ad:tech Conference – Mike Murphy
Jenny: Now with that I’m gong to introduce you to our first keynote for today. Mike Murphy is the VP of sales for Facebook and we’re very excited to have Mike here because this is the first time that Facebook has actually spoken in Australia. It’s about time he showed up, because in fact Australia’s uptake of Facebook has been quite phenomenal in the last few years. Mike was telling me we’ve gone from 220,000 to 2.6. We are the fifth biggest country in Facebook which is great. I know myself, there’s a lot of Facebook chatter going on.

Now Mike came into the internet space in 2001 so, you know, a brave man to come in at the time when things were starting to crash and burn. He joined Yahoo and spent four years as VP of the Western Region in the United States. He is now responsible for all the revenue on Facebook, which is no doubt a big responsibility and one that he does very well at.

So please welcome Mike.

Mike: It’s an amazing time to be in the digital industry. As mentioned (1:23) even more so than ever before and along with that shift comes a tremendous amount of responsibility for our industry. Most of us in the room that have been in advertising for a long period of time fell in love with advertising because of the ability to create some kind of a balance between art and science and it’s our responsibility as an industry to focus outside of (1:53) many publishers and many technologies (1:58) the dollar value (2:00). 
You need to focus on the new generation really with great relevance around that as well. We have a responsibility to brands; we have a responsibility for agencies. We have a responsibility, the ultimate responsibility to the consumer.  And if you think about it, you think about the levels of engagement and the amount of conversation that happens now between consumers about a brand, the level of responsibility we have for truth and respect of the consumer (2:25).
So for those of you who haven’t used Facebook before I’ll introduce myself this way. This is what my profile would look like on Facebook. On the top right hand side you’ll see that my company I work with is Facebook in North Texas in the United States and I live in Silicone Valley in California. I’m married and my birthday (2:48) and I’m married and have four little boys and I hang out with my friends whenever I have a chance on the golf course.

This is a quick illustration of the power of social media. It’s an opportunity for my brothers and people I went to school with, people I used to work with, to stay in touch with me.  And if I upload photos or write a new blog or change an event, change my status that I’m attending ad:tech in Australia, there’s one quick easy change that I need to make which then broadcasts to the people (3:23) what’s going on in my life.
So here’s what we’ll cover today. Social media is here to stay.  Embrace consumer passion.  Advertising is contact.  And then finally distribution through conversation. 

It’s probably a good place to start at defining social media. So what is social media?  In it’s simplest form (3:55). We believe social media is active sharing online. Think of the word active as opposed to passive. This is a conscious decision in future to be banked when they’re making or sharing information (4:09). So it takes some effort and in many cases sites that reduce friction the most for users who are uploading content are the ones that ultimately end up (4:21).

So Jenny showed a slide about (4:28) that’s available and that’s definitely case more so now than ever before.  But there are just tons and tons of places that users can go to do some content. And when I first got into the business I actually came out of the magazine that (4:43) was publishing in New York. What our pitch was back in the day is that you as a publisher, you as an owner of content, need to make your product available, your stories available, your content available, regardless of where it’s user choses to pursue that content and (5:01) that since the end of (5:03). 
There is a ton of clutter online, there’s a ton of information.  And with that massive amount of information and the bombardment of content that’s occurring online, ultimately what happens is a friend - a user’s friends, become the filter of that content.  So as they’re reviewing the content, as their online looking at your video at the reviewing insights, as the reviewing photo sites, they become the filter for content for their friends and for their community.
And then ultimately a user’s preferences are decided by their friends and that included people they’re closest to. So to get a little further into a definition - and Jenny actually showed some examples of different types of social media.  But I want to show some examples and some examples of advertising as content. This first example is of an adorable young girl in Australia (5:58) and this is a YouTube video. What an amazing – I’m sure that the brand managers for (6:07) are just unbelievably pleased with something like this that somebody would take the time without getting compensated, without incentive, to share her experience with us. So that’s an example of what happens on sites like (6:21).

When it comes to people – people sharing information about themselves or their friends, that’s really where, to a degree, the social networking sites fit.

