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Goal: Collect rich data from your widget network to influence future business.

The majority of the Web's daily interactions do not occur on your website. Your 
visitors are organizing their lives on personalized homepage, expressing their 
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17 interests on social networks, or reading their favorite news sites. Content 
publishers can embrace this new world of distributed consumption and establish 
new relationships with their users through the power of widgets. 

Widgets rendered across the Web serve as a sensor network of customer 
intentions. Publishers need only listen to this prescient activity and actively 
respond to the trends and voices it reveals. Your audience voluntarily 
contributes new, rich data into services and maintains such data over time. 
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This talk takes a look at business strategies and data economics driven by 
widget networks. It presents companies already harnessing the power of widget 
data to drive new decisions in their business today.
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Two examples

Virtual tourist

Flickr badge
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17 The Consumer Data Revolution

Economics of communication

Decision making: Benefits and costs

Attitudes of users

Data Strategy
Why data? To make decisions
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Reduce information asymmetry

Empower users to create value

Trends and examples
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Where do you make the widget?

flickr.com/badge.gne
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Where does the content get pulled from?

flickr.com/photos/aweigend
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Where do you put the widget?

weigend.com/misc
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Who might help you distribute the widget?

Who clicks on the widget?

Where does a click on the widget take them?

Who are you, i.e., who creates the widget?
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User focus (“E Me”)

User is at the center of Web 2.0
(not the company)

VRM (Vendor Relationship Management) 
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VRM (Vendor Relationship Management) 
(not CRM, Customer Relationship Management)

System engineered for feedback (“Instrument the world”)

System engineered to improve over time by leveraging user data 
(not deteriorating over time)

Network effects (“Viral marketing”)

Demand-side economies of scale 
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Data strategy (“Users create value”)

Google Maps: Make it easy for outsider to use and enrich the data 
(not increase security)

Why? Spreading memes and genes

Belonging, immortality, self-interest (e.g., file sharing sites)
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1. Sniffing the digital exhaust

Mainly implicit data, some explicit data

What is new?  More data sources, e.g., location data

The Consumer Data Revolution
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2. Individuals talk about themselves

Mainly explicit contributions

3. Individuals reveal relationships with others

Directed, asymmetrical, multidimensional (not binary!)
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The Consumer Data Revolution: Shifting expectations

Attitude of individuals to their information

Economics of data
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Shift in expectations of consumers towards their data

Consumers have now also become producers

Individuals now, after explicitly contributing data about themselves plus their 
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17 relationships with others, expect to get some clear value from firms they share 
these data with 

Note dramatic difference from taking surveys, filling out “household income”…

They want to see a clear visible benefit for themselves. 
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Photo (Esthr, 
Esther Dyson)

Tags (Esthr
and aweigend)
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and aweigend)

Comments 
(Mingyeow Ng)
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1970’s
“Experts” learn a language the 
computer understands

Digitizing back office

2000’s
1bn people poking at stuff

100M people producing stuff
Peer-production and collaboration
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17 10M people

1980’s
Front office interacts with back office

100M people

1990’s

p

Customers interact with customers

Now
Discovery in addition to search

Serendipity: Discover what not searched 

People in addition to pages
Social commerce
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Customers interact with firm

Search: 1bn people poking at stuff

Social commerce

Mobile in addition to PC, and paper)
Continuous partial attention

Model current situation plus history
Sensing
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•IMMI

Listening into your 
room
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for 10 seconds.
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Adobe Flash installed on approx 1 billion connected computers and mobile devices
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10M business cards (2008.11)
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Conversation / Communication

Between whom?

Company
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•People

Friends
Specific people you know

Viral marketing

•Data

Clicks
Purchases
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17 Viral marketing

Peers
Fans (G-star)

Experts
Fashion bloggers

Forward, tell a friend
Relationship

Annotate
Attention

Search
Intention
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Intention

Location
Situation

Product data
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Value of data proportionally to their impact on decisions

Traditional data business

Acxiom

Wh  d  I d  d ti t  t ?

en
d.

co
m

| 
+1

 6
50

 9
06

-5
90

6 
| 

+4
9 

17 Who do I send my advertisements to?

(economics of communication)

Maps

What route do I take?

(Nokia / Navteq)

OAG

What flight suits me best?

(  d  d)
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MLS (Multiple listing service)

What house do I buy?

(user generated: Zillow, Redfin, Trulio)

Contacts

Who do I sell to? Hire? 

(LinkedIn, Jigsaw)
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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 
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Leverage technology and people to have your toughest  questions answered 

From the money economy via the intention economy to the attention economy

Why an economy? Because it can be measured! 

Marketing

From traditional market research to observing the behavior of individuals

Why sample if you can have all? Plus, individual actionability

Production
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Production

From controlled production for the masses to uncontrolled production by the masses

Consumption

From traditional marketing push to individual discovery

Serendipity
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Who talks to whom? 

Consumers to consumers

Who trusts whom?
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17 Shift from institutions to individuals

Who is in control? 

From e-business to customer-centric me-business

Who manages whom? 

From CRM to VRM (vendor relationship management)

What are the new metrics? 
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What are the new metrics? 

Engagement and social metrics, self metrics to drive behavior

Who pays whom? 

Designing incentives for customer participation and interaction

Thank you!
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