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Channel power moves from producer to consumer
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1900 – 1945 
Producer Control Supply 

1990– 2010 
Retailers in Charge

2000 – present  
Power shifts to Consumer

1960 – 1990
Distributors/Retailers Take Control



Source: comScore

 

Media Matrix, Worldwide, March 2007 –

 

October 2011,  “It’s a Social World,”

 

Dec 21 2011

Social Networks are the Most Popular Activity Online
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http://www.estebancontreras.com/
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2MM+ users

Source: Official and Estimated statistics. Facebook, YouTube, Zynga, Twitter, LinkedIn, Groupon, Flickr, Tumblr, 
Instagram, Foursquare, Pinterest, scvngr, Path, Google+, SlashGear, TechCrunch / Comscore, FastCompany, Oink: 
TechCrunch, GetGlue, Foodspotting: Soraya Darabi’s LinkedIn

15MM+ users

135MM+ users

51MM+ users

15MM+ users

62MM+ users

232MM+ monthly active users

115MM+ subscribers

20MM+ blogs

6MM+ users

800 MM+ monthly active users

230MM+ users

500K+ users

800MM+ monthly users visit site

100K+ users

2MM+ users

2MM+ users

1.5MM+ users

The Social Media Universe is Expanding
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Facebook
 

is Shifting Towards “Frictionless”
 

Sharing

http://www.estebancontreras.com/
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Source: SimplyMeasured

 

“Google+ Brand Page Adoption and 
Engagement Trends,”

 

eMarketer

 

Nov 16 2011
Source: ZoomSphere

 

Google+ Page Statistics  

Most Followed Google+ Pages

Top 10 Brands: “Share”

 

of Circlers

EC

Over 60% of the Top 100 Brands Have a Google+ Page

http://www.estebancontreras.com/
http://www.estebancontreras.com/


Websites integrate Facebook, YouTube and Twitter Social Networks



Develop Relationships with Consumers



Smart
Easy
Cheap
Simple
Healthy

Revolutionary interface.
Green widget features automatic on-off switch to conserve energy.  It has multiple 
expansion ports for easy upgrades, and requires no power source. An optional 
cover will prevent scratches and keep your green widget looking like new for years 
to come.

Beautiful widescreen display.
Green widget can be viewed in the dark or even in bright sunlight with no glare.  The 
display is 100% biodegradable and contains no fluorocarbons or volatile organic 
compounds.  

About Us
Privacy Policy
Terms & 
Conditions
Contact Us
Site Map

Green 
Widgets

Home > Widgets >Green

Green Widget

Sharing the purchase with social networks
 Creating simple and creative ways for consumers to share news of

 

their purchase

Sneak peek in-store event. 
You and your friends are 
invited!  May 9 @ our 
Boston store.

Share with Friends:



Corporate Websites are Enabling Social Sign-On



NON-LINEAR • MULTICHANNEL • DIGITAL-FIRST

ECOMMERCE BEHAVIORS 

SOCIAL WEB BEHAVIORS 

SEARCH 
FOR A 

PRODUCT

USE 
COMPARISON 

TOOLS

TRACK 
PURCHASE

BROWSE 
WEB SITE

REVIEW 
FAQS

ASK 
QUESTION 

VIA LIVE 
CHAT

VISIT A 
STORE

SIGN UP 
FOR EMAIL

SEE AN AD RECEIVE A 
MAILER

LOOK AT A 
CATALOG CALL 1-800 VISIT A 

STORE
SIGN UP 

FOR 
LOYALTY 

CARD

CONTACT 
CUSTOMER 

SERVICE

CONSULT 
SALES 

REP

WATCH 
YOUTUBE 

VIDEO

PERUSE 
FAV 

BLOGGERS’ 
POSTS

SHOP FROM 
FRIENDS’ 

LEMONADE 
STAND

READ AND 
RATE 

REVIEW

CHECK 
CRAIGS- 
LIST FOR 
RESALE 
OPTIONS

POST 
REVIEW, 
UPLOAD 

PIC
LINK FROM 
FRIEND’S 

FACEBOOK

CREATE 
TAGS

LINK FROM 
FRIEND’S 

FACEBOOK

BROWSE 
TAG 

CLOUDS

Source : The OPEN Brand: Digital Trends for 2011

 

by Resource Interactive

New purchase journey

http://www.slideshare.net/ResourceInteractive/the-open-brand-digital-trends-for-2011






Social Media Impact Business and companies are trying to 
understand its value

• Building Your Brand

• Growing Customer Relationship

• Increasing Operating Excellence

• Strengthening Workforce and Culture



Using Social Analytic to help perfecting Games at Zynga



Integrating Paid, Earned and Owned Media
 Planning for Today’s Customer Journey

Paid

Earned

Owned

Display ads, PPC, 
Promoted 
Messages, etc.

What your customers 
share and say about you 
on twitter, blogs and the 
Internet

Web Sites, 
Microsites, Blogs, 
Facebook, etc



Loves J.Crew.
Most of the blog 
neutral - positive

Also offers a 
place to 
share…valuable 
information 



In Every Social Network, There Are Participants That Have The 
Ability To Influence Decision Makers

19
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Identify your top influencers and their preferred channels of 
discussion



Spot new trends even before they happen to emerge

SCREEN

MUSIC

ANDROIDGAME



Key Influencer



• Galaxy 

• N8

400

400

Less general discussion than N8 and larger variance.

Sentiments
 

(Time & Snippets)



Competitive Landscape 
(Sentiments and Issues)

Galaxy is discussed in
positive light for its office 
function and apps. 
However its poor GPS 
gadget and battery icon 
problem create negative
sentiments.

N8 is discussed in
positive light for its safety 
and durability. But 
negative sentiments arise 
from its poor WLAN 
connectivity.
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Poor Features

26



 Not enough apps, lack of varietyNot enough apps, lack of variety
 Too expensiveToo expensive



 

Push Email function is not Push Email function is not 
workingworking



 

CanCan’’t sync with outlook 2007t sync with outlook 2007

Poor Features

27



Good Features

28





 

Technically good cameraTechnically good camera


 

Carl Carl ZeissZeiss cameracamera

 Good Music experienceGood Music experience
 Good Music playerGood Music player

Good Features

29



Monitor and Analyze “Own”
 

Social Analytics and ROI  



Track and converse with top brand tweeters to increase 
engagement and loyalty
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Social Analytics Benchmark Dashboard



Behavioral data
- Orders
- Transactions
- Payment history
- Usage history

Descriptive data
- Attributes
- Characteristics
- Self-declared info
- (Geo) demographics

Attitudinal data
-Market Research
-Social Media

Interaction data
- E-Mail / chat transcripts
- Call center notes 
- Web Click-streams
- In person dialogues

Social Media Analytics –
 

360 degree view on your customers

Who ? What ?

How ? Why ?



Thank You

Samson Tai
Chief Technologist, IBM Innovation Network 
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