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xfore We Begin...

e What is your Social Media 1Q>

1. Tweeting is something birds do

2. | have a facebook page with <10 friends

3. |l am on facebook, linkedin and have over 150 friends

4. |1 am on facebook, twitter, linkedin, with over 500
connections each and | blog all the time, in fact | checked in
via FourSquare

it L
5N

NET3SASE



How does a 100-year old brand innovate?

timeter Grou




[/ Types of Social Data to
Understand Customers

For NetBase
February 2, 2011

&,
*
#

Jeremiah Owyang |_T| M ET E R

Industry Analyst and Partner




New types of data are emerging
from the social web...




Savvy market researchers will glean
Insights from social data to innovate
products, promotions and
packaging.



Always start with Learn

Advocate

Innovate




Then, use customer insights to innovate

Advocate
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Audience Poll

Q: How long have you been using social media data
to understand customers and then innovated
products, promotions, and packaging?

a)l haven't started
b)Less than 1 year
c)1-2 years
d)2-3 years
e)3-4 years

f)More than 4 years




Image by fariac used with Attribution as directed by Creative Commons http://www.flickr.com/photos/fariac/4629320313

1 © 2011 Altimeter Group
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The 7 Types of Social Data
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The 7 Types of Social Data

De ' Pr

Demographic Product

Ps Be Re

Psychographic Behavioral REIEHEUS

Lo IN

Location Intention




14

Demographic

1 Age
De ] Race/ethnicity

Demographic

| Gender

| Education
] Income

| Geography
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Gather demographic information from public
social profiles and social interactions

Jeramiah Owyang (1
Partner al ARimeler Group

San Francisco Bay Amoa | Intemel

Jeremiah Owyang

Cuora for Business: Currently Mot Allowed,
Shoubd SHll.. web-sirassgmt cor

Send & Fosiage - Share - Sos ol st

Partner af Altimoter Group

Past = Seniot Analysl: Social Computing at For g
= Dwrector, Comorale hedia Sirategy at Pt
= Director of Copomile Media Strategy ab |

Curant L

Editar of SearmchEngtne Lar
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Danny Sullivan @
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Aecammandalions 4 peopbe have mecommended Jemmish Wall  Info  Plancast o Tube
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Demographics are a first start —yet a broad
brush may not serve all customer needs.

Demographics are a strong source of context
about consumers

Yet broad secondary research sources may
not account for the nuances of individual
choices and specific needs — the world has
shifted to long tail

Marketing and innovation towards
demographics becomes more powerful when
combined with social data, as consumers
share about their persona
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The 7 Types of Social Data
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Product

Pr

Product

Brand or product mentions and
discussions on the social web
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Rubbermaid learned from customer feedback, and
Improved the product experience after launch

Overall Rating
Ak hdh loutof§

Appearance mmmmms
Durability ssesss

Ease of Use mmmm oo
Written by: Eliz

Waste of Money
Date: July 11, 2008

| was so disappointed in the Produce Saver. | purchased the 14 candthe 5 ¢
sizes, | filled both with clean, freshly torn romaine lettuce and also filled a
regular Tupperware with the same Iettuct After 2 days, the I&uuce inthe

Produce Saver is limp, wet

reqular Tupperware co

gwreepsmae  Immediately after their Produce
use again. Saver product launch,
L - Rubbermaid received negative
R reviews on their site. They
By Product Manag contacted the reviewers and
Ll bulld  learned how to improve their
mentioned that you . o
product instructions.

however is best for

be found in the Use & Care Instructions link on this page or at:
http://blog.rubbemnaid com/horme,/ 2008,/07 /produce-saver- htmil

Share this review: ] 1 4P &
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P&G uses reviews to improve products

178" 8" 9" g%
poor bottle design

“| love the product. However, the bottie design 1s ternbly top-
heavy. As the hquid inside gets low, the bottie tends to topple
over into my sink. | would love every aspect of this dishwashing
detergent if t did not do this every single time the contents got

too low!”™

kmdonald (read all my reviews)
August 6, 2010

e
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Fiat invites ideas for a new car

- : £ e guara ) A BI0 perionas ket guits sits. 3 ol
- FIATMIO.CC - - Rl : s
Omm wmocC . ©FERE SRR

ideas: « conozea ef FCC-IIT + participantes busca .ok
« bl reciiidus - Erde s idea o imspiwcioess

Ideas recibidas

Contributors submit ideas,
and can include pictures and

embed videos. Fiat gets
valuable ideas for features
and design, and marketing

Suspensdo ajustavel para as estradas do Bra and advertising.
(buracos e terra) e controle de tracao para as subidas
fortes