Next, photos – whether it’s baby and vegemite or photos of friends, photos of family, photo sharing sites have become amazingly engaging. Especially since tagging became important.  Because once the photos are tagged they (6:49) than ever before.

The next example are user reviews. There are a couple of things like Amazon.com have you seen that? They’ve done an amazing job of website user reviews to be able and create communities (7:02) for our passionate followers of either a band, an author or a piece of technology.
Another example would be discussion boards - and you probably can’t see this on the screen - but this is a discussion board about users in America or consumers in America who left Australia within this (7:23) about Australia. They learned a lot about Australia as a part of doing this research, especially (7:29) chicken salt, one of the things that the Australian’s miss the most.

And then finally an example of blogging, in this case the ad:tech blog that’s available right now. Blogging has become an amazing way of low friction hi-tech environment to deal in. We share things we’re passionate about and what we care the most about.

So following up with the definition of social beginnings we’ve got a couple of myths that are in the market place.  And the first myth that you may have heard before is this one.  
Social media is exploding world-wide. In fact, you look at growth and social media across the world, what you see here is in North America the penetration is actually higher to begin with so it’s started with a high base. But if you look at Latin America, Europe, Asia Pacific and the Middle East growth has been amazing. You look specifically at the Asian Pacific region; it’s the second fastest growing area in the world for general social media.

A little bit about Facebook. These have happened really fast at Facebook. We’re growing at more than 200,000 users per day and about 50% of our users are on the site every day just to give you an example.  And so we’d have somewhere in the neighbourhood of 32 to 35 million people on our site every day, checking what’s going on with their (9:01) community. When we talk about users in this case, unlike some sites when we talk about very specifically (9:07) user only users that have gone on the site in the last 30 days. These aren’t (9:11) so Jenny gave you an example of (9:16) profile. Those aren’t counted in these numbers. It’s actually off the (9:20) graphs.
The Australians love Facebook. As mentioned in the opening, a year ago in February we had 225,000 Facebook users in Australia and now we have 2.6 million.  And you can see that there is a little bit of a plateau at the top but normally they are some remarks that you’re going to impress in the United States. (9:43)

What we’re saying here is that pretty consistently we see that once critical mass is met within the community Facebook starts to spread around that and Australia (10:02).

A couple of stats to share. One in five Australians that are on the internet is active on Facebook.  And one in four users aged 25-30 focus on Facebook. The region, Australia, 16 million and our friends over in New Zealand 370,000 (10:27).

So there’s an interesting thing also, Australia is the fifth largest country in the world for Facebook. A lot of it happened because Facebook started off as an English only site and English speaking countries spread (10:42) very quickly. Turkey is the exception to that.  But we recently released a translation product where part of our application where we enabled users from around the world to translate the site into their own native language, so we started with a test in Spain. We got 15 developer, sorry 1500 users in Spain translate the site for us over a period of two to three weeks and then we opened up in both Germany (11:10 – totally blank) so each of those communities came together and translated the site in one week.  

And now we’re opening it up  (11:19) these (11:20) for users around the world and believe that will be available in 190 (11:24) in about six weeks. We’re talking from a growth perspective, and a penetration perspective across languages around the world and cultures around the world and communities around the world be and explosive growth will continue to happen.
So the last point in covering off of this myth is the comparison of time spent, both in email and social media science. And you think about email as the ultimate utility. Whether you use online or to make things happen and to get things done, but this data from Comstore about Australia internet users suggests it is an extremely important utility in social media.

The next myth (12:16) will continue among adults. The youth may have started the movement to social networking but the adults are learning fast. In 2008 it is expected that 69% of social networking users will be 18 and older and by 2010 it is expected to reach 81%. This is definitely not (12:34). And to steal a quote from the famous CEO (12:43) Mr Eric Schmidt, social networks is a phenomenon and very real. If you are of a certain age you sort of dismiss this as college kids or teenagers, but it is very real.

