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From E-Business ...
... to ME-Business

Andreas S. Weigend, Ph.D.

Fall 2006

Some trends

» How has the behavior and the attitude of customers shifted in response
to new technologies and new incentive structures on the web?

From algorithmic search to social search/ Leverage technology and people
to have your toughest questions answered

From global and local irrelevance to glocal relevance/ When does location
matter?

From the money economy via the intention economy to the attention
economy/ Why an economy? Because it can be measured!

From traditional market research to observing the behavior of all
individuals/ Why sample if you can have all?

Specifically, the effect of the long tail

» Production: From controlled production for the masses to uncontrolled
production by the masses/ Why?

» Consumption: From traditional marketing push to individual discovery/ How
can you help serendipity along?
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Selection

One item a day

» woot.com

A few items a week

= tchibo.com: “A new experience every week”

or

100,000 designs

» zazzle.com

Woot : What Is Woot? - Windows Internet Explorer

@\:/. - ‘0http:#www‘wnnt.tnmehatlsWDDt.aspx "‘ 1| X | ‘ b

w & [gg[vlgswmass‘ WEIGEND, .. [OWDM . What s Woot? xl I { fGpHome + [ Page « {5 Tooks - [F]Full Srrsen (@) Help - [ Fesds (1)~ 2 Msssenger

side deal: Woot Exclusive - Switch & Save today - 6MO free with
di eal

the community

1YR - Sign up today|

write us

today’s woot  the blog your account

Hi. Are you new?|

what is woot?

username password (]

a discussion of pope hats, aliens, GENERAL
and Assinippi, Massachusetts What is Woot and who's behind it?
‘Woot.com is an online store and community that focuses on selling cool
If you have read that whale FAQ over there, and still stuff cheap. It started as an employee-store slash market-testing type of
have a problem/question you can write us place for an electronics distributor, but it's taken on a life of its own. We
anticipate profitability by 2043 - by then we should be retired; someone
smarter might take over and jack up the prices. Until then, we're still the

FREQUENTLY LOOKED FOR PAGES lovable scamps we've always been. But don't take our word for it: see what]

= Qur Privacy Policy the online community has to say at this Wikipedia article.
»  Work For Woaot I see only one item, do you sell anything else?

No. We sell one item per day until it is sold out or until 11:59pm central
time when it is replaced (see next entry for details). However, each item
we sellis in stock and typically ships within 2-3 business days.

= Be a Woot Spansor

CENERAL What is the schedule for new items?
= What is Woot and who's behind it? The short answer: we offer a new item every single day. The details: a new)
» | see only one item, do you sellanything else? product is released every morning at 12am central time, seven days a

week. (If you're not a morning person, this can be described as every
night at midnight. Better?) If a product sells out during its run, a new item

= What is the schedule for new items?

m | missed yesterday's item, can | stillget one? willnot appear until the next release time. You willknow if a product is
= | want to talk to a live person there, can | call sold out, because the main page says "SOLD OUT" instead of "l want one".
you? (Clever, eh?)
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ischwaren und Porzellan fi e Weihnachtszeit indows Internet Explorer

http:waw‘tch\bo.deﬂ\s-bim’INTERSHOP‘enfimtyﬂeCSﬂStore,ide,i-IEURJTchhBruwseCata\og-Start?CategoryNamezphase_Vl 42| % ‘

v

s

File Edit Wiew Favorites Tools  Help

: lel.icio.us *

TAG|

% & (g9 vlT\:h\bu—edleT\schwaren‘.. % | @ = Andreas 5. WEIGEND, PHD [ } ¢ MiHome < |5} Page - i To

+Jede Woche eine neue Welt

Tchibo Welten Kaffee | Reisen | Finanzen

shirts and more, create or shop for unique designs shipped azzle.com - Windows Internet Explorer
‘e htp:/ e, zazzle. comy V| *2 ([ X |
= '[eCustDm t-shirts and m... % Iréw,cmdreas 5. WELGEND, ... ] } Ky Home = |5 Page + (J Tools = 5] Full Screen (@) Help = [ & Messen|

Z A Z Z L E (find @ @ cat @help $puse @login ?@.;,i
Pr— . :
Products T Conttibutars T Special Collections T Create a Product T MyZazzle 1 27 ~

Fo 0

N ..h ;
publish >

Open your own gallery

The most products. The most options.
Made in 24 hours=.

Featured topics:
Zippy, Christmag
Web2.0, Thanksaiving

47 Custom T-Shirts
Hanukkah, Kwanzaa iy

Real U.S. Postage

Nih Ties :JI Greeting Cards

Featured collections e

v, Barbie, Star N 1) posters £ )buttons L Jihats
v Family Guy 0 - .
7 bags Mugs mousepads
Looney Tunes = < —- =

znd many m

Go shopping

Mo, ambivalent? £ nny T-Shirts ﬁ Star Wars Special Collection @ HNews Marketplace Products!
%\'N ookin' for a funny shirt? From p to t-shirts ou wanted it and now we've
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Recommendations

“© Expert recommendations (Web 0.0)

or

« Statistical recommendations (Web 1.0)
» Amazon.com

or

“ Individual recommendations (Web 2.0)
» thisnext.com

© 2006 Weigend Associates LLC | www.weigend.com

IMSNEXT - Kecommend, Snare ana VISCover Lreart Hroaucis: - Winaows INTerner LXplorer

— —
A M “ ¥ Rkt v Ehisnest, comy

"|‘? X ‘Goog\e

e IES]-I@FLM art g des... [gogndmasg, ,“M\rhismeﬂ. x] l {5 Home v |+ Page = % Tools + [F] Full Screen @) Help + [ Feeds (1) 4R Messen

next [2) discover |G recommend [ shopcast

Discover Recommend
Findthe nextthing you'l Spreadtheword W" e
love throughthe about great »
recommendations ofreal productsand RO Recommr
people servicesthat - —
Start now deservetobe ®
noticed [i']
Start now -

Standouts from our recommendation network

D@m.

