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Andreas:
All right, ladies and gentlemen, we are now collecting your answers to the first of the "P's", which is the Product P.  The question I have for you is how do you think the consumer data revolution is influencing your product?  The way we do this is just in a very un-Singaporean way.  People just shout out what they feel and I'm taking notes as if I was a secretary.

Let's get started.  I am positioned.

Male:
We're talking about SPH.
Andreas:
Singapore Press Holding

Male:
We had a long list of suggestions.  For instance, introducing a broader user…

Andreas:
Please listen to him.  It's about SPH and it's about blogs.

Male:
Interactive news discussion with the consumers.

Andreas:
So blogs as a product feature.  

Andreas:
Yes

Andreas:
And of course, feedback from the blog, to what SPH articles are.  Example?


I always like to give you rewarding examples here.  A German paper called Der Spiegel, uses Technorati to grab what people say in the blogisphere about Spiegel articles, and displays them on the website.  That's very interesting.  That's actually called a widget, that irrespective of what people say, they don't filter it.  They grab whatever is happening in the Blogisphere and "whip," there it appears.  That would be one example where explicit blogs can be provided.  Or, you can go to the content, which is already on the internet.  How about that table?

Male:
I think we started talking about my company, my product, which is in a sense not [1:56 unclear] because we don't have to change it in [1:58.2 unclear/too soft] consumer data revolution.  The [2:01.8 unclear] our users actually [2:07.1 unclear] a lot of information, actually that's how it actually makes it very customizable.  
Andreas:
Do you want to say what your product is?

Male:
We tried to be like a [2:20.2 unclear] provider, but broker for human interaction, so we did like Barclay's, Goldman Sachs, or these brokers in a financial sense; it affects demand and supply.  We want to kind of [2:34.9 unclear/middle man?] broker particularly [2:37.3 unclear] demand and supply, the human interaction.  This is great; a lot of individuals actually can customize their [2:47.5 unclear] they want to do.

Male:
How is what we're doing changing your product?  [2:53.9 to 2:56.8 audio skipped]  [audio became clearer for audience voice levels here]
Male:
I'm lucky to not need to change my product in a sense.  It's actually embodying the …

Male:
So what you're saying is this kind of situation going on today enables a service like yours to be a new kind of emerging business.

Male:
In a sense, and I would also add to that, in a sense it's actually leveraging what I know about the consumer data revolution.

Andreas:
And in nice Singaporean [3:26.2 unclear] is a symbol of power.  Who wants to be the next one going to speak?  Whoever holds this thing can have the next minute.
Male:
Right, God, I feel powerful.  [laughter]  We talked about DHL products, which is about delivering things to anywhere as fast as possible.  We thought that this would actually make information as part of the service so it's no longer just about the physical delivery of the product, but the information associated with the product becomes a part of that, in terms of where is it right now in transit, and what happened to it on the way.  Did the temperature increase, decrease beyond certain limits, if it's a perishable thing?  Did it take a knock, etcetera, or not?

We also thought that this would enable us to reach to segments of the customers that weren't reachable before.  Everybody can think about the normal, Dell, IBM, and Apple's of this world that ship products.  Also, smaller communities of customers that were not reachable before can now be within reach.

Andreas:
I think that's a really great example, how shipping has dramatically changed due to the transparency, which in this case, is not so much consumer data, but data collected as you go along.  I love your temperature example about the sushi that wasn't cold all the time and might not be all that healthy anymore, but also how the consumer expectations are shifting.  Think about it.  I know, in terms of eBusiness, Singapore is a small place.  Not that much gets shipped here by DHL, within Singapore, I guess.  But, if you think about the United States, the fact that I know, if I order a book at amazon.com, in the next five hours and twenty-three minutes – that's the typical display on the page – it will arrive tomorrow at my place.  That is powerful.  That is very powerful.  You probably have all heard about Sig Sigma and so forth.  The beauty of this is it really understands what the variations are and how we get them down.