Something else that was mentioned in the opening is the media landscape and its significant change.  And if you’ve been in this business for a while you can see the dramatic changes. You can see that it has changed forever. The example that we normally give is that 120 years a go or so products that were sold, goods and services that were sold, were sold between people that knew each other. People visited a community or village and sold products across that village. When people used those products they told their friends and then your friends started buying those products from other people and then things changed. 
Broadcasts happened. TV, newspapers, radio and broadcast happened. My parents and my parents’ parents believed that there was one source (13:42) in the world, and that was a gentleman named Walter Cronkite.  And every night at 10 o’clock they never failed. They sat in front of the TV and Mr Cronkite spoke to them for 30 minutes and told them what the news was for that day. They went to bed satisfied, believing they knew everything that they needed to know about the world.
My generation was more about Rolling Stone magazine. It was a magazine where we looked to find out what was cool,  and here in Australia the magazine Choice was what we call the consumer reports of the US. The Choice magazine where comparison side by side reviews happen to help users and to help consumers figure out which products they bought. But for consumers today and the people around them, their friends, determine what is news, what is hip and cool and what products they buy more so than ever before.

How does this shift and influence affect advertising and media messaging? Well, as mentioned, not too long ago brand messaging came from advertiser’s brands. It was all about a one way dialogue from a brand to a consumer.  It was a broadcast message. There was a (14:58) the ability for an advertising agency to come together and accomplish something to do and broadcast it to the world.  And even though consumers talk about those things amongst themselves, it wasn’t nearly as prevalent or accelerated as it is right now (15:14). 
What’s happened within digital is that we’ve accelerated that connection between consumers to a point where a lot of the dialogue that goes on about a brand and I’ve looked at the agenda and there are a lot of conversations over the next couple of days about brands and conversations, leverage and conversation with the brands, but it’s happening more so than ever before.

Another key dynamic that was missing back in the early days of a 100 percent broadcast was the feedback mechanism, the feedback loop from the consumer to the brand so that if done correctly what happens is the communication that can occur between a brand to consumer and consumers to consumer and then ultimately consumer to brand become a cycle and then brands, next time they innovate, when they’re- next time they sit around in a room talking about what the next project’s going to be, end up having a much more user feedback and ability to leverage and much more information. 
So if you think about this triangle here and this new paradigm for media, think very carefully about the opportunities around conversation, the conversation that occurs, influence that occurs in users and then ultimately the trusted referrals that happen between consumers. So I really, like the young lady on the YouTube video was showing about - showing her video about (16:33). It’s just amazing what kind of influence and trusted referral that is for the other brand. You can just make sure that if marketers were paying very close attention to that.

I was in a round table in New York not too long ago put on by (16:48) and they told us to get spicy in the conversations so the microphone was going around the table and a woman that runs a major brand in the United States got the microphone and she said “We at Company X have chosen to sit out social media. We’ve decided, you know what, we’re not quite ready for it. We don’t want our premium customers to think that we’re meddling in social media. We’ve decided we’re not going to do it”. 
Then the microphone came to me and I said - her name - and said “You may want to check out Facebook. There are 700 user-generated groups on our site about your brand. You can’t choose, as a brand, to sit out of social media. What you can choose to do is ignore it - I don’t recommend it - but it is certainly something that for a brand, whether or not you choose to spend money against social media, it’s very important you pay attention to it.  And you then lend assets to the passionate consumers that are already spending their time and taking time to build their user-generated site for your brand”. 

So my comment to her was “Let’s make sure that, regardless of how you choose to spend your money and if that’s your profit fine, but make sure that you’re paying close attention to this as well”.

So there’s a couple of examples when you think about it. We looked at some of the attendees that are here. I’ve seen the brands that are represented, some information that may be interesting to the group. There are almost 270,000 users in Australia who mention Coca Cola and (18:18). Just think about the brand study. Like Coca Cola as a brand or the (18:25) of company or their agency can have when it comes to figuring out what users were passionate about coca cola but also passionate about. It’s an amazing opportunity.
A couple of other examples are 617,000 users are in groups about (18:43). 6700 users mentioned (18:46) in their profile and those of us did. I’ve worked with global companies before and know that that isn’t necessarily the compassion point for the most part.