Home FAG Blog Sign Up Sian In

| | find

Shopcast

Express your
taste onyour
blogusing our
mashable
badge

Find out more

Q.l
vl

A
? |
@ »
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1986

1996

2006

Read-only web
“Consumer”, “User”
(Increase barrier of exit)

Read-write web
“Producer”
(Lower barrier of entry)

Static

Temporal

Taxonomy (controlled)

“Tagsonomy” (uncontrolled)

Pretest and validate

Launch and learn

Broadcast email,
newsletters

Target

Discovery based on
hyperlinks (expression of
author’s attention and
control).

Search

Discovery based on social
relations (trust, reputation),
and metadata by other
humans. RSS.

Discover

Push advertising:
Supply driven.

Pull discovery:
Demand driven

Pay for space

Pay for presentment

Pay for. click,.action

>

>

»

-

»

»

Money economy - Intention economy
- Attention economy

Information economy >
Recommendation economy;
Platform economy

Use attention stream: Attensa

Use context: Cleverset

Paying a few experts to create content
- User generated content

Implicit data + explicit data; Metadata
Examples: Music, Tags

Use socio-, psycho-, demographics:
Nugg.ad

Currencies (itunes vs Spiralfrog)

Examples

Algorithmic search - Social search

» People answer questions:
Google Answers, MSN, Yahoo

» Use info in files on your computer to
determine relevance: Illumio

Discovery > Social discovery
" Head - Long tail
» URLs: Del.icio.us
» Photos: Flickr

Global > Local
» Use mobile: Socialight
» Use WLAN: Jambo.net
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0. Business metrics and data collection

» An iterative process

1. Data Analysis

= Data mining: Description, prediction

2. Architectures of Experimentation

» A/B test, active learning, survey design...

3. Architectures of Participation
» Remember, share, discover
» Empower and incentivize people to contribute

» Self-expression

4. Architectures of Interaction

Increase of communication

1. Data Analysis
» Data mining: Description, prediction

1. Data
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From Faith to Data
MWE N ZIHE

© The Era of Faith
AR

= Massive investments into cathedrals etc.
EAH Bl R HsE

» Unclear ROI (Return on Investment)
PR (ROD AR

» No feedback, or I_o_n_g feedback cycle
SRR 2438 K

“© The Era of Data
B AR

= Massive investments into measuring, networking, storing
KRBT TALIE, MY, F7l

& ROI measurable
Exdndignt Rl

+ Short feedback cycle
S AR AT
» Experiments
R
17 2006 Weigend Associates LLC | www.weigend.com
Turning behavior into data
WAz 4 N
AT N e ok S
» Revealed preferences
Pt i
“ Music address (i) Mtg:fiveremnmoodogic.comf
TR
W make Miras from the bett mutsc in the workd  Yours
@ Search - mandlagic = o
Eile [t A Mix  Tool:  Gear  Hel
W% e Try now!
ey S— a | e Aeykrvist e ]
- At P | A Taite of Honay F
- = Aaron Hevile & Broter m
= Cournry = AEBA
Online tra = Bretrosis | = o Cuan s 3005 P
= GopalChrisran v | a0 dhecta b ety DOWNLOAD I
W Temps L
e Fasn 80 0 M W W< Fore information on version 2.7.1
Aggressive | Upbeat | Happy | Romantic | meliow |Sad
) . Arst 2 Track Hame Durarkn, Tive Gumers
“ Online dating = Gt TS b o L:J
[ RRAP = : ; i i
- Dy 7 Best Music O 2003
;_.J @él @ usic Organizer
19 © 2006 Weigend Associates LLC | www.weigend.com
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Everything can and will become data

TR VEER 5 BE H— & AT B

Additional sources of data about people

NS H e H kI

= Movement

¥z

" Mobile phones
FHl

" GPS
: Address @ hittp: /v, norwichunion.com fpay-as-you-drivefindex. htm L‘Ll E
1 NORWICH UNION
an AVIVA company
All our products: Search the site:
Accessibility | Site |F’Iease select... [V_I
Inap
- xt § >
8| Motor "Pay As You Drive" ™ insurance Did you know?
We are able to
g?eramgg\:?:%%ver "Pay As | Frequently| Register calculate monthly
i You asked | your INSUrance premiums
N "Pay As You Drive"™ | questions!| interest | D
Drive"™ overview | i s
Motorcycle when and where you
Insurance i i i drive.
\an Insurance What is "Pay As You Drive”™ insurance'?
Short Term Car "Pay As You Drive"™ insurance® is a revolutionary new type
ES;?%C; of carinsurance, which enables us to provide cover that's
Maps and Route as individual as you are.
Finder : & :
Research commissioned by Norwich Union revealed that
= Travel nine in ten people would prefer their motor insurance to
- Home and mortgage reflect the usage of their car and the type of journeys they
| Health make - with the majority favouring pay as you go systems?®
- Money and investing
| Retirement Following this research, Morwich Union launched a product
‘| Life cover for young drivers in 2005, which is now fully subscribed.
-I Business . i
Using the latest GPS (Global Positioning Satellite)
technology we are able to calculate monthly insurance
premiums based on how often, when and where you drive.
VWhich means that your premiums are based on your own
driving habits and not everyone else's
You'll receive a fairer deal when it comes to insurance as
well as giving you the ability to control your premiums

© 2007 People & Data | Weigend Associates LLC
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Additional sources of data about people

= Movement
#%3)
" Mobile phones

FH
= GPS

» Brain activity
KM 5
® Neuromarketing
E N E
= fMRI analysis of response to stimuli

TR 37 2 3o S 8 e PR FMR I A

Everything can and will become data

TR VEER 5 BE H— & AT B

» Identity of person
A NG
" DNA analysis
DNAZMHT

" Available data:
RERE/F
30,000 genes
30,000 % A
1 billion base pairs

101208 HEXS

» RFIDs (Radio frequency identifiers)
RFIDs CHTHibRilgs, RIHLTHR%5)