Male:
I take one other aspect from what [5:58.0 unclear name] said.  A lot of the examples on this Web 2.0 thing are that at the end-point there is an individual.  Now, when something happens like a delivery transaction, it defines a social community.  They're not just people like you showed in Skydeck or something like that.  It's a real business saying, "But for the purpose of that project, which comes together for only a short period of time, there is a social community of people who, if they share the information, in a sense you have more information update."  It's this notion that social communities come together for these transient, special kinds of projects that are part of the business landscape.  You think of them like a social community.
Andreas:
The Amazon example is that if I order something now, it will tell me exactly what I need to do.  I am still wondering, who of you might have an example where it's really more consumer-generated data?
Male:
On his thing, the only way you'll know that it's not going to be delivered at 5:20 the next day, because of some unusual event Amazon couldn't plan on, is if people along the supply chain, in a sense, volunteer that.  

Andreas:
The space you have for improvement there, particularly, I gave a talk at the [7:37.8 unclear] Conference in Germany a few weeks ago, where [7:40.5 unclear name], who runs [7:42.0 unclear company name], spoke after me.  He showed some really interesting slides.  Those people, who actually have the money, tend to be the ones who are not home.  It's increasingly difficult that those people, who actually order a lot of stuff online, are precisely busy people.  They're happy to deliver, but damn difficult to reach them.  

We all love having these slips in our mailbox saying, "Sorry, missed you.  We'll try again tomorrow."  You damn well know they're going to miss again.  By allowing the transparency of having a predictive model, saying interaction:  "Tell us, when can you be home," putting that into scheduling or at least – what I do when somebody rings my doorbell in California, my mobile phone, which [8:27.6 unclear name] has right now, rings.  You ring the doorbell, the phone rings.  I push a button and say, "Who is it?"  Whatever – DHL, and I say, "Okay, and I can let them in."  It's all about communication.
Male:
Another thought we had was when we deliver the package to the customer, we can use a GPS from his mobile phone to actually get to where he is, instead of to his home.

Andreas:
That's absolutely right.  That is a great idea.  Our mobile phone is the most personal thing, I think, we have.  I think most of us share more with our mobile than we share with our partners.  Somebody is laughing here.  Yes, absolutely true.  You are taking that run, think about the DHL guy running behind you and trying to give you a – okay, that was in Nike.  Which group is next?  Here is the group of five ladies.  Who wants to talk?

9:33.5

Female:
I'm [9:34.7 unclear name] from SASA.  We are a business intelligence and business analytic software company.  When you talk about products, I volunteered.  Obviously, traditionally, being a software company, the typical consumer information is through traditional channels; we have a tech support website where they login.  Because they are users, obviously, they will inform us what some of the capability or features they would love to have.  This is what we feed back to R&D to work in new releases.  

I think, over the last couple of years, we have started not so traditional, like blogs, although to what extent the commands put through by non-users, because blogs are open to the public space, means anybody who puts through a command – I've seen it in your competitor's space, could you have done that?  Or, they give us any form of commands, so this is where we have moved into.  

We do use a lot of online survey and information captured, a lot of white papers, a lot of interesting articles posted on our website.  When people interact on it – when Andreas mentioned about the search part, the intention, we deal a lot with that because by knowing who logged into which page, downloading what kind of white papers, it gives us a lot of information regarding the general interests, in which country, which region, and to what extent we should be focusing more energy and effort to what kind of product suite.
Andreas:
Who wants to be next?  LTA, what's that?
Female:
[11:15.7 unclear name] from Land Transport Authority of Singapore.
Andreas:
Oh, that is what my reporter wants me to ask a question about.

Female:
As Land Transport Authority of Singapore, we are promoting public transport in a very big way.  Last time we all can remember when you were taking a bus, you have no clue how to go about, where to go about information.  It's not easily accessible.  Today, we put the information on the Web, at the bus stop, and even on the move.  More and more [11:50.7 unclear] will be provided.  Even the car park availability is one recent initiative that we have put out to advise the people where you can find the car park and things like that.  Things have changed.
Andreas:
Actually, a study out of UCLA said that 30% of the traffic in the inner city area is people looking for parking spots.  Now, here is – I want to show you those tradeoffs, you who are consumers, will make.  Here is a beautiful experiment done at Berkeley.  Berkeley, in the belief in instrumenting the world, we heard about that at the conference.  We won't do it now, but – has "smart dust'.  All over San Francisco, they have ways of knowing whether there is a car parked at the side of the street or not.  

Now, that means, you know that there is a parking spot.  You can actually, potentially like in places like Shanghai, reserve that spot on the internet or from your mobile, and you know you have it for the next one hour and seventy-three minutes.  But, the trouble is that the police or parking enforcement authority knows if you're reserved for one hour and forty-three minutes, when it is one hour and forty-four minutes, you car hasn't moved yet.  Just like in Dubai, [13:16.6 unclear].  It's very interesting that these are the two sides of the coin.