150,000 users mentioned McDonalds in their profile.  And a couple of other examples, if you look very specifically around users that have generated a user-generated group around a brand that they’re passionate about. Here’s an example for M&Ms, and here’s this girl Kelsey, who says “You know what I’ve discovered this weekend? Mint M&Ms, they’re simply amazing and I want them with a passion”. Think about the impact that that has over brands when that information in spread and when their friends come back to the site. A trusted referral.

Here’s another example – Vegemite. Here and here.  Here’s an example of (19:39), it says “Vegemite is the cure all of ills, it cures all of mine anyway. Hunger, hangover and homesickness.” This is a group, interestingly enough, that has 4,444 members and that’s as of September of last year. So just think about the value this has for Kraft and for their agencies to figure out and watch this conversation going on between users and consumers that have absolutely no incentive to do this. Their incentive is they want to talk about it with their friends and (20:09) and socialise with their friends about things that are important to them including the brands that make them (20:14).

I will also share one other example. One of the things that we hear fairly often in the field is that the things like this with sponsor type brands, we often hear, you know “What if people say something bad about my brand as part of this conversation?” And one of the interesting things that we found, like for instance, somebody goes on (20:34) talking about Marmite - because people that have joined this group are passionate about Vegemite - it’s absolutely amazing to watch the crowd that were signed up for this group, passionately defend the brand that they joined that group for. So one bad apple and then you have 20 or 30 responses.

I’ll give you an example. Last year we did a campaign with Starbucks around Earth Day - and I don’t know if they’re  world wide or not, but they’re a big sponsor of Earth Day in the United States - and they ran this Earth Day campaign and this person came onto their group which had thousands - I think they had 218,000 members - so this person came on into the group and opened a discussion border on the wall and said “I’m going to drive my F150 pick up, which is a ford pick up truck, 150 miles to my Starbucks for gas, pick up, drink the coffee in a paper cup, throw that away and then drive to cut down trees,” or something like that. 
So he was just going out of his way to talk about the experience that somebody had to have to go have a Starbucks’ coffee.  But instead of Starbucks looking at that as a bad thing, there were somewhere around 30 responses - you can go look at if you’d like on the Starbuck’s group - there were somewhere around 30 responses from people in the community just giving really positive brand reference back to Starbucks on how proud they were to be a part of this group and how proud they were to be aligned with Starbucks because they believe that Starbucks is doing things right for the environment.
The last example that I’ll show you just real quickly is the Nike example. Here is somebody who is unbelievably passionate about their Nikes but keep in mind when you look at these people like Jeremy Horner, he has 281 friends on Facebook.  And as you’ll see in a minute we have a couple of products that create viral distribution for social actions that occur on our site and then this then could be populated across his friends’ sites so that they can then go to this Nike group that’s going as well.

These three examples of groups that I’ve shown are not sponsored in any way. Any brand can go on Facebook and create a group at no charge. Any brand can go on Facebook and create a profile page for their brand, no charge. And then viral distribution that occurs is up to you and the passionate consumers you have on your brand.

One other piece of interesting content, or at least from an insight perspective, that our engineering team built was the ability to run (22:59) on a site. We originally built it for users to ask other users - in the very early stages - college students to ask other college students what they were passionate about. But we’ve since opened this up so that marketers can start using this. In the example that we used here is “Which do you prefer, Vegemite, Marmite, both are delicious or no thanks, I don’t need vitamin B” and Vegemite won in a big way. 
But a couple of things to point here is that we launched this poll at 2.28pm and the last respondent came in at 2.42pm, so in 14 minutes 500 users responded to a poll about a question about a brand. No incentive to them whatsoever and it’s an amazing opportunity for brands, for marketers to go in and ask the consumers questions to try to find out.  Even in a heated discussion around the board room, or around the table, about the next creative or the next campaign or the next promotion. It’s a great opportunity to within 15 minutes have 500 users giving some information.

