Concepts from Classes
Week 2: Digital Marketing
Web 1.0: 
· simply an information portal where users passively receive information without being given the opportunity to post reviews, comments, and feedback
Web 2.0: 
· Instead of merely reading a Web 2.0 site, a user is invited to contribute to the site's content by commenting on published articles or creating a user account or profile on the site, which may enable increased participation
· Key Features:
· Folksonomy - free classification of information; allows users to collectively classify and find information (e.g. tagging)
· Rich User Experience - dynamic content; responsive to user input
· User Participation - information flows two ways between site owner and site user by means of evaluation, review, and commenting. Site users add content for others to see
· Software as a service - Web 2.0 sites developed APIs to allow automated usage, such as by an app or mashup
· Mass Participation - Universal web access leads to differentiation of concerns from the traditional internet user base
· Rise of businesses like Uber and AirBnB that have social aspect crucial to the business
Comparison of the two:
	Web 1.0
	Web 2.0

	· Mostly read-only
· 45 million global users
· Focused on companies
· Home pages
· Owning content
· Page Views
· Centralized
· Stickiness
	· Widely read/write
· 1 billion + global users
· Focused on communities
· Blogs
· Sharing content
· Cost per click
· Crowdsourcing
· Spreadability



Models associated with “The Evolution of WOM theory”:
Organic inter-consumer influence model:
· Marketer broadcasts marketing mix elements to consumers
· Consumers pass marketing message and meanings to one another
Linear Marketer Influence Model:
· Marketer broadcasts marketing mix elements to consumers
· Opinion leader (influenced by advertisements and promotions) passes marketing mix elements to consumers
Network Coproduction Model
· Marketer broadcasts marketing mix elements to consumers
· Opinion leader (influenced by advertisements and promotions) passes marketing mix elements to consumers
· Consumers pass marketing message and meanings to one another
Other WOM Notes:
· See Megaphone effect article
· Increased ability for anyone to become an opinion leader
Inbound marketing: 
· Marketing activities that bring visitors in, rather than marketers having to go out to get prospects' attention
· Earns the attention of customers, makes the company easy to be found, and draws customers to the website by producing interesting content.
Outbound marketing:
· Traditional marketing activities that go out to get consumers’ attention
· One way conversation
Comparison of the two:
	Inbound Marketing
	Outbound Marketing

	· Pull
· Permission
· Sought
· Rising
· Cheaper
· Acquisition
· Content
· Partner
· Content can be shared, publicized
· Improves your “Ranking”
· Builds a relationship with your customers
	· Push
· Interruption
· Imposed
· Dying
· Expensive
· Awareness
· Information
· Seller
· Information is viewed
· No improvement in ranking
· One way communication