In Palo Alto, there is no free parking in the next eight hours, until 5:00 p.m.  You can't quickly wipe that thing off your car or move it one block away.  It's very interesting that these things change behavior and ultimately change behavior by giving people fines.  I knew you were going to laugh here.

Male:
Let me come back, Andreas.  You gave – I sometimes use the public transport so I'm aware that LTA has done a beautiful job of getting more information about when the bus is going to come, or is the parking space available or not.  But, as important as that is, and that leverages a lot of new technology, that's the paradigm we know of the information going from the producer, if you will, out to the consumer.  

One of the things we're trying to drive through here is okay, how do we get data from the users coming back to the provider?  What would be an idea that would come up, from what we've seen this morning, about either the bus drivers and the actual implementers giving real time feedback that lets you give better feedback to the customers, or, the millions of people out there using LTA are filtering data back to you, that somehow lets you help the community?  
Male:
It would be great if the bus routing were a bit more dynamic.  If people at a particular bus route, press a particular button, the bus would diver to come there, rather than continuing a route that might be empty anyway.  Seriously, it would actually save money and it would service better.

Andreas:
Two points on that one, one is that in some city in Asia, I've forgotten which city it is, the busses interact with the traffic lights.  They are able to slow the traffic light turning orange and red, by up to twenty or thirty seconds, just by the virtue of the bus being – and that increases the [15:33.22 unclear] by I think twenty percent or something like this – a minor [15:35.8 unclear], but a major effect.  That's the role of communication.
Male:
It's also, in a funny way, the busses like the consumer there and its presence of being a bus, it's giving feedback to the system, if you will.

Andreas:
The other example is what I first saw in Bangkok.  I think now it's probably commonplace.  The elevators in the building ask you which floor you want to go to, which allows for a very efficient scheduling.  Do you have that in Singapore?  Here's how it works.


One of the companies I work with is called Agoda.  It's a travel company in Thailand, actually Singapore based but the office out of Thailand.  They are on something like the forty-third floor or something.  You enter "43" or you swipe your RFID card.  It says, "Go to elevator M, twenty meters this way".  They really schedule because it makes no sense in a skyscraper to have anybody going to the next elevator and every elevator stopping at every floor.  That's an example of how I will actually show my preference by explicitly saying, "This is where I usually go to," and then it's probably a factor of five, which they manage to increase their through-put.

Male:
This information from LTA, I'm just wondering whether all of it is available on the mobile phone, or just on the Web?  You really want to get the information to the people on the move, and not people sitting in the office.  Whether the information is available easily and cheaply on the mobile phones, and whether …

Andreas:
I'm sure it is.

Male:
I'm not sure, because in terms of car park space available, whether we are able to be directed easily to that particular car park, or we have to get to places where we can see where the car park is available, nobody directs us to the right car park with the empty space.

Female:
This is a program that turned to land transport issues.
Andreas:
That will be the end of the discussion today.  Lifting it up, and I do understand that cars are an emotional thing.  You [17:56.4 unclear/laughter] licenses, the point I want to make is you are still passively observing.  The point Steven made, and the point you made is to be able to actively express your intent.  There one problem is if they are free options.

That's why Shanghai got it right.  You want that space, you pay for it, whether you take it or not.  The [18:19.5 unclear] for the city of Shanghai are the same whether you are going to park there or not.  This table is next.  What do you have?
Male:
I'm Salman from Thomson Reuters.  We're talking about a traditional approach to the P.  The four P's is a very age-old marketing approach.  Product used to be considered one of the key value propositions.  If you came off a killer app, you sell it and everybody would come to you.  The old approach was you would employ like [18:46.5 Gatner?, Forrester?] somebody to do market research.  You would talk to a few CEO's who tell your CEO that he wanted this feature and this product and then that [18:54.3 unclear] product team.  