Envhado par Ricardo en po. i sinna categoria Gemernl

mm =i

_ _ IS



Using product information is tried and true

While contextually relevant, and often tied
to demographic data, it may not be
detailed enough for the nuances of
individual customers

Product-based marketing and innovation

will be more powerful when combined with
social, and behavioral, data
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Psychographics

1 Any attributes relating to:

PS * Personality
Psychographi
c  Values
o Attitudes
e |nterests

Lifestyles
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Charles Schwab uses a private community of 350
Gen X-ers to gather insight and makes product changes

charles SCHWAB

Charles Schwab launched a
private community to gather

"Boing a partof this communiy — insights from 350 Gen X
has certainly made me think .

a ttle more about my finances G non-clients. Schwab lowered
and my financial future, o

And knowing that Charles LRI vyt account minimums and
Schwab has gone to thesa [ p——

lengths to hear the opinions | e L made other changes as a
of potential customers has e e N

made me think more favorably . ;.T:_"",;‘;‘.,::';,"" result.

about the company.”
= Community Member

Money & More:
A private, online community allowing Schwab to listen

to the thoughts and needs of 350 GenXers.




Mountain Dew crowdsourced a new flavor,
design, and campaign geared towards Gen Y

BACKSTORY
FLAVORS
COLORS

ADVERTISING
WHAT'S NEXT?} |

- © 2011 Altimeter Group
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Customers are now explicitly sharing their
desires

 Using self-expression tools, consumers are
sharing their woes, pains, and aspirations

 This provides companies opportunity to market
and innovate by focusing on lifestyle and pain
points — rather than just products

* With Psychographic data, companies can focus on
nigher level topics to learn how to better solve

their customers’ problems
1. Pain
2. Aspiration
3. Product Value
4. Features
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Behavioral

Be

Behavioral

Specific past activities or actions
that indicate future intent, e.g.
purchasing history

29
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Gauging interest for Bacon Salt by finding bacon

fans on Myspace
W “I'LL PUT THIS
er N 000N EVERYTHING.®

rs of BaconSalt reached
out to fans of bacon on

imeter Grou
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InterContinental listens to previous guests —and
gathers insight to innovate

i [ Seareh | Home | Headlines | Exclusives | Blogs | Podcast | Past Issues | Job Connection

Grow your customer base using Twitter, Facebook

and other social networks

eMarketinganaiCommerce com

Building Loyalty From the Lobby Up Related Content
How InterContinental Hotels Group uses its devoled online community to ereate and o Goodwill Hunting
foster customer loyalty, while finding new customers. » Putting a Socia! Touch on Network Marketing

By Meiinss Campaneill = Tickel to Succoss

LT S

* Saving the Planet 2.0

Perhaps it's not ironic that InterContinental Hotels Group, which
always prided itself on focusing on customers, also happens
manage the worid's largest hotel loyalty program — with a

InterContinental built 3 private communities
of about 350 members each to engage,
listen, and innovate. InterContinental has
asked members “for help in developing
promotions, new features and services for.
the loyalty program, hotels, their brands...”



Behavioral and Historical data is a strong
looking glass

e There are two sources of this data:

— Inside our existing customer databases (like
CRM and e-commerce systems)

— Externally as customers produce more “digital
breadcrumbs” around the internet
e Leverage existing and external social data
to understand historical trends, and make
better decisions




33

The 7 Types of Social Data
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Referrals

Re

Referral

]

Customer ratings and
reviews

Non-verbal “Gestures”
Reward mechanisms

Most often leverages
social technology

34



Facebook “Likes” offer Levi’s insight into what's
popular for the season

timeter Grou

Relaxed Bool 527™ Jeans L

- ODceanna

$69.50

“l

L
You like Low Square Boot 597™ Jeans - Rigid Tumbile.

. Just bought these jeans on Levi's||

Post to Facebook JE= 1,1

35




Visitors to Levi’'s see auto-populated shopping cart
based on friends’ previous Likes

= W=

JUNORS  KIDS s BABY EXPLORI I_ KEY WORD OR NUMBER | SEARCH

FREE SHIPPING 01 ORDERS OF

FRIENDS STORFE s

EVERYONE FRIENDS FILTER BY CATEGORY Cas e

Levi's on Facebook

SEE WHAT YOUR FRIENDS LIKE ON LEVI'S!