The Attention economy:
· As content has grown increasingly abundant and immediately available, attention becomes the limiting factor in the consumption of information
· On the internet, attention is currency
· Companies get views or “eyeballs” instead of money
The consumer journey:
· Before: the funnel metaphor. Marketers assumed consumers started with a large number of brands in mind which they narrowed down to which to buy. Relationship after purchased was focused on the use of the product or service itself
· Problem Recognition
· Information search
· Evaluation of alternatives
· Product choice
· Post-purchase Evaluation
· Now: the customer decision journey. Consumers add and subtract brands from a group under consideration during and extended evaluation phase.
· Consider
· Evaluate
· Buy
· Enjoy
· Advocate, Bond
The loyalty loop: 
· the open-ended relationships consumers form with a brand after purchase, sharing their experience about it online and with others
· After purchase, a deeper connection begins as the consumer interacts with the product and with new online touch points. 
· After a purchase these consumers may remain aggressively engaged, publicly promoting or assailing the products they’ve bought, collaborating in the brands’ development, and challenging and shaping their meaning
· When consumers are pleased with a purchase, they’ll advocate for it by word of mouth, creating fodder for the evaluations of others and invigorating a brand’s potential
The long tail:
· Internet is changing the availability of products
· Before,  brick-and-mortar stores could only carry the short end of very popular products
· Now, the internet allows eCommerce companies (like amazon) to carry the long tail of less popular niche products
· More options for consumers
Week 3: Marketing Strategy
Strategic planning: main elements:
1. Context/situation/environment: SWOT, porter,  data, intel, monitoring, existing objectives, performance
Mission/strategic objectives
Planning: opportunity analysis, demand/supply, segmentation, target, differentiation, positioning
Strategizing: offer, value, distribution, promotion
Implementation: 4 Ps, relationship management, data gathering
Budget
Monitor
Examples of strategic goals:
· Build brand awareness
· Increase traffic
· Increase conversion
· Increase customer engagement
· Build brand community
Toolkit (tie with week 11 to 13):
· SEO
· Search funnel
· Crawlable structure
· Know your keywords
· Cross-link
· URL optimization
· Online Advertising
· Acquisition funnel (view, visit, engage, purchase)
· Cost per: view, click, engagement, action
· Search Engine Marketing
· Ads based on keywords don’t often work
· Email Marketing
· Content marketing
· Leverage social media
· Combine with traditional marketing initiatives
· Use incentives to boost open rates
· Affiliate Marketing
· Choose a good fit affiliate (personal websites, content sites, email lists, etc.)
· Foster relationships
· Focus on your niche
· Dual benefits
· See affiliates as extension of your sales force
· Mobile Marketing
· All tools above, but on mobile
· Tailor to mobile experiences
· Bid above the fold
· Have mobile website
· Leverage smartphone features (location-based advertising, push notifications, SMS marketing)
Growth hacking:
· Using creativity, analytical thinking, and social metrics to sell products and gain exposure.
· Focusing on low-cost and innovative alternatives to traditional marketing, e.g. utilizing social media and viral marketing instead of buying advertising through more traditional media
· Examples of growth hacking techniques:	
· Product market fit: prototype-based approach to what works, aka customer-oriented market focus or niche marketing
· Go viral: have your customers talk, seed influencers, make it visible, referral program
· Retain and bring your friend: retention is more effective than acquisition
· Optimize
AARRR! Conversion funnel: 
· Acquisition: How do users find you?
· [bookmark: _GoBack]Activation: Do they have a great first experience?
· Retention: Do users come back?
· Referral: Do users tell others about you?
· Revenue: Do you make money?
Cialdini persuasion theory:
· Liking: 
· People like those who like them, who like them
· To influence people, win friends
· Create early bonds
· Charm and disarm
· Reciprocity:
· People repay in kind
· Give what you want to receive
· Social Proof: 
· People follow the lead of similar others
· Use peer power to influence horizontally, not vertically
· Consistency:
· People fulfill written, public and voluntary commitments
· Make others’ commitments active, public, and voluntary
· Authority: 
· People defer to experts who provide shortcuts to decision requiring specialized information
· Don’t assume your expertise is self-evident
· Scarcity:
· People value that which is scarce
· Use exclusive information to persuade
Week 4: Communication Models
Spreadable: high potential for audiences to share content for their own purposes, sometimes with the permission of rights holders, sometimes against their values
Sticky: the need to create content that attracts audience attention and engagement
Comparison of the two:
	Stickiness
	Spreadability

	· Movements of individuals
· Centralized content – butts in seats
· Unified experience or pre-structured interactivity
· Attracting and holding attention
· Scarce, finite channels,
· Sales force marketing
· Separate and distinct roles
	· Flow of ideas
· Dispersed content
· Diverse experiences and open-ended participation
· Encouraging sharing
· Many networks
· Grassroots advocacy
· Blurred and collaborating



Communication models
· Interpersonal communication: the process of sending a message and receiving feedback between two parties
· Mass communication: the method used by communication industries that creates a relationship between the media and their viewers
Comparison of the two:
	Interpersonal
	Mass

	· Single person source with knowledge of audience
· Private or public message, cheap, hard to terminate, altered to fit receivers

