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A flood of new data from customers 

ÅMedia Usage 

ÅRelationships and Networks 

ÅSocial Media                                                                   
ϧ hǘƘŜǊ άDŜƴŜǊƛŎέ ¦ǎŜǊ DŜƴŜǊŀǘŜŘ /ƻƴǘŜƴǘ 

ÅAdvertising, PR and Direct Marketing Exposures 

ÅSearch Engine Usage 

ÅWeb Store Browsing/Physical Retail Shopping 

ÅTransactions 

ÅProduct Reviews & Other Product-Specific UGC 
 



New infrastructure for insights from data 

Data Capture  

Translation  



WCAI Research Projects 



Wharton Customer Analytics Initiative 

Bringing together practitioners and 

academics to develop new analytics tools 

http://www.hulu.com/
http://images.google.com/imgres?imgurl=http://baseball.blog.imaginesports.com/images/uploads/espn_logo_887.jpg&imgrefurl=http://baseball.blog.imaginesports.com/post/battle-of-the-budgets-on-espncom-neyer-vs-olney/&usg=__Xxh_BcnE0XL8fOuMRvQ-hFH65Dg=&h=248&w=887&sz=34&hl=en&start=1&tbnid=6Mc9bI3AS3kSEM:&tbnh=41&tbnw=146&prev=/images?q=espn+logo&gbv=2&hl=en
http://www.omd.com/index.html


Research Programs 

ÅTraditional Grant Programs 
ï Social Networks 

ï User Generated Content (UGC) 

ï Multi-Channel/Multi-Platform  

ï Mobile  

Å/ƻƭƭŀōƻǊŀǘƛǾŜ άwŜǎŜŀǊŎƘ hǇǇƻǊǘǳƴƛǘƛŜǎέ 
ï Search and Display Advertising (Organic) 

ï Product Search Results (Expedia) 

ï Relationship Marketing (StubHub) 

ïά!ǳǘƻƳŀǘƛŎέ Test and Learn (Charming Shoppes) 

ï Service Usage and Subscription Renewal (SiriusXM)  

ï Converting Disaster Donors (American Red Cross/Russ Reid) 

ï UGC and Product Design (General Motors) 



Social Networks 



Modeling Connectivity in Online Networks 

ÅSocial network data helps to improve 
predictions of behavior above those 
based on past behavior alone 

ÅMore connected social networkers are 
also more active purchasers 

ÅOnline connectedness is a more 
important correlate of online behavior 
than offline 

Ansari, Koenigsberg & Stahl 

Knowing a customers social graph helps predict their purchases 



Econometric Modeling of Social Interactions 
Hartmann 

Consumers bring additional value through their community 

Promote to 
Michael 

Michael 
goes golfing 

more 

aƛŎƘŀŜƭΩǎ 
friends golf 

more 

Direct Value 

65% 

Indirect Value 

35% 

Fraction of customerôs 

value that derives from 

others in the group 



Opinion Leadership and Social Contagion in New Product Diffusion 

Target social influencers 
Physician most often nominated by his 
peers as influential is targeted and is 

persuaded to increase his/her 
prescription by 10 units  

 

Iyengar, Van den Bulte, Valente 

LƴŦƭǳŜƴŎŜǊǎ ǿƻǊƪΣ ōǳǘ ǎƭƻǿƭȅ ŀƴŘ άƭƻŎŀƭƭȅέ 

Across the board promotion 
Each physician is given an  
additional detailer visit  

 

v. 



User Generated Content 



WHARTON RESEARCH ON UGC ,  2009 Does Chatter Really Matter?  
Dynamics of User-Generated Content and Stock Performance 

Tirunillai and Tellis 

What your customers are saying matters (if you own stock) 

 

Short-
term 
effect on 
stock 
returns 

Long-term 
effect on 
stock 
returns 

Chatter 3.8 4.8 

Negative 
Chatter 

-2.9 -3.9 



Crowdsourcing New Product Ideas 
Bayus 

¢ƘŜ ǾŀƭǳŜ ƻŦ ǘƘŜ ŎǊƻǿŘ ƛǎ ƛƴ ǘƘŜ άŎǊƻǿŘέ 

Daily: Feb 2007 ς Feb 2009 
7,100+ ideas 
4,300+ ideators 
170 ideas implemented 

Prior Experience Relationship to Future 
Performance 

# prior good ideas 
# prior reviewed ideas 
# prior ideas 
# prior comments 

 not significant 
 not significant 
not significant 
not significant 

ά¢ƘŜ Ǝƻŀƭ ƛǎ ŦƻǊ ȅƻǳΣ ǘƘŜ ŎǳǎǘƻƳŜǊΣ ǘƻ 
tell Dell what new products or services 
ȅƻǳΩŘ ƭƛƪŜ ǘƻ ǎŜŜ 5Ŝƭƭ ŘŜǾŜƭƻǇΦέ 



Use analytics to explore the 
relationship between brands 

 

 

Text mine consumer posts 

 

 

compact sport old 

Audi A6 67 345 56 

Honda 

Civic 
1384 539 245 

Toyota 

Corolla 
451 128 211 

Mine Your Own Business 
Market Structure Surveillance through Text Mining 

Feldman, Goldenberg, Netzer 

/ǳǎǘƻƳŜǊǎ ŀǊŜ ǘŜƭƭƛƴƎ ǳǎ ǘƘƛƴƎǎ ŦƻǊ άŦǊŜŜέ   

Perceptual Map of US Car Makes 



Multi-Channel/ 
Multi-Platform 