UNIQUE IDENTIFIERS FOR PHYSICAL OBJECTS
ATATH A L3 B3

Facts
» Price: 2 cent

frhk: 255

» Size: 2mm
Kb 25K

Opportunities
DIRS
» Supply chain
PLpHE
= Wal-Mart: $ 8 billion savings expected per
year by using RFIDs
RORES: WAL SRR 1544801467
" Know where stuff is
FIIE BIBAE T A
= Shipping screw-ups: 1 in 20
JEHfiE R MA1/20
» Market research
HEL0 50
» Dynamic pricing
A EN

RFIDs and e-business

HL bR B RO L1 7 55

Fears
FHL
» Loss of privacy
A
» Dictatorship
Pk B

Reality
B
» It will happen: Big business
RaRA: KA
» Need: Understand pros and cons and make

conscious decisions
W TR EE R

Compare to web sites
LR P 3
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12000

FFGBII A
Costper Gigabyte

Storage is free

S BNk

WA A Bt

Hard Drive Capacity Shipped

16,000

11000

10000 —

14,000

12,000

o0+ H

2000 — 1+
o 1 H =

10,000

i
S %am0 4 H

2,000 10 exabyte

& Csonn

10 EB

dapo 1

Petabytes
PB

£,000

o004

4,000

2000 H H H
100 H H H

2,000

T T
19 19 19 19

PR ORI T K

| -:Tl_ill_llhl

Year 4

Dramatic drop in price

A

T T o

19 19 19 19 19 19 19 19 20 95 96 97 93 99
28 80 00 01 02 02 04 0F 96 9F 92 99 00

1110 N 1 - 1 ]

Year

Exponential increase in storage

Fefif it L FR Y K

Why now?

A 2ABFERAE?

Data

1990

Cost Implicit
i collected W R A i s
per day (Clicks etc.)
EROR (i)
Hdh =
o Explicit
Communication N TR
A5 (Surveys etc.)
I AT i) 4555
Time 2010 1990 Time 2010
] I

Data collected implicitly: Dramatic growth over time

BB R At I () HERS S

Data collected explicitly: Amount constant over time

AFEREEH: B RS AL A K
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Why now?
At ABAERAE?

Communication
Mff{

Malthus’s Law of Information:
LR s EoE
» New information content is doubling every year
B BN AR
» Time spent on information consumption is constant

A S H P ()L P A 22

Large e-business company: Amount of data created per year
KRB THFARFEHEE~RE
New data per year
Level
R HTHE B
=38
» Customer » 100 MB
e
» Orders » 10 GB
1T
>
» Session aggregates g » 1TB
il il 5
[
» Clicks 9. » 100 TB
o
H =4
QD
g

© 2007 People & Data | Weigend Associates LLC
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The iterative process of modeling and decision making

R ) B R

1.Re-Define
CEHD E X

2. Measure
bllhes

L4

3. Describe
ik

»

4. Predict and evaluate
TR PEAy

>

5. Decide, act, and evaluate

WA, AT AAPEAY

Define Objectives

& X E AT

Stock price
eSS

Profit
S Trade-off
1)
Fili § P
Number of items sold

Number of visits

S Trade-off

Yy 7] 5 o
> Bl

Rate of conversion

1T B AL

Customer acquisition
WA B

Customer retention
Customer satisfaction
TH PR

© 2007 People & Data | Weigend Associates LLC
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Measure
) &=

Customer i = Company
Behavior (S i iy Behavior

HERETN . : RAEUTA

» Orders » Customer service response
1T MERLE A E
= Overall use of the site = Resolution f# ¥k %
Ry i (Free replacement, refund % 2B #e, iE )
=Buying vs selling &3 vs. » Number of items returned in a search
=Searching vs browsing %% vs. il '% HRLR

Web page generation time
TUTH] A J30 T 5 P 1]

=Engagement: Reviews, etc. SiFit. JIHATEES

» Customer service contacts

e # RSSER » Actual delivery date vs promised date
“E-mail, phone  HLFURL:, HLGE ZEB F vs. e
= Surveys . .
VAT ] » E-mail campaigns and responses

HLT BISE 5 A ]

= Satisfaction Y
" Intentions / Goals / Modalities

PN VAER TVA SN

Why is it hard?
AT AIXAHE?

Even simple behavioral analysis requires significant infrastructure

RIS 7 B0 AT A 3t 7 2 AT AR ) R 4 2

Reporting > Behavioral analysis and
predictive modeling
wE > AT A B AT AR R

Cost center Profit center

AL B

© 2007 People & Data | Weigend Associates LLC
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2. Experimentation

L

2. Architectures of Experimentation

A/B test, active learning, survey design...

v

SEARCH  BROWISE () ncqicnr TOP NEW & FUTURE FREE ESSENTIAL
MUSIC__ STYLES SELLERS RELEASES DOWHLOADS CDs

New Music Spotlight Hear a free audio stream now

EXZIE <ind of Blue
" Wynton Kelly, Miles Davis, Bill Evans
Popular Music v
— o

08
: $8.99 & eligible for FREE Super Saver Shipping
on orders over $25, See details. =
You Save: §2.99 (25%)

Classical Power Search

MUSIC INFORMATION

Explore this album

Availability: Usually ships within 24 hours

buying info
Used & new frorm $7.00

ses larger picture

listen to samples
AMazon.com » See more product details

articles

editorial reviews Exclusive Offer: Order xind of Sive now and receive immediate access to

the following in your Digital Library:
s Mew Music Spotlight: Best of 2002--an audio stream of some of the best
recordings of 2002, see details

customer reviews

RECENTLY VIEWED ITEMS

ﬂ’ Samsung Hands
*¥ Free Headset Customers who bought this title also bought:
for Sarmsung

Phones
/o) Jabra FreeSpeak
¥ Bluetooth
Headset for
non-Bluetoath

phones with
2.5mm Jack

CDs from The Verve Music Group Desert Isiznd Discs Series.