· Potential for many channels, no machines interposed

· One or relatively small number, in physical presence of source, selected by source
· Immediate feedback
· Semantic and environmental noise
	· Organization source with little knowledge of audience
· Public message, can be expensive, easily terminated, same message sent to everyone
· Restricted to one or two channels, usually more than one machine interposed
· Large audience, out of physical presence of source, self-selected

· Limited delayed feedback
· Semantic, environmental and mechanical noise



Norms in communication
· Informal rules that govern communication between people
· Can be about proximity, turn taking, reciprocity, etc.
· Influenced by gender, culture, age, etc.
· Ex: A particular WOMM promotion must be presented in a manner that is congruent with the ongoing character narrative, communications forum, and communal norms prevalent in that WOM environment
Media and messages
· Social presence: the degree to which the medium permits users to experience others as being psychologically present
· Sociability, warmth, personality and sensitivity
· Text message vs. webcam
· Media richness: the amount of sensory information transferred between the sender and the receiver
· Speed of feedback, type of channel, familiarity of the source, richness of language, etc.
· Rich messages convey a lot of info, but require more attention
· Richer is not always better – depends on the situation
· Temporal structure:
· Synchronous: real time communication between two parties
· Asynchronous: communication and collaboration over a period of time through a "different time-different place" mode
· Symmetry:
· Symmetric: sender and receiver exchange information
· Asymmetric: one person or organization sends more info than is received
· Permanence: how long the content of a message is accessible to its users (SnapChat)
· Replicability: the degree to which information is easy to reproduce
· Mobility: some mediums are heavy in the sense that they are durable, but hard to transport. Others are light in the sense that they are portable
Week 5: UX
UX and design thinking
· Empathize: empathy is the foundation of a human-centered design process. It uncovers needs that people have which they may not be aware of, guides motivation efforts, identifies the right users to design for, and discovers the emotions that guide behaviours
· Define: unpack and synthesize your empathy findings into compelling needs and insights; develop a deep understanding of your users and the design space. Then you can explicitly express the problem you are striving to address through your efforts
· Personas: create a model person to represent your target consumer. It allows to to envision a specific person rather than an ambiguous group
· Ideate: idea generation or brainstorming. Allows you to step beyond the obvious solutions and increase the innovation potential of your solution set.
· Storyboard: these tell stories. Not all paths, but only the most relevant
· Mock up: a rough sketch or plan of your idea/path
· Prototype: the iterative generation of artifacts intended to answer questions that get you closer to your final solution. This will allow you to build to think, increase communication and test possibilities
· Test: solicit feedback with a real context. Allows you to refine prototypes and solutions and learn more about your users
What do people do online?
· Create
· Browse
· Respond
· Share, comment
Week 6: Going Viral
Small-world phenomenon: 
· the idea that there are no more than six degrees of separation between people
· this emerges in networks of any size, with any type of ties
· emerges when a critical number of connections is approached

Network models:
Barabasi: Hub Model
· Large network hubs link millions of otherwise separate nodes to one another
· These hubs are centres and centralizing forces within the social world
· Actions have effect at a distance
· The citizenry is too large for each to communicate with the others, but if each links to the hub then complete connection of the system is possible.
· Ex: the state! Two-way interactions between citizens (votes, taxes in, services out). They all affect the hub, it affects them, but each other, only indirectly through the hub
Watts: Clumps and Weak Ties Model
· Small Worldliness occurs in all networks, regardless of size
· Individuals are found to belong to small cliques or ‘clumps’ whose structure involves a high level of ‘redundancy’ - Individuals introduce their friends to one another.
· Weak ties create the small world, as they are random
Strong ties: individuals who are strongly tied to one another tend each to have further sets of strong ties to the same people. They are friends with their friends’ friends.
Weak ties: ties to others outside their immediate circle; ties which bridge cliques and provide pathways to new contacts.
Berger’s STEPPS:
· Social Currency:  we share things that make us look good
· People care about how they look to others
· Make them feel like insiders
· Leverage game mechanics (reward system against each other)
· Triggers: Top of mind, tip of tongue
· Consider the context and grow your habitat so that people are frequently triggered to think about your product or idea
· Be contextually relevant
· Emotion: When we care, we share
· Emotional things often go viral, so focus on feelings rather than function
· Kindle the fire using high arousal emotions
· Public: Built to show, built to grow
· The more public something is, the more likely people will imitate it
· Design products and initiatives that advertise themselves and create some visible behavioural residue
· Practical Value: News you can use
· Useful things get shared
· Highlight incredible value and package knowledge and expertise so people can easily pass it on
· Stories: Information travels under the guise of idle chatter
· Stories are vessels!
· Create a Trojan horse: a narrative or story that people want to tell which carries your idea along for the ride