What we've done is we've turned that model and created a more utopian way of dealing with people telling us what product features they want.  I don't know how often you’ve experienced this, but your colleagues who use Outlook or MSN say to you, "If I run Microsoft, I would do this or that."  We gave a platform for everyone to do that, to say, "If I ran Thomson Reuters, I would add this feature in."  All our employees have the ability to contribute to any product feature they want; in the products my team is selling.  We can then prioritize.  After that, they vote as a community, which products are more important and touch on their need or their customers' needs.  The product team prioritizes which ones to develop.  We tell everyone beforehand, what the product cycle is like.  The next release is in two months.  Get in your requests or changes you want to see, cast your votes, and then let it be the community decision as to what goes into the product enhancements.

19:53.9


In that way, we shorten the product cycle, we leverage the people who have an opinion to tell us what they want to see in the products, and what their customers want to see.  It's no longer a top-down approach, but rather a bottom-up approach.

Male:
It's not your actual direct customers commenting, but it's a much broader set of people within Thomson Reuters, who become the social community in a way.

Male:
They hear a lot from the customers.  Some customers do not have the time to tell you that they don't like this, but through their interactions, their customers tell them, "You know, the phone really pisses me off," of "the emoticons look really juvenile," or something like that.

Male:
But, you've expanded it beyond the product team leveraging almost the whole company.

Male:
that's right, anyone who has anything to say.

Andreas:
That's very interesting.  Also, Reuters has a very interesting product, which is an IM product.  There is a beautiful report; I talked to the guy who runs that group, which came out about two years ago, about what are the cultural differences between people using IM and I told him I really don't use IM.  He said, "No wonder, German - one strike against you; about 40 - second strike against you.  I wouldn't expect you to use it."  Understanding the usage, who talks to whom, is similar to what Skydeck is doing.  You can learn about the institution, but you can also learn about what features get used and don't get used.  

I think we would have, if we really need, - is there any group that still wants to contribute to this?  We can hand the microphone over to them.  Otherwise, I will quickly summarize.  

Male:
We were discussing [21:32.8 unclear phrase] customization, that it is [21:41.4 unclear] for what is suggested.  It's great, but to what kind of extent can we go?  Can we go on to the individual customer – I presume, for the traffic signaling, the first five people press the button and the bus would be rerouted to that bus stop.  Maybe the first person who presses, how do we - what if there's only one person?  How are we able to customize for that one person? 

 Maybe one way is the first person who presses would say, "I'm willing to pay a hundred dollars for the bus to arrive right now," the next person would pay fifty dollars.  It's just exploring how do we bring that into what we discussed, like [22:22.1 unclear] and how we are able to do that.  So, that's kind of the extent of customization that is probable.
Male:
… we're talking about customization, dynamic and all this stuff, but there are certain aspects of the world, and certain things where things really have to run on predictable schedule, even independent of people wanting to push buttons and reroute things, the same thing has to happen the same time along the same route.  This is to say some of these so-called "old-fashioned" things don't go away.  The issue is we need to think about the bounds to these things.

Female:
These days, for example, people want to travel in different ways, not to follow the standard bus route.  They can always take a cab and they can always share a cab.

Andreas:
I've seen that model as well.  I've forgotten where, I travel so much.  You announce where you want to go and then they say, "It's just you and that girl.  We would rather send a taxi to you than sending the bus."  

Okay guys, we are way behind schedule here.  I know it's an interesting discussion.  I also know it's good for you to find out where you are.  My goal is I want to summarize the point of how the consumer data revolution is actually changing product.  


What we have seen is by putting channels of communication in both ways, into place, we can first of all have better, much richer, real-time product that are potentially location aware, situation aware, that was impossible beforehand.  The real-time aspect was made beautifully clear by the LTA example.  


We have also seen that customers, or people within the organization, as in the case of Reuters, can actually annotate, if you will, the products and help the product development go faster.  


The secret behind Amazon is that Amazon comes up with a lot of potential actions.  The decision between action A and action B is not made by arm-wrestling with Jeff [24:46], but it's made by simply trying both out.  You start with the action, not data mining – given data, what insights can I get, but "I could do this or that".  Then you have the metrics in place and you measure it.  The time scale of product development has shrunk literally by three or four orders of magnitude, from months down to minutes.


What we didn't talk about today, these are the things I put down in the preparation for this here, and I will give you all the notes.  Don't frantically try to copy everything down.  I will send them with Steve.  I will also put up the transparencies as well as the mp3 of the presentation and your conversation today on weigend.com.  