A couple of other pieces that come along with this is that we do break it down by gender. We do break it down by age.  So if you’re asking questions - this is actually a poll that was targeted in Australia. So you can go in and look and see that 12 and 17 year olds (24:21) and 24 year olds demographics and how they voted and then also by gender how they voted. So it’s a great opportunity to be able to go far beyond just the number of votes for each.
Back to the triangle. The conversation influence is a trusted referral piece for the marketer because it’s now not a one way dialogue.  Because now the consumers are more involved and because of the feedback link there. There’s another significant responsibility that brands and agencies have now that they’ve always had to a degree, but much more important now than ever before, is trust and respect. So from the consumer’s perspective the consumer will be the first to tell you whether or not they agree with their new stance on your company. Whether you claim to be a competitor, you claim to be a socially conscious company, and the consumers don’t believe that you are, you’re going to hear about it. So it’s really important in this new paradigm for marketing that you look at that dialogue that happened between consumers and marketers and take advantage of it from a learning perspective, but also from the trust and respect for it’s fact that it’s really important.

We have some Facebook users that influence their buying decision. Here’s a clip from what they had to say.

(The following is excerpts of what people had to say).
“I deal with a limited amount of time, get a job, you know I’d go to my Facebook account. I’d like to interact. It’s great to be in touch with a lot of people but it’s good for me to be able to really interact with people I really choose to stay in touch with.”

“You can put anyone on my Facebook and I can tell you how I met them, what they’re involved in, kind of what they’re doing right now, where they go.”
“I feel like every time something big happens in my life. I can try and decide whether to take a job or what made her pack it in, I always like always my best friends.”

“Whenever I’m thinking about buying like a new computer or unit cars, I’ve got a lot of friends that are into computers, and into cars, and they do a lot of research, I definitely like go to them. I trust their recommendations more than some dancing on the side of a bus.”

“One of my best friends that I grew up with, when we go shopping it’s good but then it’s whatever looks good she can recommend new things to me that I would not have necessarily chosen for myself.”

“One of my friends is actually really into music so I just constantly update his Facebook. So I’ll go and chat every now and then to see what he’s like, and talk to, and so on, you know about (26:55).”

“My room mate got me into the office, you know, British television series and I’d never seen it before but he suddenly showed it to me and I like totally completely fell in love with it.  And actually one of my closest friends at (27:07) now I met her initially when she saw an ad on my profile and she responded and wrote ‘I (27:13) the British offices and the American one’ so that was good and I went back and forth (27:19).”
“I know a guy who knows a lot about internet security and we’re not necessarily close friends but I go and read his blog and find out about a bunch of new sites and what’s going on in the internet security world, which is something I would totally never look at. So there are certain people who I find are experts in their areas and I would go to them for more information and then there’s my close knit group of friends whose general opinion on anything I would most likely trust.”

(End of excerpts)

It should come as no surprise that this J Walter Thompson (27:52) research shows that friends and family are most influential. So if you think about the authentic relationship that users have with each other online, the influence that can occur is amazing (28:05). It wasn’t too long ago the studies that came out like this were more about user review. Was more about advertising. 
How advertising sits at the bottom. The other part about the study which is interesting is that they also ask who are the most pressing professionals in the world and advertising people came in right below attorneys and that was the best thing in the world for us.

So the bottom line is that people influence people. Digital media has enabled brands to market on content on which they were never before and that same J Walter Thompson study, 80% of the consumers said that they enjoy smart entertaining advertising. 

A few years ago, when I was still at Yahoo, I saw and actually worked with (28:55) on this campaign for Yahoo and I saw a campaign that really was a defining moment for me and for my belief that sight, sound and motion can become hugely meaningful in digital.  And I don’t know how many of you saw the Ali v Ali commercial that is Mohammed Ali and his daughter in a ring together, but as the father of four boys and as the parent – a son of aging parents - for some reason this commercial, this content, became hugely meaningful to me. To a point where I wanted to watch it over and over again.  And I wanted to share it with people so that they could experience it the same way that I did. I just wanted to roll the clip real quick.