Birth of the Cool [QRIGINAL RECORDING REMASTERED] ~ Miles Davis
Sketches of Spain ~ Miles Davis

Biwe Train ~ John Coltrane

Thelonious Monk with John Coltrane ~ Thelonious Monk with John Coltrane
Saxophone Colossus ~ Sonny Rolling

Glant Steps [Deiuxe Edition] ~ lohn Coltrane

Round About Midnight [Bonus Tracks] ~ Miles Davis

Earlite Headset
2.6MM Al
Matorola
Samsung Etc.
by Fellowes
C TEHF20

b Explore similar items

Amazon Exclusive!! amazoncom. & VIEW CART | WISHUST | | YOURACCOUNT) | HELP

Order a Seqway mw‘l ——

It's only at Amazon TAMARA'S APPAREL & TOVS &'\ MAGAZINE SEE MORE
{ L ACCESSORIES | ELECTRONICS | GAMES |SUBSCRIPTIONS m musIC STORES

USED
MUSIC

s

=
Tamara's Gold Box

JIIPN4E7KS
oYY —nn

(@ Add to Shopping Cart .
@ Buy now with 1-Click* .

O Also include this
related item:

EFenel Time out ~
i Dave Brubeck,
et al

Price For Both: $20.97

Ship to:
[ add gift-wrap/note
MORE BUYING CHOICES

Used & new frorm £7.00

Available for in-store
pickup now from: £9.99
Price may wary bazed on
auailability

Enter your ZIP Code
Choose a

Have one to sellz. Sell yours here

(" Add to Wedding Registry )
Don't have one?
we'll set ane up for you.

© 2007 People & Data | Weigend Associates LLC
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YOUR SHOPPING CART

|9 Proceed to Checkout ]

Wait! Add $16.01 to your
N 3 order to qualify for FREE
N1 Fn16.01 sSuper Saver Shipping.

- n
EICHiRE Sorne restrictions apply,

[~ Show gift options
during checkout (1]

Added to your
Shopping Cart:

Kind of Blue
TR L ~ Miles Davis, et al
%8.00

- Quantity 1
Subtotal: $8.99
Edit shopping cart

(o Proceed to Checkout ]

Sign in to turn on 1-Click
ordering.

Iterms in your Shopping Cart
always reflect the most recent
price dizplayed on their product
pages.

V) ST 7 e FR AR B B L T S ok

Customers who bought Kind of Blue also bought:

——
Ee
Time Out ~ Dave Brubeck, et

al A love Supreme ~ John
Our Price: $8.90 Coltrane

Used & new from $5.79 Our Price: $13.49

® Substitutes
(buy instead of)
B GEREIE D
Customers who
shopped for X also shopped

Also want to make
recommendations!
ISR

Also want to make
recommendations!
IS IR

® Complements
(buy in addition to)
HAR CRRAME S
Customers who bought X
also bought Y
T LT Xt TRy

LS S 39 L PO Bl T I B T 3

© 2007 People & Data | Weigend Associates LLC
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ELECTRONICS.

YOUR 8 TOYS & MAGAZINE COMPUTER & ar
SEARCH ~BROWSE  ()acsicar TOP NEW & FUTURE FREE ESSENTIAL
MUSIC STYLES SELLERS RELEASES DOWNLOADS CDs

USED
MUSIC

add $16.01 ta your order to qualify for
%% FREE Super Saver Shipping! scme rastrictions apoly.

b Explore similar items

Customers who bought items in your Shopping Cart also bought:

Sketches of Spgin ~ Miles - Saxophore ColDssus ~ Sonny

Davis Blue Train ~ John Coltrane Rollins
Our Price: $11.98 Our Price: $9.99 Qur Price: $8.99

Customers who shopped for Kind of Blue also shopped for:

| e | = ]

STORES

search: |[Popular Music =] | Browse: | All styles: |

Amazon Exclusive!! amazoncom. i VIEW CART | WISHLIST | | YOURACCOUNT) | HELP —.
Order a Segway now! [ nyr
It's only at Amazon L SEE MORE g y =

Customers who bought Kind of Biue also bought:
5 (©_rroceed to chckown

wait! Add $16.01 to your
1 order to qualify for FREE
Time Qut ~ Dave Brubeck, et . Birth of the Cool ~ Miles Super Saver Shipping.
al Alove Supreme ~ John Davis I% Some restrictions apply.
Our Price: $8.99 Coltrane Our Price: $9.99
Used & new from $5.70 Our Price: $13.49 Used & new from $9.50 I Show gift aptions
during checkout [
D_addwen D _addwocn ) D _addocn )

Added to your
Shopping Cart:

I

Kind of Blue

~ Miles Davis, et al

$8.99

- Quantity : 1
Subtotal: $8.99

(_Edit shopping cart )

Used & new from $2.00 Used & new from $5.99 Used & new from $6.90 Frocesd e CheckcuTll

@ Add to cart @ Add to cart @ Add tocart ) Sign in to turn on 1-Click

ordering.

Items in your Shopping Gart
always reflact the most recant
price dizplayed on their product

pages.

Your Gold Box

SEARCH  BROWSE () acsicar NEW & FUTURE FREE ESSENTIAL
MUSIC STYLES RELEASES DOWNLOADS Ds

USED

TOP
SELLERS MUSIC

add $16.01 ta your order to qualify for
®.  FREE Super Saver Shipping! some restrictions apnly.

Customers who bought Kind of Blue also bought:
© ‘Proceed to Checkout | S

Wait! Add $16.01 to your

[~ show gift options
during checkout (1]
Added to your
Shopping Cart:
e B » Explore similar items

Search: |Pnpu\arMusu: j | [k Browse: | All styles: 'I @

order to qualify for FREE =
Super Saver Shipping. Time out «~ Dave Brubeck, et 8 Birth of the Cool ~ Milas
Some restrictions apply. al A Love Suprame ~ lohn Davis
Our Price: $8.99 Coltrane Our Price: $0.00
Used & new from $5.79 Our Price: $13.49 Used 8 new from $9.50

@ Add to cart @ Add to cart @ Addto cart )

Your Gold Box

Kind of Blue

~ Miles Davis, et al :
$8.99
- Quantity : L

Subtotal: $8.00

(_Edit shopping cart ) Davis Blue Train =~ John Coltrane Raollins
Our Price: $11.98 i

ardering.

