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Andreas:
What we’ll do in the second half is I want to ask whether anybody got around to doing the last voluntary homework of talking to some top marketing executives and seeing where they are. Okay, no problem.  I think it’s just interesting to see what real world people in this position have to say.  Honestly, nobody made that phone call or asked somebody to dinner?  Too busy?  

Student:
This was a bad week.

Andreas:
I know, I just think it would be good for you.  If you want to do it later, I think you have enough material.  You are armed with enough material to have a good conversation with them.

Student:
As a comment – getting in contact… I used to work at General Mills … their perspective with what they’re doing with web 2.0.  In the last year and a half or so, General Mills tried to create a community for consumers and talk to each other about different things.  We launched the Betty Crocker.com website last summer.  Recently, as far as the existence of what we know as 2.0 has been around.  The objective was to get people who really bought into the brand of Betty Crocker and get them to talk about how they use different Betty Crocker products in their meals, and how they combine different things together.  Part of the method was to create forums, discussion threads, and things like that.  It was nothing to the extent that we talked about here.  It was that first stage of trying to get consumers to talk in discussion threads and forums and post ideas and things.  

The point is; it’s such a big organization.  It’s pretty slow moving and they have to go through a lot of legal considerations, and the idea of creating this community and what kind of content, who moderates it, how much is it moderated, and what do you do when other branded products that aren’t General Mills brands get pushed on the site, how do you mitigate that?  There are so many layers of bureaucracy and consideration, protection of the brand; it gets really difficult to provide an open forum like that.  General Mills has attempted, with the … some things that have been a bit more interesting and successful for the Nature Valley brand.  We created a website where people would post interesting places that they’ve visited.  People could post photographs and it was a competition.  The idea was to generate more awareness about the Nature Valley brand and to make it more connected to outdoor stuff, traveling, and things like that.

Within that … trying to do things… sharing, and whatever they could do … brand come to mind.  I interviewed one of the marketing VPs at Kaiser Permanente… offerings.  At this point, they’re not really doing anything at all related to the social data revolution… pushing out messages and allowing people to find information about … and things like that.
Andreas:
it’s interesting that in both cases, it is still very much an old view about protecting the brand.  I believe I gave you the beautiful example of Coca Cola, from two and a half years ago, when I was in this marketing workshop in Switzerland.  The Coca Cola guy was saying when he saw something on the web, “Oh, we’ll sue them,” and now Coca Cola has flown up the guys who are the popular Facebook fan page there, flowing them to headquarters and giving them a tour, giving them a video camera and saying, “Be my guest, record stuff, show it to us,” and really supporting them.  That’s a big mind shift, that I sometimes call the reversal of the arrow.  Instead of suing somebody for infringing on your brand, you say, yeah.  

It’s interesting; in the evening weekend class, there were so many concerns about “are we allowed to use the BART logo?”  What are they going to do, sue the school for you using the BART logo on your homework?  
Student:
One thing I wanted to mention was we actually had a Facebook fan page for Betty Crocker, but it’s still General Mills controlling the message and the content, as far as recipes and things like that.  People are able to chat a little bit, but they still really control who turns up what.

Andreas:
Do you remember in the last class, when I started, I spent five to seven minutes on social media.  I said the key really is to be willing, and able to let go.  You can’t control everything and it is not that nice to do, and maybe we can do it now.  It’s a must do.  The conversations are happening.  I don’t know about Betty Crocker – it’s cooking stuff, like pots and pans?
Student:
No, it’s cake mixes and things.

Andreas:
Okay, stuff you put inside.  

Student:
There are a lot of people who go on about recipes from their childhood and they want ideas about how to make healthy meals easily and thing like that.  There is a good amount of chatter about those kinds of topics, but they still have …

Andreas:
The whole notion about a website, as I said; I think in five years there will be no more Amazon.com.  I was pushing that, in the sense that people won’t go to the website anymore.  But, there is no question that Amazon.com will be an amazing company because it will be everywhere.  


One of the questions I asked you, and I reformatted that question after I realized after the first couple of answers that it wasn’t clear; what role do you think your mobile phone, which is always with you, will play in the process of creating and maintaining product space awareness, i.e. shopping?  The answers were that wherever I need the information, it should be anticipating it.  I should have a good interface so I could just take a picture of the barcode and it would tell me, given that GPS, where I can buy it nearby, where it is in stock, what the ratings are, and other stuff like this.  There is a lot of stuff happening that will not be at Amazon.com, and would not be on Betty Crocker.com.