(Ali vs. Ali boxing clip running – did not transcribe)

Imagine the opportunity that (30:39) would have missed if they only put this on TV and just hopefully the right people saw it. They hoped that the right people would see it often enough to really get the meaning and value out of this. Here’s a discussion board that accompanied that video off to the right hand side and a couple of examples at the end. “This is a great commercial and I cannot stop watching this commercial.”
The next example is something that was recently brought to our attention by the Australian Tourism Association, a partnership with Qantas who put together a website that we absolutely have no affiliation around.  There will be no commission show today, but it’s available on the internet so we decided to show it anyway.

I don’t know how many of you have seen this Aussie Week. It’s a campaign that was targeted to Americans. It was target to people abroad, to travel to Australia during Australia Aussie Week.  And a couple of examples of how this thing worked and from using advertising as a utility along with using advertising as content it did an amazing job so I just wanted (31:58).

(Aussie Week advertisement)
“Say hello.”  “Hi, this is Heather. I’m in Melbourne, Australia. We’re kind of in the heart of the city. We’re headed to Federation Square. We’re going to have some lunch, do all the shopping and meet our tour guide for a Hidden Secrets tour, so I’ll check back later” (music) “Where are we?” (music) “We had a helicopter ride this morning, it was a blast, it’s like a dream” (music)  “This dude is bad as” (music).
You know, just imagine the engagement that a site like this has. I mean one of the things that you’d recommend for them in addition to (33:25) community around it’s all the people that you know and are connected to. It’s you’re experiences of what their Australian vacations were about. What this did was is it created an experience so that a user looked at a site and felt like they knew in advance what Australia would feel like to them and how wonderful the trip would be and that’s magical. So back to the opening comments around this being an opportunity digitally, to be able to affect art, the same as we affect science.  It’s a huge responsibility and I think that that Qantas and Aussie Week, and Qantas and the Australian Tourism did an amazing job.

Here’s a quote from one of our lead developers on Facebook, name’s Ezra.
“The site is one of the best examples of advertising utilities I’ve ever seen, more than Australia’s seen. This site was super-useful.”

At the heart Facebook are two mechanisms that allow users to share information with each other with speed and relevance. Those two we call the social graph and news (34:29). The social graph is the network connections that exist in the world through which people communicate and share information. To illustrate, here’s an example of the user as they upload their profile.  They’re by themselves. There’s not much utility when you’re alone on Facebook.  But you make that first connection.  And when you make that connection you start sharing information.  And the more information you share, the more value out of the information you get, the more utility that’s created between these two users. When this really adds value is in keeping up with all of your friends at once. All this guy in the middle needs to do is update his status once, or add new photos and his entire friend community has access to that information so it’s really about creating a relevant and a productive and an efficient experience between friends and users with the content that they share.
Now if we continue expanding this network to include all of his friends and his friend’s friends, you can start to see that what we’re building here is a massive high volume and high band width network of connections that a user has for the people that are most meaningful to them. And then think about somebody who joins the network and is connected to somebody in a degree of separation away from me. So for instance, I’m the guy in the middle in the blue.  If somebody who connects with a friend of a friend of mine that I’ve never met and probably will never meet or potentially ever never meet. 
I still get value in the middle of it.  Because if you think of the value exchange or the information exchange that happens between the green guy and the yellow guy in this case. Because the yellow person in the middle of the two of us gets value, more value because they’re adding friends. I then, in exchange, get more value because the person that sits in the middle of us gets more value as well. Now just think about that as it spreads across our entire site and just imagine your brand being the green guy in this case and then leveraging utility and viral across the site.