Items in your Shopping Gart

a Customers who bought items in your Shopping Cart also bought:

Sketches of Spain ~ Miles Saxophone Colossus ~ Sonny

Our Price: $8.09

Proceed to Checkout | Used & new from $2.00 Used 8 new from $5.99 Used 8

Sign in to turn on 1-Click @ Add to cart @ Add to cart @ Add to cart

new from $6.90

always reflack the most recent
price displayed on their product )
pages. Customers who shopped for Kind of Blue also shopped for:

B -
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Result: Right vs Left

MR LA
Metrics
i i bt

» Conversion rate: Percentage of visits placing an order
FeAb e T\ JUR YT 10 GLTH I 5%

» Order size: Number of additional (from the second page) items put in cart
VRN O B0 BilE 2 /g

Result
g R

» “Your Shopping Cart” on right is about 1% better than on left
“Your Shopping Cart™ & T 45 bt & T 22 ) RO 4 i 1%

+0.6% +0.8%
+1.4% +0.8%
+1.1% +1.0%

Guiding the customer to the ultimate purchase
G135 S R E K

What similar items do customers ultimately buy after
viewing this item?

© 2007 People & Data | Weigend Associates LLC
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Edit | Miew Favorites Tools Help
Back ~ @ - [ [2] @b P Search FrFavoites @ | (3- & W] - [ £ & R

ress | &] htp: /i, amazon. com/exec fobidos  to/detail/-/B0002ZFQHK ref=pd_cps_gw_2/002-5529704-3057657?v=glance&s=electronicsan=507846

NAVAZON COM PLUS FREESH PPN

Note: This item is only available from third-party sellers (see all offers).
Mot eligible for Amazon Prime. (Learn more)

Links >

EbE

EE—— JVC Ultra Slim DVD Player with Progressive Output IS U
LDther products by JVE
E)‘:ﬂore this Other products by IWVC 11 used & new from
L " 81.28
buying info : Availability: Available from these sellers. $ m
technical data Get it for less!  Order it used
————— . —
customer % 11 used & new from $81.28
reviews AP A9.com users save
See more by Share your own 1.57% on Amazon.
tthis customer images Learn how.
manufacturer See a larger picture Have one to sell2| Sell yours hey
NVC
i':lsrf]‘;"er similar | ywhat similar items do customers ultimately buy after (__AddtoWishList )
. . P o e
in Flectronics  V1SWING this item? Add to Wedding Rgisty)
Don't have one?
Customers also e 21% buy this item (JVC Ultra Slim DVD Player with Progressive we'll set one up for you.
bought Output by IVC (Rrate it))
these other e 20% buy JVC XV-NP10S Multi Region Code Free DVD Player by IVC (rate it)
items... « 17% buy Region Free DVD Player by Daewoo (Rate it)
Share your « 15% buy Philips 642/ 37 Region Free - Code free DIVX PAL NTSC DVD Player by Philips
ithoughts (Rate it)
write a review « 11% buy Pioneer DV-373 Multi Region Code Free Zone Free DVD Player PAL/NTSC on ANY T}
write a So by Pioneer (rate it
You'd Like
to... guide » Explore Similar Items: 9 in Electronics, 8 in DVD, and 2 in Books
e-mail a
friend about

Long-term Effects

K

» Displaying Google’s “sponsored links” within Amazon.com’s site?
FENE Ey i sk i oRGooglelty “ Af4ER:” ?
" Initial effect positive...
IR TR
... but how to model whether this helps or hurts the company in the long run?
AR EREBUIZ 4R A WA A (KK R S U AR 2

» Offer free shipping
PR G ek Bt
" Competitors quickly adopt, how to model the overall game?

SEEN T ARPUR B, AR IR R ?

» Pricing, Promotions...

S, et

» Role of price comparison engines (shopping.com, etc.)?

— U LS R S 1% (nshopping.com) HIFf 44142

eigend Associates LLC |

weigend.com

43

© 2007 People & Data | Weigend Associates LLC
Information at www.weigend.com Handout page 19



v

Free responses, hand-coded into non- So that we can improve our customers'
exclusive categories shopping experience, please let us know
[IEERIE, ¥RE T 0255905, IIATE what you plan to do at Amazon.com
TR today:
» Multiple assignments possible ;'
A E 8] 52 2 Fh T fE

Survey

A% |

“.... Please let us know what you plan to :
do at Amazon.com today” -2 Let Us Know! - Microsoft Inter o ] 4|
o W VRIS ARV RITE I 3 Ml |-
WAt2”

amazoncom.

Let Us Know!

Average: 1.2 categories per response
P RN L 2 2

" Number of responses: 1023 j
[l 52 1023

= Response rate: 3.1% Submit |
|52 #%. 3.1%

" Date: February 11-12, 2003
FI3H: 20034 — H11-12H

35%

31%

16%

10%

9%

7%

7%

2.9%

2.2%

2.0%

1.4%

0.8%

Why do People Visit?

Research: Response indicates having a target or topic for which customer
wants to gather information in depth (“looking for books about Chile™)

Browse: Looks at items casually at a more general level than Research
(“looking at music/books™, without further specification)

Buy: Response indicates intent to buy in this visit (“buy a book™)
Complain: Complains about some feature of the site

Post-buy: Mentions checking order status, other account activities
Community: Mentions usage of some feature of community, like reviews
Price: Mentions getting information about price for specific items
Goldbox: Mentions Goldbox activity

Gift: Indicates looking for a gift for someone else

Sell: Mentions a selling activity

Personalization: Mentions personalization feature (e.g., recommendations)

Used: Mentions finding or transacting a used item

© 2007 People & Data | Weigend Associates LLC
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Stated vs Revealed Preferences

A B 475 SE B B i 47

= Obtain insights by combining individual survey response with click analysis:
SO NRAE GRS S SE BT, g5

Look at those who ended up buying something:
BRI FE

Only about one-half of those making a purchase indicated
that they wanted to buy something in this visit
HAG L2550 RIa)

Look at those who said they wanted to buy something:
BRI 19 e 11

Only about one-third of those indicating intent to buy
ended up making a purchase in that visit
HE /35458 5B Y)

Customer Satisfaction

) RESE

Relate satisfaction rating to: 3 Let Us Know! - Microsoft Internet Explorer. |Z||E|r5__(|
3‘[5«55%&»”?%‘5 l‘ﬁﬂ%lmﬂ)t/%@ﬂé File Edit View Favorites Tools Help g','
» Visit intent (from survey)
V7l R ORI A %) amazoncom.
]
» Actions (from clickstream) Let Us Know!