Do you have questions about PHAME, or how useful did you find the PHAME framework, or where was it useful or not useful?  We read through all of your responses here and I realize that not everybody really understood what I was talking about.  When I said [0:08:56.7 unclear] PHAME in the sense of “what’s your problem,” it’s not the problem as in a goal of what to get the company into, but a problem more of “nobody has come to my site.”  I want to have some conversation about what it did or did not do for you.
Student:
What I saw was it was hard to use the PHAME framework.  Had we used a real business or web 2.0 business, this framework is fantastic.  We did not have the tools because it just required too much work to come up with something where we could test hypotheses.  I saw myself looking at the pages we created, and for it to have had the 2.0 feel, we would have had to spend a month developing it.  That is what I thought, but I think it’s a great framework and to think on ideas that are already running.  For a class project, I personally don’t think it works as well.  

Andreas:
Now I have a question.  What is web 2.0 for you?  We’ve talked about it for seven classes, two hours each, and thirteen hours later…

Student:
For me, it’s what we used to think of the customer now becomes the creator.  That’s what I think 2.0 is.  

Student:
I think it’s good to put it into contrast to what the web was before.  The web started as this static source of information.  It has become this dynamic place for interaction.  The tools that are available now, fundamentally let you interact with people in a way that was completely impossible before.  It gives you so much more reach to the rest of the world, in new and interesting ways.

Student:
I think I want to compare to web 1.0 to have different image.  I think compared to 1.0 its kind – the Internet is just a tool of communication.  Now, from 2.0, Internet tends to be a tool for social networking and also can be a marketing tool that is really powerful.  For the next step, I would like to see how it goes in other regions of the world, like in Asia or other countries.  I think it’s really powerful for marketing in the U.S., but I don’t see that much impact in Thailand, currently.
Andreas:
What is important is that web 2.0 is not about [0:13:04.4 unclear].  It’s not about technology.  I think I shared with you the example of some Singapore ads that were very similar to a TG meeting I had with people at TG.  At the end of the meeting, people said, “What do we buy?”  It’s not about going and buying system.  It’s not about going and buying software.  It’s about changing your mind.  That’s what is hard about it.  Everybody else tries to sell us their [0:13:38.4 unclear] whatever it is.  I guess I am trying to sell them a different way of thinking about the world.  By the way, you know about the five basic business models, right?  This is a business school, right?  Just checking.  

Number one is prostitution, meaning you sell your time.  The second one, if you have a really good product, I call this a drug deal.  The third one is going back to the Ps, to be a pimp; you have a company and you have people you sell.  The fourth one, thinking about Ps is priest.  You sell the future to people.  The fifth is basically [0:14:38.1 unclear]; that you have an easy to replace good, [0:14:43.9 unclear].  Those are the basic five business models.  All along, people have to be clear about which business model they’re in.  

There are very few mixed businesses that are successful.  That might not be the right thing to say [0:15:01.8 unclear].  Are there any other comments about what web 2.0 is?

Student:
For me, I think the shift has gone from being a consumer of information that has been created … creating that information for other people. The participation aspect is the big shift now. 

Andreas:
Is it primarily about creating information or is it not more than information?  If you think about Facebook, that has very little information.  It’s about something else.  Maybe it’s about sharing, about the social aspect.  Shouldn’t we maybe call it the social data revolution?  

My friend Ming Yeow Ng came up with that term.  I was desperately trying to find a term. At one time I had customer data revolution, consumer data revolution, people data revolution.  The Dean of the iSchool said, “This is Berkeley, but we can’t call it people data revolution.”  Finally Ming Yeow came to me and said, “Let’s just call it social data revolution.”  I think that’s a very good term.


I’m happy that you have the right feeling about web 2.0, and that you’re not asking me what tools we should buy.  I want to go back to PHAME and ask you what it did or did not do for you.  What do you wish it had done for you?  What do you think I intended it to do for you?  Where are the misunderstandings and how can we clear away another layer or two of to get closer to the core?  Are there any comments on PHAME?

Student:
How about the people who haven’t spoken the entire time.  

Andreas:
Most people have spoken.

Student:
One problem we had with the PHAME framework was just Facebook’s ability to give us metrics we wanted.  There are a lot of things, if we had had the appropriate feedback, we could have used the model more effectively.  But, there is a lot of data we wanted that we couldn’t collect, which I think limits the model.  If you can’t get the metrics you want, then you can’t use it.

Andreas:
You’re jumping right into the M.  

Student:
The first part of the framework was good.  The M is where it falls apart.