7 g Like

EVERYONE LIKES Levi's |s it appropriate C;

“nvnnnm

“Jons¥
¢ 1678 ke 1,142 L130 ke 824

Lik J e 1, Like Like
. '

18 Original jaand - Low Shdamy 5317 jaani % Pockst Legging - $018 Origlnal jeans - Liim Strabght S14= D18 Original jaani '
Dask Aged Black Sheen Rinug Promiwn rr.-.,;.uuua Jaans = 30 Coated n.;..:nn. v

309,926 people like Levi's

Levi's Thousands of
Lewi's employee's
volunteered in over 44
countries last week
Painting schoals,
planting trees, and
giving back to the
community. What do
you guys think?

© 2011 Altimeter Group
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Referral data Is a powerful way to
understand consumer networks

Customers organically talk about their
experiences — both positively and
negatively

Savvy companies understand that word of
mouth is key to understanding who
shares, what they share, and why they
share
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Location

LO

Location

Physical location of a customer or
prospect, with present time a factor.

39
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Location data emerges as a baseline

twiEtEf "Q- macy’s near:94114 within:10mi 3 | G

Resuits for macy's near:84114 within:10mi 0.29 seconds Eﬁm_rqﬂm

cocd15: @djbender A friend working at Macy's helped us with a coupon and we
ﬂ saved almost 2k on our suils last year..,

iPhona: 37.773400,-122.4316086
23 minutaes ago via tef - Roply - View Tweet - 0 Show Cooversation

MissMarisol: @SuziStorm | know that at nordies the make over is free but Macy's
| asks for a 540 purchase.
|

San Franciaco, CA 84121
about 1 hour ago via txt - Beply - View Tweet - 05 Show Conversalion

Freebeazy: Macy's store windows: a month ago they had puppies in there, now itg
lingerie. Marketers are playing it safe.

SO o o e e In 2009, Twitter released
geolocation to developers,
ﬁ i A i s il et 2lOWING USETS tO tweet
S e from their approximate

about 18 hours ago via wilterfesd « Reply - View Tweet § .
longitude and latitude.
cashving: New Macy's Coupon: Buy 2 Bras, Gel the 3rd Bra Free

hitp:/foit WABNTGD (xpand
San Francisco, USA
aboul 20 hours ago via HoolSuite - Beply « View Tweal
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Starbucks experiments with context-aware
(location) offers based on Foursquare check-ins

9:02 AM

Welcome to Starbucks
75 Mt Auburn St

As mayor of this store, enjoy $1 off
a NEW however-you-want-it
Frappuccino blended beverage. Any
size, any flavor. Offer valid until
6/28.

(Tue May 18 @ 9:02 AM)

a ¥YOU HAVE NOT UNLOCKED THIS SPECIAL

ACEs
imeter Grou ——
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Business owners can tailor their campaigns based on
venue stats in Foursquare’s Merchant Platform

View data from: Today Yesterday Lastwook Lasti30deys Last 60 days Last 80 cays A Tima

Key metrics Top Visitors Most Recent Checkins
Ovenview of BCTiv Ty Lisans who have chodxed Most necent Vishors

.
¥
-]
[ ]

H =

= :

-. | %

All Checkins
Detnied liating of all chacking

jllllulllllll l| Iﬂlllllll lll
Time Breakdown
Whan visiiors aro checking in

‘

a1 G

Agung 5

b e e el L




While emerging, location data Is highly
context-aware

« Marketing and innovation are shifting from
context on web pages to the real world

e Understanding location, also serves up

time and intent
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The 7 Types of Social Data

De ' Pr

Demographic Product

Ps Be Re

Psychographic Behavioral REIEHEUS

Lo IN

Location Intention




45

Intention

| Desired state
IN ] Desired products

Intention

| Planned activities

| Often Inaccurate, but
could be a valuable
predictor
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Amazon knows what its customers will buy
through its Wish List

amazoncom Hello, christine tran. We have recommendations for you. (Nol chrsting)
S~ christine’s Amazon.com  f f Today's Deals = Gifts & Wish Lists | Gift Cards Your Account | Help

miversal

‘Q“-'.-
WIShlist e — = 2y

What is Universal Wish List? : e : E

Universal Wish List allows you to add products from any website to your
Amazon Wish List with one simple click, making it easier than ever to keep
track of all the gifts you wish for, all In one place.