4o - e
18 MLt A FD 1. what did you plan to do when you came to
visit Amazon today?

Intermediate goal
W H bR
- Pr?d‘lg{thisfaction 2. How satisfied are you with this visit so far?
?ﬁ)\ﬂ“w@:@}ﬁ Mot at all satisfied Extrernely satisfied
Ultimate goal 0 00O
& Hkr 3. What do you plan to do next?

» Increase satisfaction
Ei = peviy

® Number of responses: 6117 Submit
IS0 5ck: 6117

® Dates: March 15-24, 2003
H#: 200343 H15-24H

&] Done &) | ocal intranet
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» Remember, share, discover

» Self-expression

50

@ 3. Architectures of Participation

3. Participation

» Empower and incentivize people to contribute

2006 Weigend Associates LLC | www.weigend.com

~ FIND IT ON THE BLocg —
(1) walk Up and Down the Street !)

Yiew larger image
Share your own customer images

Platform: Yellow Pages
e L

See other businesses along 10th
Sit

g NP‘U[?T rs \

L

Zoom In
Tt
o

& 2004 MapQuast.com, Inc; & 2004 NAVTEQ

Interactive Map and Directions

= o
&) ;
Walk e I
Left
51 2006 Weigend Associates LLC | www.weigend.com
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Amazon.com: Yellow Pages: LostCco Wholesale - MICrosort Internet Lxplorer l-_JlE

File Edit ‘iew Favorites Tools  Help

. Shopping > Department Stores

[AS wEB SEARCH See All Categaries Il Business
Talk ta this bufki far free,
@ Costco Wholesale e o his bfpiness ferfree
Powered by A9, com South San Francisco
Optical

450 10th St, San Francisco, CA 94103 - Map
BUSINESS INFORMATION  rpeny 767-3001 - click o Call
Explore this business

business info

Click to

Share your thoughts L See_other businesses along 10th calll
wirite a review —FND IT BLOCK —- -
i® 2 S Yol ) Walk Up and Down the Street | * J=ait
Like to... guide T ! MPQU:?Y.; \ éﬁ%ﬂ%’“ z,. Eﬁfiﬁiﬁ
e-mail a friend o

»

about this business

RECENTLY VIEWED ITEMS

Fhilosophie Des

Zeichens by Josef
Simon

Computational
Finance 1999 by

Yaser 5. Abu-

Mostafa 2004 apQuaatcom, inc; & 2004 NAVTI Zoom
Computational iew larger image Intersctive Msp and Directions Out

Finance 1999 by Share vour awn customer images

Yaser 5. Abu-

Mostafa i B A £ ¥
“
Harry Potter and e
the Order of the wal § = -

Phoenix {Book § =
by 1. K. Rowling

3

1) Time Series i i i isti
Line Serie Help improve this business listing O —
Forecasting the o Click one of the check boxes above to indicate the best image of the business. Owners & Managers:
Future and s Share pictures of this business (e.g. exteriors, interiors, signage, etc.) Updats E!“d promote
et i Toll o cocce about thic bucio undat fa ntacti i our business for free!

Make customer feedback trivially easy

BRI 388 S 15 5y o [ 2

» Capture context automatically

SEEHIEINAES

Suggestion Box

Your comments can help make our site better for everyone. If you've found something incorrect,
broken, or frustrating on this page, let us know so that we can improve it. Please note that we are
unable to respond directly to suggestions made via this form.

If you need help with an order, please contact Customer Service.

Please mark as many of the following boxes that apply:

O Product information is missing important details.

O Product information is incorrect. Propose corrections using our Online Catalog Update Form.
O The page contains typographical errors.

“ The page takes too long to load.

O The page has a software bug in it.

[1Content violates Amazon.com's policy on offensive language.

[0 Product offered violates Amazon.com’s policy on items that can be listed for sale,

Comments or Examples:
Examples: Missing information such as dimensions and model number, typos, inaccuracies, etc

1 went to the bathroom and came back, and the page was still loading!!

( Submit )
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Money Economy > Intention Economy - Attention Economy

ﬂ'%( Only able to click on links given by site.
K GERT il P HE %
From intention to attention

[%]

Q

[72]

S

o

[&]

c

= I

22

28 Search

=gy

c & %gg Express intention. Doesn’t depend on result

s = LI, W THA

=

S &

)

S

g

<
c);“;: Only able to click on links given by site.
K GE AT P R
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From intention to attention

T‘a g Label item. To remember, share, discover.
SR

BOFhRSE. sk, St

Express intention. Doesn’t depend on result.
FILT . ML T4

Amount of specificity increases
AR n B

Only able to click on links given by site.
/\HE 5%%7—15%}%

56

© 2006 Weigend Associates LLC | www.weigend.com

Example: del.icio.us

» Tags are distilled attention, a pure form of attention.

» You are what you tag.

PR A

» You are what you are tagged as / who you are tagged by.

PR YE IR A

Discover other users

Follow a user

Follow a tag . who have tagged the
and discover a topic and discover what page

BRANI K el Interested In BRI T

7% IRV Sl IR

300yle IVIaps | FACKI + Google
[ - e ... on 2005-05-13 .

tagtomu_,l USé‘rHl by lawrenceli ... gnEC283 0ther peogle .. on 2005-05-10 ..

hd.com
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Examplg: frliirclgr”

Quentin Lee, Filmmaker
(Drift, Ethan Mao) @

Would you like to comment?

‘-;' Uploaded on August 20, 2006

aweigend's photostream

This photo also belongs to:

Sign up for a free account. or sign in (if you're already a member).

by aweigend

What is happening now?