Student:
Related to that point, in order to do a lot of the PHAME stuff, you would need a very large audience to really test a lot of the hypotheses and to get measurable information, and also have the ability to control the actions, as in create a button here or there and run it and actually see what happens.  I think if the class had a Facebook page that was popular, that someone wanted to help make some adjustments and do some experiments on, I think that would have been an interesting way, … ahead and create some actions, and find those metrics, run the test, and then come back and measure the resultant success or failure of that particular PHAME situation.
Andreas:
I know I’m not helping myself in getting the PHAME, but you know the results page.  This is updated daily.  There are some blue and red.  I don’t know what the meaning of the colors are.  These are the metrics we are tracking here.  We will keep this up.  This is the ratio of removed, divided by new fans.  We average everything over the last seven days to get it so robust, and the first column is today.


We actually looked at the rank. The reason for the rank is that the rank is a super robust statistic.  Ranks – we have a total of let’s say 20 teams.  On each of these variables, we rank who is the best, who is second, third, fourth, etc.  That makes it very robust and very not game-able.  If you just have some of the things, then people really get all their friends to click on something every day, and [0:20:20.9 unclear] shoots up, but here it won’t have a big effect.  That is what you should be watching here.

I know from that perspective, this was the wrong thing to do right now, and I will try to get you back to PHAME… I wanted to make sure you know it’s up there.

Student:
Does it have a correlation with a number of friends the students have, as in Stanford student have less friends so they spend more time on …?

Andreas:
What do we know about this?  I know about a number of Facebook studies where the number of friends are surprisingly irrelevant.  There are three hypotheses that wouldn’t matter.  What mattered was whether you are in the same network, which was more important than basically anything else.  The total number of friends doesn’t matter.  The number in your core network mattered.  These things are to be [0:21:34.0 unclear].  Some of you went to Stanford…

Is there anything else you want to know about this?  We have fifteen minutes and I want to make sure we have enough time.  If there are any insights you want to share, this is the time you can wrap up while I’m here.


They will be changing.  They won’t be static.  They change once a day.  We have it all instrumented and it comes straight out of Facebook.  
Student:
I would like to hear more about yourself and the consulting projects you do, or what you do aside from teaching.

Andreas:
You want to know more about what I do?  Okay, last night I played in an orchestra, which was a lot of fun.  

Student:
What sort of projects are you involved with?  You mentioned that a lot of companies come to you to look at the rubbish.  

Andreas:
Is this of interest for people?  Otherwise we can just talk over a beer.  I don’t want to bother people with stuff that might not be interesting to them.  Are there other questions?  I want to make sure it’s not about me.  It’s about you and what your interests are.  Let me collect the questions and then I will talk about what most people are interested in.  It’s not that I don’t want to answer, but I don’t want to be the center of attention. What other questions do you have?  Write down the questions and then we’ll decide on what we’ll do.  

Student:
You were talking about all this.  I want to see how you’ve actually worked on this, the sort of projects you’ve done.  

Student:
I would be curious to know a little bit more about, in a business to business context, businesses were primarily selling to other businesses.  To what extent have they embraced any of these web 2.0 concepts and if you really see a future for not just the technology, but everything associated with web 2.0.

Andreas:
I had one really good example for P-to-P a couple of weeks ago.  I get so many examples that I know that there was one example that really surprised me in how good it was.  I need to recall what it was.  What other questions do you have?
Student:
What do you think the big problems are right now with the web that the big companies are looking at and trying to solve and what’s next?  You said in five years, it’s going to be an extreme example, but Amazon is not going to exist.  It’s going to be sort of pervasive elsewhere on the Internet and you’ll be able to buy a book on another site.  What are the problems now that the big guys are thinking about and trying to solve?

Andreas:
That’s a good question.  

Student:
What do you think is the next step if we wanted to dive deeper after this class?

Andreas:
I can share the details of your rich answers, if people are comfortable with that?  That tells us so much about where the future lies.  If I take out the personal identity information, if I send two students to class with what you gave to class, is everybody okay with that, or do you want me to do the work and summarize it, which won’t happen for another week or two?  It’s super rich.  We looked at it and we don’t have any better way of looking at the future than what you’re telling us about.  

Can you narrow this down, about what are the big problems?

Student:
I can tell you what I think one of the big problems is, which may give you a hint of what I’m looking for.  I think one of the big problems right now is the problem of discovery, how you figure out – people don’t know what they want, so how do they know how to ask for it?  

Andreas:
I totally agree and that’s why I did Twitter and Mr. Tweet as your first problem set because I wanted to make that clear to you.  As I said, people don’t know what they want.  That means people want to discover stuff.  It is the balance between discovery and maintenance on social networks.   Let’s say Facebook tends to be primarily maintenance where you maintain existing friendships, versus your favorite dating site is more for a discovery tool, where you try to find people you might not have encountered before.  Discovery is hard, and this is primarily because we don’t know what a good metric is.  We search for something, Chez Panisse tonight; we go on the web to get the number, hit the button.  Somebody says, “Hello Chez Panisse, how can I help you?”  You know you got it.  