Here are a couple of things that we didn't really talk about.  Steve was briefly moving towards customizing.  Customizing is the customer explicitly having the ability by interaction with the website, to say what he or she is interested in.  Personalization is a super interesting topic, which I do half the workshop on normally.  Ultimately, personalization is really something that can be scary if you do it perfectly well.  What is the right level and where are the tradeoffs?

Collaboration – we unfortunately haven't had the time to really talk about.  One thing is to have people produce stuff for you.  The other thing, which for me, is the community aspect, the Web 3.0 aspect, the interaction aspect, the collaboration and community aspect, is how do you actually get people to learn from each other quickly?  We didn't talk about this here, but it is an important element for product design.  

I will end today with an example from a company called getsatisfaction.com, how consumers produce product ideas for them. It's not surprising, in [26:37.8 unclear name] province, there is a beautiful example I just heard about a couple of weeks ago.  They make cars, Toyota Camry's I think, and people were unhappy with the key chains.  They had the BBS, the bulletin board, which is very popular in China, and people started discussing and designing it.  

One guy, from [26:56.4 unclear name] said, "My neighbor has a factory.  Let me just get this done."  Consumers got together, produced some kind of keychain for that key, and now you can buy it on the Web.  That's a very interesting example of truly collaborative product design that Toyota probably never knew about, that would be a consumer problem.

I'm glad nobody talked about this here; people always come with Second Life.  I personally think, and I'm partly sharing with my experiences, that Second Life is not an important element for product design.  Just having avatars walking around and saying, "Hello, my name is Andreas," doesn't really do much for me.  There are examples like Stagecoach, Slyland, which Wells Fargo is using.  Starbucks is using mystarbucks.com.  I don't know.

Finally, in this consumption shift to participation of production, that is bad news for traditional media, which tries to stick to the dissemination, broadcasting approach.  It turns out in the United States, that only one out of four people in the ages between 12 and 34, can name the four stations, ABC, NBC, CBS, whatever they are.  The point is we live in a world of lots of interaction.  Are there any quick comments from anybody to the first point of product and the consumer data revolution?  
Male:
This [28:41 0 unclear] of the principle, that there is wisdom of crowds, if you take it to the nth degree and turn it loose to find your solution from the crowd, I think that's dangerous.  I think that diminishes the order of specialization.  There are certain things – I wouldn't want a group of random people to diagnose whether I've got kidney stones or not.  There are certain things that are specialized.  I can see the value of this in identifying a requirement, demand, or a question, but to then rely on the solution that comes from this is dangerous.
Andreas:
I agree with you, however, it is interesting that in many cases, those people who actually are expert think it's fun to contribute, as the example I showed you before, where I got a question about the statistically improper phrases.  I said, "This is something I can do a good job on."  If somebody asks me how do I pay my IE in Shanghai, I probably wouldn't feel particularly comfortable commenting on that.  

There are things, in health, whereby the way the number of the percentage of people who actually seek advice online in the health business is staggering.  I think it's above eighty percent of people who try to figure out what to do.  Ultimately, they come to the doctor and say, "I think I have this."  That's a very interesting conversation.

30:00.5


Not quite about product anymore.  Let's move to the second item.  The second item is about Pricing.  What do I have in mind here, about the consumer data revolution and pricing?  The Web, ladies and gentlemen, clearly has created an unprecedented transparency.  

Think about hotels.  We have one person here, you Michael, right, who is from a resort.  I don't know.  Packages are particularly non-binding, particularly non-transparent to end users.  Even airline pricing tended to be "I give you ten percent discount [30:42.0] percent of people say in China."  

What is the effect of consumer-generated content on people not just commenting on how that one room is in the resort, but on the entire pricing?  What can companies do with experimentation?  That is the first element.  You change prices and see how it changes the demand you get.  

Also, how do you get people to potentially express stuff?  Can they do some experiments where they understand, in a product, what is the value people associate with certain product features?  I don't want to influence you too much.  I just wanted to pose a question for the next five minutes.  Somebody needs to help me.  Maybe you can help me really keep it to the five minutes we have for the conversation with people.  Will you do that?
Male:
Sure

Andreas:
Okay, the question is how has the consumer data revolution influenced pricing?  Again, pick a company at your table, maybe a different one, maybe the same one as before.  Come up with a couple of ideas about what that company could do with the data that is implicitly collected as well as explicitly contributed by the consumers.  Okay, five minutes.
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