News Feed’s the other highly viral product on Facebook. Right when you log into Facebook each day what do you do?  Do any of you use Facebook? (36:56) Australia. 
When you log into Facebook every day, the first page you’d see is News Feed. What News Feed is it’s a news ticker to a degree. It’s the People Magazine to a degree, of your friends. And the way that News Feed works is we get somewhere around 10 billion news stories a day into our site. What our system does is it filters through each of those stories and only posts the most relevant for each user on the site. So, for instance, for some of us – I have 500 friends on Facebook.  And the only reason that I do is I have 450 co-workers on Facebook that are also my friends. If I post new photos or change my status that I’m presenting an ad:tech today, what our system does is it filters through those to decide which users of my friends that information could be most relevant for. So think about the viral impact of a trusted referral and also just the ability for that to socialise and populate information.

A couple of examples of how this works – this would be an example of what photos uploaded to a profile look like. As you page down the News Feed then there’s also some other pieces and content. Here’s an example of Katie (38:10) is attending ad:tech Australia. That’s a status update. Here’s an example of somebody who would have posted that website we showed for Aussie Week. Here’s an example of the Ali v Ali video. That’s how this content shows up in somebody’s News Feed and when you see it as a user, if I click on Jamie’s photo album that she just added, the next time she adds photos, our algorithms, our technology are likely going to show me that Jamie uploaded photos because I got some useful value and utility out of the fact that photos were shown to me.

As mentioned earlier, our industry should focus on solving the science, the measuring of the art of advertising. What I mean by that is we’ve spent the last 13 years in this industry playing catch up. Even though, as much into the opening, even though from a media consumption stand point digital is 25% of time spent right now, as mentioned earlier, you know only 4-5% of budgets are being allocated in that way. 
Now in the US we’re finding that brands are taking their budgets and giving us digital - 20-25% of their entire budget. Along with that comes a responsibility that we don’t hang out down here. If you think about the small thing about compressions and clicks and ultimately demand fulfilment, it’s interesting and I think that you know, there are great companies that have done an amazing job of creating the most functional environment for demand fulfilment and the search sites have been amazing at that.

One of the things that we’re missing and that I’m really worried about when it comes to brands giving us a bunch of their money in digital is that we aren’t creating, we aren’t generating demand as an industry if all we’re doing is focussing on clicks and compressions at the bottom of the funnel. So I think it’s really key for us collectively over the next couple of days to focus on the opportunity around creating and generating demand and then creating also measurements for how we do that. 
A lot of people talk about engagement and a lot of, you know, that’s kind of the term that people use when they’re trying to talk about this but they really don’t know how to ultimately measure any of that. I think it’s up to us as an industry to figure out better ways to apply science to the art. 
One of the things I’m really excited about is a big idea.  Big ideas that’s mentioned in a couple of examples here today, become really important in dialogue when it comes to social media.

So there’s a ton of coverage in the market about why viral campaigns and why social media are valuable but rarely about how to do it right. So I wanted to show you a few examples of companies that are doing it right.

The first example of the best practice that we share fairly often in the market is the (41:15) experience. 
Those that come in and start throwing sharp elbows in the social media environment or trying to fit in where they don’t fit in, don’t necessarily get as much attention and don’t get the respect that they ultimately deserve if they did it right. So be a part of the experience of the really important best practice when it comes to social media. And the first example is of Gillette’s Venus Breeze Razors. In social media it’s extremely important to do that, to make sure that you’re not very disrupted.  

And what Venus did, which was really good was they targeted their campaign right around the beach season, in the summer, to women who were about ready to go on vacation or, you know, who were about ready to enter into summer.  And they did a really nice job of creating contests for, and some incentives to upload videos and upload photos. They got hundreds of photos uploaded. They added some video. They created this other experience where you can add an application to your profile on Facebook. What they did is in stead of coming in and disrupting the experience, they became a part of it. It was a really good way to engage this audience.

