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Definition 
Information system –  to provide accurate, timely and useful information; people that produce and utilize information. FIVE ESSENTIAL PARTS 
1. People
2. Procedures
3. Software
4. Hardware
5. Data
You can buy technology and not an information system (people or processes).

IT = hardware + software + data
· Products
· Methods
· Inventions
· Standards 

Data vs. Information
Data – streams of raw facts
Information – data shaped into a meaningful form 
Knowledge – what to do with the information 
Wisdom – piecing knowledge together to form wisdom 

Information systems have 3 core activities 
1. Input - capture the raw data
2. Processing – converts raw data into meaningful form
3. Output – transfers information to people or activities that use it
Feedback – output returned to appropriate members of organization to help evaluate or correct input stage

Social-Technical view of information systems
· Technical approach – emphasizes mathematically based models; computer science, management science, operations research
· Behavioural approach – behavioural issues, psychology, economics, sociology

Social Media and Business
· Social media – IT that emphasizes social relationships 
· Social media allows people to get social online by sharing opinions, news, content, photos, etc. 
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Elements in a business
1. Consumers
2. Producers
3. Information
4. Connectivity 
New ways to interact with businesses puts businesses at risk of closing down. 
Ex. Blockbuster and Roger’s video have shut down because the internet connected people to watch movies through Netflix, YouTube, etc. 

Companies also changing the way they look to attract more customers. 

Change the way people socialize and how people shop. 
Ex. Looking at product reviews before purchasing an item. 

Process of buying and selling is the same but the means of doing it has changed. 

Digital economy is becoming more successful because 
· The new mobile tools (smartphones)
· The way we market products online, product design, finding customers, interaction with customers. 
· Ex. The uber app is just a window to the uber information system. 
· Creates relationships with the consumers as a way to pursued them to continue buying their products
· Ex. Starbucks notifying members on their birthday for a free drink. 

Over time social media became more personalized rather than conversation based. 
Impacts many things including marketing, branding, communicating and relationship building.

Business uses of social media 
· Marketing & sales
· Public relations
· Research & development 
· Human resources
· Etc.
Ex. HR – people would use LinkedIn because they are able to post their résumés and so on.  

Convergence of information and communication gives business three opportunities 
1. Engage with customers (Starbucks example)
2. Communicate (People can communicate with businesses and visa versa. Must be managed properly.)  
3. Manage (Make sure that the communication between business and customers is dealt with properly.)

Social commerce – valuing the opinion of other people concerning the business
· eCommerce 
· Social media
· Digital media
Transactional, search and marketing components of social media. 

Social media impacts on business
· The role of the middle man is diminished – decline of print news. News comes straight from the company by using social media outlets such as twitter and Facebook.
· People consulting online reviews before making a purchase either online or in the physical store.

Offline businesses are now becoming online
Ex. The postal service, bills are now paid online and charge customers a fee if they want a paper bill, etc. 
When on a different website and ad will pop up from the websites you were looking at previously. 

Big data – collection of analysis of large sets of data such that organizations can meet their objectives
Businesses can use social data to understand customer needs, drive product development, etc. 
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Companies need to set objectives, tactics and metrics that describe how a company will incorporate social media with the company. (PDCA/ Deming cycle)

BEFORE: a couple of newspaper sources, had to deal with how the information was presented to them

NOW: everyone has the different options of how to receive their information, ex. Different social media pages 

Mass market – ex. Blockbuster sold movies that were more popular due to their physical constraints 
Mass niches – ex. Amazon, Netflix can sell items that are not so popular as well because they don’t have the same physical constraints 
Because they are able to tailor to a lot more people, they receive a bigger return on sales.
· 20% of amazon’s sales come from outside the top 130000 books that Barnes and Nobles sells.  

