think it’s really important … to understand how they want to be responded to.  It’s not enough just to see that someone has connected to your brand, but to understand in what way they want you to interact with them.  It may be unwelcome but there might have been a different approach… would have been more amenable.  On the flip side, not getting a response for six months… finally responded to one of your unique messages.  It both needs to be timely and in a way that you…

Walker:
I wonder if there is some way for Band of Horses to understand who one is without having to ask you what … if there is some way to say, “This means that we are maybe attractive to this demographic, or to some non-specific…
Student:
… with Twitter with their following to follower ratio to see if how interested people are thinking these two way… versus… maybe they’re not quite as interested in the …

Andreas:
One question, for instance, is here on our page.  What do we do?  What ought we to do to actually respond to what people are [0:33:46.6 unclear] is he in this class?  I want to spend the last few minutes helping you, and I want your help with this – the two of you to help with this – if we say there are three audiences that we want to tell about the social data revolution, about marketing 2.x and one is top executives who want to carve out a sustainable digital future.  The example I have in mind here is HSM.  Does anybody know HSM?  It’s a big conference organizer they have in October, this year, if anybody is in New York at the World Business Forum.  It is a very good conference.  These are top business leaders who go to the conference to learn about what they should do as CEOs.


The second one is marketing executives who want a direction beyond what they read by the Charlene Li’s of the world or the Jeremiah [0:34:57.0 unclear] of the world, the researchers of the world, about what they should do in social media about being authentic. 


The third group is people who just want to know what the future will look like, from a technological and a social perspective.  These are the three groups.  I jotted down a couple of things here.  The first one is for the top executives.  Think about the World Business Forum.  They want to realize how identity actually allows us to not have a transaction business anymore, but to move from a transaction business to a relationship business.  

The two examples I would give for this is Amazon.com and Swiss; two companies I know quite well.  That is one thing that I think any top executive can understand, that the world is changing for them.  I wouldn’t emphasize data for them because they’ve all had their bad experiences.  Actually my saying about data tombs comes precisely from the CEO of Swiss.  


The second point I would make to them is the web.  That’s a big point here.  People always ask me how much it will cost.  It’s really cheap.  Think about it.  If you spent two hours to listen into the conversations about your company or to listen to the blogosphere, using Technorati or whatever your favorite blog search engine is, you learn a lot about what people are really thinking, feeling, and sensing about you.  

If you create somebody – I’m not sure, does this guy do this fulltime (Josh)?  Okay, you don’t have to start fulltime.  You can get somebody, an intern; maybe one of you is interested in doing it and then could just go into the company and say, “I just happened to do this in a few hours.  Would you like me to do more of it?  This is what I can do for you.”

You don’t need infrastructure.  You can actually make your own following by acting on, like you said for instance, Lucas.  You can start without any infrastructure.  That’s pretty amazingly different from before.  Precisely in this day on Earth, with the downturn, where people are ready to cut costs, these things don’t cost much.


The third element here is slightly more expensive but not all that much more expensive; doing experiments.  The power of experimentation which is not analysis paralysis, but learning models for experimentation plus having the institutional learnings of that.  A couple of times, the question was which experiment should we do?  I said to think about the parallel tracks, randomly selecting groups.  

The key thing is not the infrastructure to do the experiments.  That’s easy.  The key thing here is how as an institution do you learn from that.  These are not buying a system from Extentia for $100 thousand or for a million dollars.  This is how do you change the mind of the people in the company towards a PHAME oriented culture.

Do you want add stuff, or Sean, to this about how you would talk about this if you had one of the top Fortune 500 CEOs coming to sit with you and asking “Why should I care?”

Walker;
I would be selling, so that is a little bit tough.  I think, getting back the points we talked about earlier, you care because it works, because it’s cheap, because it does engage and build relationships and it does build brand.  It is really hard to do because as you mentioned, it requires letting go.  It requires unleashing and guiding as opposed to hammering with a big microphone.