The next example is maintaining a daily dialogue and it’s really important that you do that in social media. The example given here is Chase. The JP Morgan Chase, a pretty conservative bank in the United States. We were approached by about 15 companies in early 2006 who wanted to do Facebook co-created credit cards. Just put your logo on here and we’ll do allotted credit card. That really wasn’t what we were trying to do and it really wasn’t all that interesting to us but what Chase did which was really amazing is they went out and used the first part of their campaign to engage the audience, asking them what was important in a credit product to them. 
And what they found out in their own time targeting calls to (43:10) for the most part (43:12) but what they found out was the college students thought that the points were a great incentive but didn’t believe individually that they could collect and accumulate enough points to make a meaningful purchase. So what the users asked Chase to do was to create the mechanism for them to be able to share points and pull points to make a purchase together – gift points. So what they did was built an application on Facebook that enabled users to see who their friends were that had the card, and how many points they had so they could pull them together to make a meaningful purchase. What they found was that over 50% of the points were gifted, accumulated, pulled together and used as donations to companies like, charities like Habitat for Humanity and other places like that.
But a couple of things that they did really well is discover what they call carbon points. The carbon points were pooled together and shared. This is how you looked up whether or not a friend had a Chase Plus 1 credit card and how you shared points and then ultimately the sharing happened. It was the most successful credit card campaign that Chase has commandeered. 

The third, and probably most important best practice when it comes to social media, is give a reason to share. Always find out in your campaign, always find a way to give an incentive for users to share your contact and if you do that it definitely helps the viral campaign much more quickly and with much more velocity. 
So the example here is Paramount’s most recent movie ‘Cloverfield’ released in the States a few weeks ago. I don’t know if you’ve seen it yet or not.  But what they did is they built this widget that they used across a bunch of different social media sites based on computers where as a user you can grow the widget, put it on your own page which then created viral distribution for them. They also had incentives included from the ability to look at content that’s exclusively available through these applications, their relationship with (45:21) in this case, and then they also created some incentive as well for users to fan this page.  And by fanning this page, by joining a group or connecting to a (45:33) on Facebook for example.  

Every time a brand gets a consumer to connect to their brand it creates 260 viral impressions on our site.  And those viral impressions on our site are of more charge to the brand.  So the brand’s incentive is to create as many of those connections as possible.  And if they do it right it creates a viral campaign that then spreads across the entire site so the focus of the media - I talked about the groups are free, the pages are free - the purpose of the media is it will create navigation into the right viral campaigns on the site.
So we asked some of the leading agency execs in the US in the first time here, to share their ideas on what makes social media different and exciting and here’s what they had to say.

(Excerpts)
“Social media is really, it’s the next frontier of marketing. It’s obviously exploding in growth with consumer activity. It’s a place where I don’t think any of us feel like we really cracked the code for how brands should participate in these environments.”

“It’s like if you picked up the phone in the past and you got someone’s voicemail and you left a message - the difference between that and now when you pick up the phone and someone answers on the other end. So you know, anything can happen as a part of that conversation. You don’t know where it’s going to go. It’s completely unpredictable so marketers have to be much more transparent. They have to be ready to respond to consumers. Have something to say about their brand and really kind of participate in this conversation.”

“Being part of the experience it means putting your brand out there. Allowing the communities to embrace your brand and perhaps contribute to your brand and have your brand be part of that experience in again an authentic way.”

“How do you passively listen or actively engage with consumers about what’s important to them and not what’s necessarily important to you as a brand.”

“The point is to be there in the conversation with them and socialise and I think we spend, as marketers and advertisers, less time trying to socialise with our consumers and converse with them than fishing (48:06).”

“The bar is much higher for how you can speak to consumers and social media. There really needs to be a fair value exchange in exchange for people’s attention in what really is sort of the ultimate opt in media, in social media.” 

“It’s knowledge. If I’m going to identify (48:28) users clamouring to tell us what they like to provide for commentary, to have a presence with us on our plan, is invaluable. Now the collective aggregate of that information over the next two years out, five years out, call it ten years out is huge.”
(Music – end of excerpts).
We as an industry have a huge responsibility to give respect to people. Art, science, respect for the agencies, brands and the consumers.  We have an amazing opportunity to do this together and just really to be a part of an industry that is allowing us so much access and allowing us to come in and culturally redefine the way that friends communicate (49:26). It’s an amazing opportunity (49:30) as a part of this event and looking forward to doing that with you in the coming years. Thank you.

Jenny: Thank you Mike. That was fantastic.

End of Recording.
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