Business processes 
1. Manufacturing and production
a. Assembling products, checking quality, producing bills of materials
2. Sales and marketing 
a. Identifying customers, creating customer awareness, selling
3. Cross functional business processes 
a. Transcends boundaries between sales, marketing, manufacturing and research and development 
b. Group employees from different functional specialties to a complete piece of work. Ex. Order fulfillment process

Organisational assets – appropriate business model; efficient business process
Managerial assets – incentives for management innovation; teamwork and collaboration work environments
Social assets – internet and telecommunications infrastructure; technology standards 

General steps of social media strategy 
1. Discover 
a. Target audience
b. Objectives
c. Capacity
d. How to operationalize
2. Strategy
a. Listening
b. Answering
c. Social tools and interactions
d. Strategy for managing content 
3. Manage
a. Relates back to step 1
b. Data collection, analytics 
c. Measure results vs goals
d. Refine – adjust & test
How do we know this strategy works?
Standard metrics are not always applicable. New metrics are needed to evaluate the contribution of social media to a company.
Needs to measure the amount of interaction a website has with consumers. 

Metrics: 4 basic category
1. Tools – metrics a company uses are determined by what the company is trying to achieve. (Ex. Number of likes we get on Facebook or number of retweets for a campaign) 
2. Tactical – another way for organizations to define their objectives for social media is by tactical objective. (ex. Get people to create accounts on the website to increase sales) 
3. Strategic – aim to more fully capture the potential of social media than what is described by forcing a specific web 2.0 tool or tactical objective. (listening, talking, energizing, support, embracing) soft on measuring metrics 
4. ROI (return on investments) – to measure how well they did on a particular campaign 

Business objectives
1. Classic objectives – sales, expenses (easier to measure - quantitative)
2. Social objectives – engagement, personalization, social driven marketing 
Development of social objectives are evolving processes 

Identifying demographic groups
· Must know your customers and the social media tools they use 
· Use technology to study demographic patterns and to learn more about the competitors 
· Social and digital branding is different than physical branding (ex. Voice, message) 

Innovative connectivity
· Social media tools connect people to processes and information 
· Apps are made to make it easier for consumers to use and prevents information indigestion
· Business processes gain new perspectives – people and businesses become more productive 

Digitization – replacement of physical tasks by digital means (Facebook) 
Significant business relationships have been digitally enabled.
Ex. Used to design product face t face, but now it is possible to design products in pieces in different locations. 

Digital goods – any type of goods that can be delivered through digital networks. Ex. Music, videos, software, etc. 

8 Key differences in the digital economy
1. Ubiquity – internet technology available everywhere (marketspace); enhanced customer convenience and reduced shopping costs
2. Global reach – technology reaches across national boundaries, around earth; marketspace includes, potentially, billions of consumes and millions of businesses worldwide
3. Universal standards – one set technology standards: internet standards; lower market entry cost and consumer’s search costs
4. Richness – supports video, audio, and text messages; possible to sent content over text, video, etc. to a group of people at the same time 
5. Interactivity – technology works through interaction with the user; consumers become co-participant in process of delivering goods to market 
6. Information density – large increase in information density – the amount of information and quality of information available to all market participants 
7. Personalization/ Customization – technology permits modification of messages, goods; products and services can be customized to individual preferences  
8. Social technology – technology promotes user content generation and social networking; new internet social and business models enable user content creation and distribution, and support social networks.   
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Porter’s 5 Forces Model
Rivalry among existing competitors 
· Threat to substitute products or services
· Threat of new entrants
· Buyer power – high when buyers have many choices of whom to buy from; use IT to reduce buyer power
· Supplier power – bargaining power of suppliers 
Each force has components that either helps or works against us due to social media 
· Negative and positive signs indicate if it will help or not 

“Long tail” of social networking provides access to previously inaccessible market niches and customers.

Economics of digital goods – How do you make money doing so? 
· Cost of producing first unit is almost the entire cost – marginal cost is almost zero
· Cost of delivery over the internet is very low
· Marketing costs remain the same (ex. Marketing department, advertising, etc.)
· Consumer costs are reduced (ex. No need to drive somewhere to get a product)

Example: How YouTube makes money?
· They started making advertisements that tailor to the location of the user
· Made a deal with the copyright holders. Keep the movies on YouTube to get it more attention to the movie, and copyright holders get a portion of the advertisements revenue on that particular video.  