Andreas:
Coming from Germany, failure is not really looked upon with big eyes.  I tell anybody who ever leaves a company, and it’s always a shock when I say this, “They got fired.”  Nobody ever gets fired.  That’s the way I look at things.  In the Valley here, being in a company or an environment where people’s reputation transcends the job they used to have, and the reputation is ultimately the reputation of an individual, and not just having been the “Chief Scientist at Amazon.com,” I think the attitude companies have toward failure is interesting.

As you said, it works and it’s cheap, but it often requires learning from failures.  That is where you don’t fire the guy if it turns out his campaign didn’t work out but is a great way to learn what to do next.

Sean:
I think the fact that it’s small, a lot of these are smaller things, and if they’re cost effective they’re cheap.  On one hand you can really look at it as really good, on the other hand for this first group, the top executives, that could be a little scary because it’s hard to manage that much.  If you don’t do a good job creating a good culture, that’s one thing I really like about Walker.  He has created a culture where they do really care about customers and he can have a lot of things going on.


If you don’t do that well, it’s much easier to manage a Super Bowl commercial, out the door, than it is to manage a thousand social media projects.  

Andreas:
Are there any comments?  The second group – you’re all in a marketing class here.  If you go in a marketing job somewhere, what are the messages there?  Something that I drilled home that you will all probably have nightmares about by now is how the Four Ps have fundamentally changed.  There are questions like recommender systems; 10% to 20% of the revenues of companies like Amazon.com come from recommender systems, from a piece of technology that in the olden days enabled us to collect data from transactions but now in the new ways, to have social recommendations.  

If you want, go to the CMO and say, “To increase your revenues by 10% to 20%, this is a very concrete thing to do.”  

The whole idea of feedback goes in here, product management, and there is one dimension of irrational decision making, that I didn’t talk about much in this class.  Are there any comments about how you would talk to the CMO?


The worry here is that data, which means a lot to me as “Mr. Data,” means very little to most of the world.  The fact that marketing has hijacked pricing and promotions and product even, which is at the heart of the company, doesn’t really matter to most people.  


I think one of the challenges we have here is to help people understand what these recommender systems really do for them.  It’s not easy.  I was surprised at how difficult that is.  If somebody could help me here, after class, to see how you would explain this to your CEO or CMO, which is basically native for me, compiled machine level due to recommender systems; I would appreciate it. 

Last point here is how do you talk to people who actually are interested in understanding what the future looks like.  There, the point I want to make is really it is about helping customers with their decision making.  It’s not shoving things down their throat.  It’s getting them informed, it is basically beyond the one directional Guttenberg, and we take the blame for that, from five hundred years ago, a one-directional communication being broadcast, television, and radio, to the truly two-dimensional conversations.  The whole economics model falls in here.  What comes out of the costs of communication that you also have nightmares about by now, I’m sure.  


For the last homework, what I would like to propose to you, because I think it’s actually useful, not to make you work or give your trouble.  Interview a marketing executive of a company of your choice.  Use LinkedIn, or something; reach out and say, “I’m an MBA student at Haas.”  As them what they believe is the essence of web 2.0.  I hope they will not say it’s plumbing, or it’s technology, but that there is a social component to it.  


What is the impact on their business?  That’s partly why I prepared you with the last table, so you can actually tell them something there.  Then, going beyond the obvious, losing control and so on, what fears do they have about the social data revolution?  Finally, I would like to start the last class with collecting a little bit, as we did today, after the break here, if you would take the position of that person next Monday and what would be the first thing you would change.


That’s what we have to get you in the mindset for the last class, which we’ll have next Thursday.  I thank you for your attention today, and I very much thank Walker for coming from Denver, or was it Boulder?  And for Sean coming from the east coast.  [Applause]
Transcript by Tamara Bentzur, http://outsourcetranscriptionservices.com/
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