Getting Started

It's easy! Simply add the Universal Wish List bytton to your browser, and
start shopping, When you ses something you'd like on any website, just

dick the Add to Universal Wish List button, and the item will appear on m

Have an online store or blog? : E —= i

Add Universal Wish List Buttons to your website
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“Be the Buyer” votes directly impact what products get
sold by online fashion retailer ModCloth

Wiahlista Shopping Bag (0) | 1-888-405-5690

‘T Flat Rate Ground Shipping!

| ModClof_[H;-? : 

Mew Arrivals

. Now's your chance to be a Virtual Fashion
Accessories Buyer and help ModCloth choose which
Shoes designs get created! o mon,

Apartment e
Sale

Vinlage

Gift Certificates
Shop By Brand

Sign up for texis
Join ModMoblla!

ModNews

Live Suppon
Be ihe Buyer Sample 303 Be the Buyer Sample 302 Ba the Buyer Sampla 301 B the Buyer Sampie 300 Ba the Buyer Sampla 299
14 Days Left 1o Vote 10 Days Lef 1o Vole 10 Days Lef to Vole 10 Days Left to Vole

imeter Grou
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Event organizers can view Plancast’s social planning
site to see what event topics are popular

PLANCAST  Search plans, people and categories _add_plan_

Friends’ Plans = TOMORROW

My Plans San Frnncis::u HIganis Mﬂatm 7 planned
My Categories E ﬁEI' 4L\ 6Parcipants @ Comment 4 Software Developers
Technology
Flm | e SATURDAY
Confarances

Businesd 1Bih Annual KNBHEBﬂ;‘GiEn‘tn an Fest

ri . Sahurday, Februa

v GRS ¢ o

=R - NEXT WEEK

Sot.ial Madia Martating Stratagius and Tactics
‘ ' A L. JParicipants i 1 Comment
Ignite San anmm piarmad

Publc YWorka. 161 Eve 51, San Franc CA 84103 - Tuesday. Febmuary 8, 2011, &

ANE Y — — —
-t

T e



The least mature, Intention data is
Inaccurate — but could yield highest value

« Consumers will often indicate what they
want to do in two forms
— Explicit buying interests or desires
— Aspirations of what they “would want to do”

(like 43 things)

e Savvy companies will harness explicit
content and tallor their products,
promotions, and packaging
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Audience Poll

Q: Which of these 7 data types are you using today?

De 1 Pr

Demographic Product
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Location Intention




A Pragmatic Approach
for Market Researchers

o




1. Take inventory of existing data
types and map out a strategy

] Take inventory (for each product and BU) of
the existing data types

] Map existing and new data types to
actionable Insights that can improve
products, promotions, and packaging

] Note that not all elements are mature, e.g.
Intention data Is inconsistent and adoption is
low — yet it holds the promise of providing
new context



2: “Fish where the fish are.”

1 Know which social channels your
customers use

1 Do this by surveying your customers
and prospects to understand their
Socialgraphics, primarily where they
are online and their social behaviors,
l.e. what data they sharing




3: Invest In customer insight
software wisely and for the long-
term

| Beyond a dashboard, ask brand
monitoring services how they can help
deliver actionable insight reports based
on these 7 data types

] Build in the appropriate workflows and
processes, which can lead to early
Social CRM efforts that will anticipate
customer needs in the future

|

imeter Grou



4. Beyond listening, ask your
customers directly

] Social media insights can be coupled
with an innovation platform where
customers are encouraged to share with
you directly, and with each other

] These brand enthusiasts may know your
products best, and are more likely to
activate discussions on the social web
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THANK YOU

Jeremiah Owyang

jeremiah@altimetergroup.com
web-strategist.com/blog

Twitter: jowyang

With assistance from Christine Tran, Researcher

=
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. ALTIMETER
ABOUT US

Altimeter Group is a research-based advisory firm that helps
companies and industries leverage disruption to their advantage.
We have four areas of focus: Leadership and Management,

Customer Strategy, Enterprise Strategy, and Innovation and
Design.

Visit us at http://www.altimetergroup.com or contact

Info@altimetergroup.com.
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Our Sponsor

NETSASE JANUARY 2011
BRAND PASSION INDEX New Year’s Resolutions - Diets

+ -"a

Sentiment Range

Passion Intensity

Email: info@netbase.com for your free chart!
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Please post any questions to us in WebEx

Connect with us on Twitter: #Net_Base or @Net_Base
Tweet about this event #11forll
Email: info@netbase.com
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Managing the Mess: 11 Tools To Manage Social Media

Guru Webinar #3 of 11
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.

CIAL MEDIA EXPLORER
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Start with the Five 5Ms

Mapping

Middleware




The 18 Use Cases of Social CRM

1. Social Customer Insights: The 5M’s

Service & . ! Customer
Innovation Collaboration

Support Experience

© 2011 Altimeter Group
Attribution-Noncommercial-Share Alike 3.0 United States