Six strategies for generating revenue from Web 2.0 applications:
1. Advertising
2. Sales
3. Subscriptions 
4. Free/freemium
5. Transaction fee
6. Affiliates/associates (ex. Amazon affiliates – shows advertisements associated to what’s being searched on amazon and the location the user is from) 
M-Revenue enables us to generate large dollars from many small contributions. (Ex. crowdsourcing)


ASSIGNEMENT
Read instructions on blackboard carefully
When you make a wiki, invite all 6 TAs to your wiki by email (email addresses are on blackboard) 
Collaboration: work with at least one other team and edit each other’s wiki page. Change 5 other things. You can work with as many different teams (ex. Making one change per team wiki page). Be sure to tell TAs which wikis you changed. 
Look at checklist at the end of assignment. 

Wikis
“Wiki wiki” means quick in the Hawaiian language. 
· collectively share and edit a body of knowledge 
· ongoing process of creation and collaboration 
· knowledge management – ex. Wikipedia
intended to maintain a series of unique documents as their content evolves 

Organizational/behavioural impacts 
· IT broadens the distribution of timely information
· Increases the speed of decision-making
· Empowers lower-level employees
· Increases management span control
Flattening organizations, more virtual firms, increasing flexibility 

Globalization 
· Globalization 1.0 – focused on countries
· Globalization 2.0 – focused on cities
· Globalization 3.0 – focused on groups and individuals 
Went from connecting countries, to connecting cities, to connecting groups and individuals.
Roads – a means on connectivity; connecting cities. 

Impacts of a “Flattened World” 
· Reduces geographical barriers but does not reduce the need for relationships
· Reshapes customer supply relationships into hexagons

Core elements of social media
· Several elements
· Branding, content, curation, channels, campaign, influencers, etc.
· Broadly categorization
· Content, delivery, media richness, engagement 

In-forming – the ability to build and deploy your own supply chain of information, knowledge and entertainment.  

Delivery – social media for business 
· Google – cloud computing everything from anywhere with an internet connection 
· LinkedIn – build foster professional networking and employee engagement 
· Facebook – talk with loyal customers build new ones, create employee page, long term relationship building  
· Twitter – initial connection, brief communication with employees and customers
· YouTube – marketing, education 
It is important to know which channel of media to use that will best suite your purpose. 

Honeycomb of social media
The more social media functionality there are, the more implication of functionality there will be. 

Engagement 
· Collective intelligence 
· People and computers working together are more intelligent than individuals, groups or computers have ever done before
· Ideation communities 
· Platforms where customers can post news, stories, ideas, case studies.
· Other people can rate, vote for the best ideas, comment and rate ideas
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Multidomestic business strategy – federation of associated business units; decentralized 
· Strengths
· Ability to quickly react to local conditions 
· Weaknesses
· Differing products offerings limit economies of scale 
· Limited interunit communication limits knowledge sharing
· When to use 
· Very heterogeneous markets 
Cannot have an international strategy/product, it must adapt to each location it is brought to. 

Global business strategy – centralized organization with standardized offerings across markets
· Strengths 
· Standardized product offerings allow achieving economies of scale
· Weaknesses
· Inability to react to local market conditions 
· When to use 
· Homogeneous markets 

Transnational business strategy – some aspects centralized, other decentralized; integrated network
· Strengths
·  Can achieve benefits of multidomestic and global strategies 
· Weaknesses 
· Difficult to manage; very complex
· When to use
· Integrated global markets

Social media crisis
· Crisis that arises in or is amplified by social media, and results in a negative mainstream coverage, a change in business progress, or financial loss

Cluetrain Manifesto – 95 statements about market networking/strategies  

Viral (word-of-mouth) Marketing

Web 1.0 goal > influence people
Web 2.0 goal > create relationships, more interactive 

RSS – Really Simple Syndication (frequently updated content) 
Used to publish frequently updated content such as blog entries and news headlines.
Ex. The weather, game scores, stock market 

Mashups – web application that combines data or functionality from more than one source into a single integration interface or tool 
(disruptive technology) 
Ex. Geographic data – using this data and finding the best restaurants in this area. TWEETPING