Btk s

» Empower millions of users to contribute
LEAMRILEZ S
" del.icio.us: tag web pages
o4 A5
" flickr.com: tag photos
YA LE
" 43things.com: tag your goals
Hbrt%8
| —
—
One-to-many Many-to-one
CES Zx—

[ —
Many-to-many

EDSES
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Levels of Analysis and Actionability

ST EIER

Customer
N
B. Visit Vil
» Model: Intention, situation, mode
Visit B gl 1B, R
ijj_ ID] = Action: Session-based marketing

178 B TEBE IS R
A. Page MTT

» Model: Content
Page Bom g

IX_XJﬁ = Action: Show ads GOL)gleAdS
ense

1r8h: BT

B. Visit
i 1]

B. Visit
Vil
» Model: Intention, situation, mode
B R, B, B
» Action: Session-based marketing, occasionalization
178 FETEERER, MR

Examples of modalities of a visit
ANTFZE AL i) 5 28451
" Planned vs impulse visit
TRIAL vs phah Al
" Personal vs job-related visit
Bdvs A
= At home vs at work
TEFK _EM vs EIp A% L
" |s-in-a-hurry vs has-time-to-kill
YA vs T ES I OG
" Ready to make a decision
WL L O H Yo

© 2007 People & Data | Weigend Associates LLC
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Customer
9

Visit
i 17

Page
I+ 1i{

Levels of Analysis and Actionability

ST ZI R IR

C. Customer % /)7
» Model: Demographics, behavior
B NHgeet, 470
» Action: Personalization-based marketing
178 AMEACERY
B. Visit i
» Model: Intention, situation, mode
PR L B, B
» Action: Session-based marketing
178 BT A
A. Page ML
» Model: Content
B g2
= Action: Show ads
178 HRBY

C. Customer
9N
» Model: Demographics, behavior
B Nk, A7 8%RHE

Attributes of an individual customer
AN B R RFAE
" Influencability
CIE
" Navigational style
B 15
= Early adopter
ST )
" Leader vs follower
5 vs X,
= Attitude to complexity
53k I A

C. Customer

=)

» Action: Personalization (implicit), customization (explicit)
178 M (R, AEX (B

= Attitude to technology (vs human)
MRS (vs XA

= Activity across stores
XA LT

= Degree of price sensitivity
S o U

" Degree of time sensitivity
o I i o e

" Median time between clicks
s R T o I )

" Level of interest in exploring
FHER BRI DR P
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Levels of Analysis and Actionability

S HTRAT BRI

D. Network of customers

’f?ﬁ e
Apply social network research
ﬁ‘i Fh2x IEERIFC N
 AC Discounts, better service
I8 414, gy

C. Customer
%
= Wour A%m?tgq_apf}lc%*%ehawor
L I v T
Cusiqmer » AC Personalization-based marketing
=% T8 AMEACE
B. Visit
VI
o » NG Intention, situation, mode
Visit 5N N N
S » Session- based marketin
2! 1550, ST S o
A. Page
4 5
Page Content
|x_xjgﬁ OB AR
S = AC Show ads
T8 &
D. Network of Customers
D. Network of Customers
I %
> Apply social network research
[ iR A R T
» Discounts, better service for opinion leaders

158 T4, g N RO i iR gy

“Customer Lifetime Value” has two components
“E R IE” AL

» Intrinsic value
WAEME
» Network value
EEL N
= Characterizes amount of influence

BRI 5 T

Application
S HI
» Amazon.com’s Share the love
P S b R oy S
» Send discount to others of item just purchased, and obtain credit towards future purchase if at least one
of the recipients also buys that item (within a week)
S0 A ) T ACHERE NI S (07 i, WO ACAEAERE S (—JE P9 B T %™, W24, i S iy
R 2Ry, EEAE T UOW S 2 A A
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K rce: Valdis Kr )
kiiSource: Valdis Krebs Network of Books 545 M %
based on Customers who Bought Also Bought SEA& BN #L- LA
| |
Hell to Pay
| ]
| | [ | FinalDays M
Manufacturing Consent Jihad Vs. McWorld No-Spin Zone
]
Rogue State Blowback Clash of Civilizations Letters to Young Conservative [l ’
O'Reilly Factor
[ ]
] - What So Great About America gt When I was a Kid.)
B War on Freedom W Slander ]
Understanding Power 9-11 Chomsky Lexus and Glive Tee gakedown Bias . Mission Compromised
Perpetual War for Perpetual Peace Let Freedom Ring
Forbidden Truth
] Breakdown
] u See No Evil Why We Fight W sion
Best Democracy Money Can Buy What Went Wrong ]
Into the Buzzsaw | Fighting Back
Death of the West
n . | | American Jihad
. Stupid White Men Wealth and Democracy
Downsize This
| u .
Blinded by the Right Paradox of American Power
Globalization and Its Discontents
Bush Dyslexicon Silent Takeover

Hunting of the President

Betrayal of America George Soros on Globalization

- n )
Supreme Injustice Divine Right of Capital

] Elusive Quest for Growth
Crashing the Party

[ |
The Chastening

What blogs are linking to weigend.com?
i - E> - @ |:| @ ‘: http:f/www, technorati.com/search http: /i eigend, com?cc=umsxb6j9za M @ Go ‘:,

Getting Started h_;l Latest Headlines | | post to delido.us | | my del.ico.us = Andreas 5. WEIGE... | | Technorati This! | | Add to ThisNext

Home - Popular - Discover - Favorites - Watchlists Sign up - Sign in - Help)

L2 Technorati’ mhttp:l/www.weigend.com T e e arch

Home [ Search / Results for http://iwww weigend.com

Technorati Tools = Andreas S. WEIGEND, PhD

“Rank: 80,579 (52 links from 34 |Search this bl¢

Become a member!