That’s actually why I picked people you might know as a very deep discovery exercise, where the problem we solved was not that we don’t have the people, or don’t have the data, but we don’t know what the goal is.  We don’t know what the goal is for you as an individual, and we don’t know what the goal is for the company as a whole.  That’s my view; don’t look at me funny.  
Student:
No, that’s a good view on that.  I don’t disagree at all.  I guess there are a lot of different issues.  There are semantics; you can’t understand what people are searching for in a search engine very well, right now.  That’s another problem.  When I go to Google and type something in, am I looking for a product or am I looking for research on something, or am I looking for something else?  If the search engine knew which one of those things I was trying to do, it could give me more sophisticated information.  I think there is an element of semantics that is missing from the web, right now.

Andreas:
I agree with you, and I just want to remind you of one thing I said a couple of times.  You might just ask the customer and they might just tell you.  For instance, Flickr, at some stage did a very good job in trying to segment the images coming back.  I think Yahoo, at some stage, with examples given to me by [0:29:51.8 unclear] two years ago, Jaguar, which at that stage was a code name for the Mac operating system.  It was also a car, an animal, and whatever it is.  It is not about showing you just five cars.  It is trying to understand where is the spectrum, what are prototypes for each of them, and then maybe asking you, “Do you mean the car?  Do you mean the operating system?  Do you mean the animal?”  

It is about interaction.  It’s about getting people to tell you stuff and they will do this if they get something back in response.  I really believe in the principles.  I don’t know how to do them better.  The specifics for search - my former housemate Barney Pell sold a company called Powerset to Microsoft.  It is a good search for Wikipedia.  I equated the term Google grunting, that you grunt to Google to characterize that it’s not really a natural language conversation.  I don’t know how much of a delta we will get if the computer understands the sentence.  I deeply believe it’s not the natural language problem, but it’s the discourse problem that needs to be solved.  Even if I express what I think I’m looking for in the most beautiful language, it is the next thing you say to me that goes back.  For me, the dialog makes the difference, and that’s why I love low threshold of attraction, and all the things that I talk about all the time.  That is what will solve the problem, that the guy on the other side who I called at Sweetwater this morning said, “Oh, clearly you need this one,” as opposed to me trying to formulate the query better and still not being sure where I’m understood and where I’m not understood.

There are two things that are important.  Number one is the importance of the question asked, asking the right question, and the other one is the importance of dialog.  I’m very philosophically influenced by these German guys, like [0:32:03.2 unclear] who says that even reading a text is like a conversation with another person.  Dialog – whoever ignores that element misses the boat, the train, the plane, or whatever.  The dialog is helped by being able to now have interactions, low cost of communication, lightweight, and all of that stuff.  


What should be the next step for people interested in it?  I think it is thinking deeply, and that’s why I did the survey.  It was a lot of work for me to think about those twenty-five questions and formulate them well.  How long did it take you to answer the survey?  Who took more than half an hour?  Who took more than an hour?  I figured it would take people half an hour.  Who took less than half an hour?  Okay, so roughly half an hour.

I think those basic principles have truly changed the way the world runs.  By applying them to whatever it is that you’re doing specifically, you make a difference.  One of the big problems is that in class I can’t talk about very specific problems all the time because I have to elevate it to some more general way.  This is how classes work.  I find this very difficult, particularly when it comes to the metrics because if you talk about metrics in general, you can’t do much better than what Google Analytics is doing for web pages or what Facebook is doing for Facebook pages.  


For every single company, for instance last week; Sean Ammirati from mSpoke, when we came up with the metrics for mSpoke, the variables which enter their equation of a business, those are very different from the generic ones Google Analytics can give you.  It’s hard to do this in the abstract and in a one-unit course; it’s actually difficult to really work with a company.  I did something maybe two years ago, it was called HAAS at Work.  We did one thing on web 2.0 at Cisco.  That was something where people could work on projects, but in a one unit class, I can’t comfortably go to one of the companies I work with and say, “Here are students,” because they have different expectations which they would invest in you, and you wouldn’t be able to spend the time.  