API (Application Programming Interface) – and abstraction that defines and describes an interface for interaction with a set of functions used by components of a software system]
· Abstraction is the process of taking away or hiding or removing characteristics from an object in order to reduce it to a set of essential characteristics. 
· For the consumer or user, abstraction helps focus on the essential elements with unwanted detail omitted 

Industry and marketing disruptors
· Company that introduce a significant change in their industries thus cause disruption in the was business is done
Checklist of questions to help identify disruptors
1. Is the service or product simpler, cheaper, or more accessible?
2. Does the disruptor change the basis of competition with the current suppliers?
3. Does the disruptor have a different business model?
4. Does the product or service fit with what customers value and pay for? 

Disruptors in Business
· The internet has completely disrupted the way businesses operate, employees communicate, and products are developed and sold. 

Social networking – building relationships on a social network, goal is to build social capital. 
Social capital – core concept of business, explains how some people gain more success in particular setting through their superior connections to other people. 

Structured data – information with a high degree of organization, such that inclusion in a relational database is seamless and readily searchable by simple, straightforward search engine algorithms or other search operations 
Unstructured data – the opposite 
The lack of structure makes compilation a time and energy-consuming task. 
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SNA (Social Network Analysis) – the mapping and measuring of relationships and flows between people, groups, organizations, computers, or other information or knowledge processing entities.  

Digital economy business models
1. Based on who is involved
a. Business to consumer (B2C)
b. Business to business (B2B)
c. Consumer to consumer (C2C)
2. Based on the mediums  
a. Mobile consumer (m-commerce) 
b. Location consumer (l-commerce) 

Different business models 
· Virtual Storefront – sells products directly to consumers (B2C) or businesses (B2B) (ex. Chapters.ca) 
· Information Broker – provides product, pricing, and availability information to individuals and businesses. Revenue from advertising or from directing buyers and sellers (Ex. Ehealthinsurance.com) 
· Transaction Broker – saves users time and money by processing online sales transactions, fee paid per transaction (ex. Baystreet.ca) 
· Online marketplace – buyers and sellers meet, search for products, display products and establish prices, revenue from transaction fees. (ex. Ebay.ca) 
· Content Provider – provides digital content, customer pays access, advertising can also provide revenue. (ex. Britannica.com)
· Online Service Provider – provides a service, revenue from transaction fees, advertising, or by collecting marketing info from users.  (ex. xdrive.com)
· Virtual Community – provides chat room, online meeting place, etc. for people of similar interests (ex. Kidshelp.sympatico.ca)
· Portal – provides initial point of entry to the web, specialized content, services (ex. msn.ca)

Social networking services (SNSs) – individual users maintain an identity through their profile and can be selective about which members of the larger community they choose to interact with. 

Crowdsourcing – problem solving and idea generation that marshals the collective talent of a large group of people 

Online or virtual communities parallel typical physical communities, such as neighbourhoods, clubs, and associations, except that they are not bound by political or geographic boundaries. 

3D social media did not work very well because people were not using the 3D avatars as a virtual site that will convince them to buy the clothing or items in real life, they were using the site as a game. 

Addressing Social Media Privacy Concerns 
· Posting pictures of people without their consent on social media
· Credit card scams
· Sharing information without consent which could lead to people’s safety being compromised or people become targets for blackmail

Enterprise 2.0 refers to Web 2.0 technologies used for some business purpose:
· Promote collaboration and knowledge exchange among employees, consultants and company partners

Enterprise Social Networks
· Employees can collaborate on an employee-driven system
· Promote the use of wikis through tutorials 
· Set up internal blogs that the employees have access to

Web 3.0 = (4C + P + VS)
3C = Content, commerce, community
4th C = Context – defines the intent of users (ex. What type of purchase consumers what, job trying to find, etc.)
P = Personalization – refers to the user’s personal characteristics that impact how relevant 
VS = vertical search – refers to a search strategy that focuses on finding information in a particular content area, such as travel, finance, legal, and medical.

Look at slides with page numbers or underlined titles 
