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Social Computing

Implications on marketing models
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In our previous overview we defined

HOW SOCIAL COMPUTING CHANGES
THE WAY WE THINK ABOUT MARKETING social computing and how a brand

can be a part of the consumer

conversation rather than trying to control or overshadow it. In this overview we want to begin
a discussion on how social computing changes the way we think about marketing.

It is easier than ever before

RISING IMPORTANCE OF PRODUCT

for people to share their

ideas and experiences with

1.  Sharing: Consumers are .
9 each other. This enables
able to access real facts about

product experiences rather sharing of actual product
than rely on the shortcut of experiences as well as

brand imagery. transparency through brand

2. Transparency: Consumers imagery that does not match

can peer behind the curtain of

INFLUEMNCE ON
CONSUMER BEHAVIOR

the product. Marketers

marketing and see the truth

have to recognize that the

behind celebrity endorsements TIME Gbi“fy to overcome product

and brand trickery.
performance that does not
meet consumer drivers is
rapidly diminished with the rise of social computing and the distrust in mainstream advertising

channels.

In the past marketing followed a funnel model, where customers worked through stages from
Awareness through Loyalty. While this model may still be useful as a framework there are
substantial wrinkles caused by the increasing role of social computing in the spread of
information as well as the increasing influence of peers in purchase decisions. Finally, the
consumer input to product is not

PROBLEMS WITH THE TRADITIONAL FUNNEL sufficiently factored in. Building

a loyal brand community that
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strongest way to guarantee long-

term brand success.
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2. No feedback: Traditional mar-
keting approaches don't address
the increasing importance of
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