Tips to create a “contagious” spread:
· Target influentials
· Homophily, communities and recommendation cascades
· Use strong and weak ties
· Providing excessive incentives for customers to recommend products can backfire
· Initial marketing campaign is effective at an early stage in product growth
· Afterward, strong and weak ties become the main forces of propelling growth

Influencers:
· Are convincing
· Know a lot on the product/market
· Have a large number of social ties
· Tend to adopt earlier in the diffusion process because are exposed to large amount of information
· Offer accurate success vs. failure predictions early on in the diffusion process
· Limits:
· Success per recommendation declines
· Information cascades are not related to influence power
· Early adopters may be more influential than “influentials”
Week 7: Co-Creation
Co-creation: a management initiative, or form of economic strategy, that brings different parties together (for instance, a company and a group of customers), in order to jointly produce a mutually valued outcome.
Types of co-creation:
· User-generated content: any form of content such as blogs, wikis, discussion forums, posts, chats, tweets, podcasting, pins, digital images, video, audio files, advertisements and other forms of media that was created by users of an online system or service, often made available via social media websites
· User-centered innovation: a framework of processes (not restricted to interfaces or technologies) in which the needs, wants, and limitations of end users of a product, service or process are given extensive attention at each stage of the innovation process
· Consumer co-creation: when consumers play a more active role in the new product development (NPD) process, enhancing their NPD knowledge and skills, and connecting them with proactive communities of like-minded individuals.
· Crowdsourcing: the process of obtaining needed services, ideas, or content by soliciting contributions from a large group of people, and especially from an online community, rather than from traditional employees or suppliers
· Big Data: data sets so large or complex that traditional data processing applications are inadequate. Challenges include analysis, capture, data curation, search, sharing, storage, transfer, visualization, and information privacy.
Motivations:
· Intrinsic Motivation:
· Self-actualization and self-fulfillment
· Self-enhancement
· Altruistic motivations
· Fun and pleasure
· Extrinsic Motivations:
· Esteem and respect
· Status
· Rewards
· Mutual benefits
Types of co-creators:
· User Innovators:
· Involved
· Competent
· Self-serving own desires and needs
· Typical innovator; impact for social links
· Consumer Co-creator
· Less involved, but might be involved in your promotion
· Less competent, but might want to have fun
· Typical consumer (early adopter, first and second majority), impact for social links
How-to leverage each type:
· User Innovator:
· Identify and join communities of user-innovators, partner with high profile community members by providing capital or resources, prototype with community members and strive to establish dominant design, commercialize
· Identify user-innovators, involved them in the traditional R&D process
· Consumer Co-Creator:
· PR, sales promotions, etc.
Co-creation and the value chain
[image: ]
Week 8: Consumption Communities
Linking value: the value of the brand and its related products and services for the construction, development, or maintenance of the interpersonal link
· People want communities, so often they seek products/services for their linking value
· Can be formal or informal, supported by the firm or by independent consumers
· Can be physical (organized events) or symbolic (assuming that other owners/consumers feel linked to them)
· The more people participate, the greater the opportunities to interact and develop relationships – consumers create the community through their participation.
Consumption communities, characteristics, and types:
Consumption Community: 
· Invisible new communities created and preserved by how and what men consumed
· A specialized, non-geographically bound community, based on a structured set of social relationships among users of a brand.