There is more stuff you can do but generally, it’s very hard.  Do you think that I repeated those principles too often?  Give me some feedback here, different from the official feedback.  Do you think you know what I really mean by now, or are you still unsure about some stuff?  If so, what are you unsure about?
Student:
As a precursor to that question, … see how many people here came into this class wanting to do this as a way to communicate with corporate marketing, and/or provide some perspective on the social data revolution, so to speak, or were you planning on using the social data revolution as a way to generate more data and/or run a business or something like that on the side?  I think they address two different aspects.  One is helping companies like General Mills to further their efforts to interact with the community, and the other is to create a whole new community in, and of itself.  
Andreas:
If I write down here to help existing PR departments, for instance, I had lunch with a woman called [0:36:09.3 Fiona/unclear] last Friday, and she’s one of the lawmakers in California.  She actually has an extremely good – what she calls PR, but it’s not really PR.  She thinks about what she tweets.  It’s not that she had lunch with me, but she tweets about stuff that is relevant for her to get input from Californian citizens for the laws she is trying to push.  That is one element, how existing “PR” departments would do it.


The other one – what was the other point you had?

Student:
To use that information to either build a community or build a startup around the whole concept of using social media to interact with people.

Andreas:
Like your startup?

Student:
Our goal right now is to build a product base and new service for the mobile space, like mobile Yelp, but a bit more [0:37:18.4 unclear] oriented, and more product based.  
Andreas:
Modest guy.  What other expectations did you have that needed to be clarified, where were the mismatches?

Student:
I came to this class not really a Facebook user, not really a Twitter user, and my expectation was to come into this class to maybe learn how these tools are used in the social data revolution, from the bottom up, maybe to have my voice heard, maybe to have a conversation started by me to experience that and I feel the homework was more top to bottom; we were creating a Facebook page, facilitating some of those conversations, and to me, I came to this class a little skeptical because I’m not really a user of any of these tools.  I leave less skeptical, I have to say, but maybe a suggestion would be to maybe incorporate homework or projects that actually start a conversation and have somebody else tap into that conversation and use it for something that means something for us.

Andreas:
Try to be more specific.  Could you give me a better example?
Student:
I would have liked more guidance in the terms of the homework, where somebody could tell me, “Here is how you can use the tools so that others can give you suggestions on research topics, or so you can know exactly what this Stanford community is working on,” to be part of a conversation as opposed to directing a conversation, which is what we did on the Facebook project.

Andreas:
What do others think?

Student:
I think sometimes, the discussions were very abstract.  We had speakers that gave very specific talks, but some of the things – you said you wanted to bring it to the high, abstract level because that’s what teaching is.  Sometimes, it would have been helpful to go through a very specific application of it and then potentially abstract out some elements, but really see how a company is using a certain web 2.0 principle.  I felt there was not enough of that.

Student:
Another thing that I thought was missing was some discussion about the viability of some of these 2.0 forms.  If you look back at web 1.0, there were a lot of companies that at that time were providing something of tremendous value.  We have Pets.com, and all of them.  For the lab of a viable business model, they are no longer here.  I thought we would have spent some time – if you look at something like Twitter, we all kind of get what the benefit the users get from that service.  What is not clear is how truly it is going to survive three years out.  

Andreas:
Here is an important distinction I made, and I want to make once again in case it didn’t get through.  We have on the one hand these platforms like Twitter, but that’s utterly different how they make money from how we, as individuals and we as companies can use those platforms.  


That’s a big distinction because let’s say Webvan was not a platform.  Webvan for some of you who don’t remember Webvan … and it didn’t really make it, but then we have FreshDirect, which is a modification of that.  It’s an interesting discussion, but it doesn’t really fit into marketing 2.x.  

I deliberately didn’t focus on how Facebook makes money or how would Twitter survive, but I focused on how do marketing people use those tools, how do you follow somebody, how do you make somebody a friend, how do you end a conversation with somebody who might be criticizing your company.  

The Jet Blue and United Airlines example where if somebody complains about United and you are with Jet Blue, maybe you can tell them, “I think if you have that problem with United, you won’t have that problem with us.”  That’s a big distinction and I deliberately excluded the part about how to build [0:42:05.0 unclear].  There are not that many which are successful.  People always ask is Twitter an anomaly, is Facebook an anomaly?  How many of the Facebooks can you have?


I actually am respectful of your time.  I don’t want to kill the conversation, but it is 4:03.  I want to thank you very much and I want to express my deepest gratitude to Steve [0:42:30.8 unclear] who really supported me in this class more than I ever have been supported.  [Applause]


You met [0:42:49.3 unclear] and I also want to thank [0:42:51.2 unclear] [applause] five minutes I’ll also … he put up without much guidance from me because he knows… I never did so he did it by himself.  He suggested if a couple of you still have time to stick around for a few minutes, he will take another five minute YouTube video and put it up.  Let’s do that outside. It’s totally voluntary.
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