QCrganize your favorite bIOQS)_ i
blogs, add your photo and -1 URL: hitp://www.weigend.com
more. Updated: 115 days ago

Claim your blog
70 links to this URL sorted by  freshness [+

Ping us

Technorati Mini Media-Blog

View constantly updated 8 days ago in Media-Blog - © 13 blogs link here

"conversation" in a mini der ehrenamtlich arbeitenden Birger-Journalisten = Blogger
window on your desktop. bedienen. Hatten die lieber mal den Erfinder des AAL-Prinzips
Browser buttons (Andere Arbeiten Lassen) Andreas Weigend als Berater
Browser plugins gebucht: er kennt die zahireichen Formen von User Generated
Developer Center Content bzw. das Streben der Unternehmen, diesen

Media-Trends und Stolpergefahr: Wenn Verleger...
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Chris Anderson’s blog: LongTail.com (Aug 16 2006 entry)

TheLongTaiI: How to say Long Tail in Japanese (and Chinese and...) - Mozilla Firefox u[.
File Edit View Go Bookmarks Tools  Help

@ S |:> - g @ @ |2 httpupmw longtail.com fthe_long_tail/2006/08 how_to_say_long.html ¥ @ e k=,

I Getting Started B Latest Headlines [] post to del.icio.ws [] my del.ico.us = Andreas 5. WEIGE... | | TechnoratiThis! | | Add to ThisNext

« The Long Tail of idiocy and masturbation | About
Main | What do people really want in music? » I

August 16, 2006 Tl]e
Subscribe to this sidebar's feed (XML} &

HOW TO SAY "LONG TAIL" IN JAPANESE Long Ta]l
Long Tail comment (AND CHINESE AND...)
elsewhere... _
Might the Long Tail actually reduce choice? BTl Why the Future of Business
Nick Carr notes a NYT column that N . Tefdiieg)mnlainns
suggests that if all content is "unbundled” Pronounced "Rongu tee-ru. CHRIS ANDERSON
and forced to fend for itself, the cultural
products subsidized by commercial junk (Thanks to Kevin Kelleher for the pronunciation
may go away. Carr writes: "It's not a sure

correction, and YF Juan for the further correction

thing, in other words, that an a la carte Now

menu will end up giving us the widest in the comments) available!
possible array of choices. Rather than Amazon

promoting the creation of a "long tail” of TUPDATE: Other languages:

diverse products, unbundling may end up Barnes & Noble
pushing even more economic rewards to In Chinese it's: Also available as an

the "hits,” squeezing out 3 lot of the good
stuff.” My take: unless he's referring to KE
the number of mediocre album tracks that

audiobook!

RHAPSODY [ AMAZON.COM | NETFLIX

TOTAL INVENTORY: TAOTAL INVENTORY: . TOTAL BIVENTORY:
735,000 somgs 2.3 million books : 75,000 DYDs

ki i

- . : gl -
v [ L T

>kiiSource: e

Chris Anderson
WIRED, Oct 2004

OBSCURE PRODUCTS YOU CAN'T GET ANYWHERE BUT ONLINE

TOTAL SALES TOTAL SALES TOTAL SALES

Songs
L available at
=" Ibath Wal-Mart
. and Rhapsody

SM% 5
available anly
on Rhapsody

=
a
g
0]
=
=
£
o
k-]
c
e
-
=
]
a
h
-9
-
]
-
@
a
[
a
=
-]
=
]
-
H
<
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Recommendations create demand in the “long tail”

RS SR R

1,000,000

500,000,000

100,000

10,000

1,000

100

10

- 400,000,000

- 300,000,000

39% of Turns from titles 2001-30,000

50% of Turns from titles 1,150-30,000 00,000,000

B Copies
— Shipped
—Cum Ships

100,000,000

Source: 0

Neil Hunt

Netflix2005 () 2000 4000 6000 8000 .. > 30,000
 jllumio S

File Edit WView Groups Options Help

Find: | 5 Answersi'ﬁ Contacts;-a Filesi

O

F Dashboard

-FI'DI'I1 All Groups |v|
~from. ShaniHiggins I'_A-I
search: fidel castro o

Jul 28 &
David Teten
search: google, adwords,
yahoo, "project...

Jul 28 =
David Teten
h: confection, candy,
CWS, Rite Aid,...

S EM Oy Aug0g @
from: Kewin Rohrbaugh
search: askme, knowledge

management, km

Aug 16 =
+ john anderson

" statistially
improbable.. b

@1 aug 03 51[¥]
| Dismiss All |

B SE—

——— [Ffrom
— :
| Answers ‘john anderson

= anderson john@gsb.stanford.edu

Search

Peoplewho know about: statistically improbable phrases, 5P, search Ignore this
engine user
Started:

16-Aug-06 10:24:38

Message:

Hi - i'm researching serach engine logic, and would love to connect with someone who
knows technical details behind amazon.com's "SIP" or "Statistically Improbable Phrases”
logic and if there are other libraries available of similar types of logic

i Report Abuse
Current Status

You have responded to this request.

Responses

Requested 1 response. Received: 1

Match Info:
ﬁﬁ?ﬁ illumio made this recommendation b
st cally ab

Dismiss
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4. Interaction

4. Architectures of Interaction

contact page | have
recently viewed

"All contacts of my
contacts

"My contact page

Your openBC status

Users online now
New messages
Contacts to confirm
Phaone conferences

Nobile | Blog | About this site
Terms & Conditions
Data protection | Premium
Groups
Press | Jobs

Who is checking me out?

Power search

+ Search +My search agents

\
| Members who have recently visited my contact page H

<< Back | Forward >>

Name, Company

’ Martin Cossy
mentasys GmbH

Tarun Langhart-Thakkar
" EDS
B David An

WEB.DE (United Internet AG)

ﬂ Lars Weigend
FH-Muenster

Barbara Baur
Barbara Baur

' Oliver Jung
Adinvest AG

Johannes Herzog
PrimaCORK {American Canyon, CA, USA)

E Philipp Boos
solvetec [T-Services GmbH

# Thomas Pongratz
Al Universitat Passau

RSS feed for this page &l

Info

Click in friend path to Sven Qlschewski
Click in contacts of Frank Meyer

Search for first name, last name

Search for first name, last name

Click in contacts of Dr. Sarah Spiekermann
Click in contacts of Nadia Rahim

Click in messages

Click in contacts of Oliver Samwer

Click in contacts of Johannes Herzog
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People & Data

Andreas S. Weigend, Ph.D.

andreas@weigend.com

+1 (650) 906-5906

For current information,
please visit www.weigend.com

© 2007 People & Data | Weigend Associates LLC

Information at www.weigend.com

2006-12-5

Handout page 34