Brand communities: consciousness of kind, presence of shared rituals and traditions, sense of moral responsibility
Subculture of consumption: as people identify with certain objects or consumption activities and, through those objects or activities, identify with other people
Consumer tribes:
· What brings people together?
· Roles
· Life stages
· Passions/interests
· Concerns/causes/goals
· Community of places
· Managing communities
· Build community around interest
· Build a structure that fosters participation
· Leverage “value-actions”
· Manage communal-commercial tensions
· Moderate interactions
Pools: 
· united by shared goals or values
· limited company benefits
Webs: 
· based on strong one-to-one connections
· strongest and most stable form of community because the people in them are bound by many and varied relationships
Hubs:
· United by their admiration of an individual
· Strong but unstable form
· Breaks apart when central figure is no longer present
Roles in communities:
· Lurkers: Look but don’t participate
· Newbies: New members of the community
· Trolls: There to disrupt social order
· Performers: Take the spotlight and make themselves visible
· Audience: receives and validates performances
· Mentors: teach others and share expertise
· Learners: take mentorship and seek improvement
· Heroes: Act as a role model to others
· Celebrities: Well-known figures of the community
· Catalysts: Introduce others to new people or things
· decision makers: Make key choices affecting community function and form
· Ambassadors: represent the community to the outside
· Storytellers: Carry the culture within the community
· Providers: Host and take care of others
· Back-up: Act as a safety net to others
· Talent scouts: recruit and invite new people
[image: https://scontent-yyz1-1.xx.fbcdn.net/hphotos-xtf1/v/t34.0-12/12348630_10153736764108890_1133364196_n.jpg?oh=d35ec3aa510cfb6b49c32d106048d55f&oe=566C42A0]
Week 9: Netnography & Big Data
Big Data
· What it is: 
· Large data sets
· Complex and unstructured
· Challenges include analysis, capture, data curation, search, sharing, storage, transfer, visualization, and information privacy.
· What you can do with it: 
· Experiments in real time
· Create more efficient customer segments
· Support decision making through analytics
· Create new business models
· Location-based marketing 
· In-store behaviour analysis
· Micro-segmentation
· Sentiment analysis
· Customer experience
· What you can’t do with it
· Complexity and simple models
· Finding relevant information
· No matter how comprehensive or well analyzed—needs to be complemented by Big Judgment
· Big Data does not account for marketing myopia: but the past might not resemble the future
· Big Data =/ truth (let’s not be fool by number, even if the whole world agrees, it might be wrong)
Netnography
· What it is: 
· Ethnography online
· E-fieldwork
· Not a new method, but an adaptation
· What you can do with it:
· Natural setting, un-elicited, un-obstrusive
· Less time consuming and resource intensive than other methods (e.g., survey, interviews, big data)
· Understanding, communicating cultures 
· Language, rituals, practices
· Monitoring of online community (e.g., r&d/innovation)
· Facilitates understanding of
· Brands, brand meanings and brand usages
· Consumer choice patterns and journeys
· Issues and problems faced by consumers
· What you can’t do with it
· “Embarrassment of riches” syndrome
· Identification vs. performance
· Talking vs. doing
· Generalizability
· Integration vs. separation of on/ffline worlds
· Outside the community
· Textual data
· Ethical issues
image1.png
Marketing

Market

Design and . T
Production Distribution
Research

Innovation Sales

Lead User
Innovation

Seeding on
Blogs

User Tech
Support

Online
Communities

User
Generated
Content and
funding

eWOM





image2.jpeg
‘Three Forms of Community Affiation

Pucsora oo Pocparasiong  Paie o stng
Socsicnaing e ona oo rmsionings  coectons o
Sty s oo etz 0
\Bos 37 o s Stk compameny  weskor ssocions
Lercuncno o rests o e
Fersont latiershps
arethe ey to s

ey ol community  community aftaton.
e

Examples Exampies anpies
ehomisas  arscsn =Dexpk Crops

e o SCircorsumos s o
[ Networr =00




