





// Classic Marketing Application:Limited access,
limited offers, limited availability, limited editions,
time-sensitive deals.

// Social Commerce Application: Social com-
merce tools that use scarcity to stimulate
heuristic-thinking purchase decisions include:

e SMO:News feeds and deal feeds that offer
scare information - inside scoops and exclusives
to share and spread and list exclusive time-sensi-
tive shopping deals, from those in the know

e Social Shopping: Group-buy tools that allow
shoppers to be part of a great one-off deal, and
social media stores offering great exclusive
deals/products for social network members only

e Recommendations & Referrals: Personal
recommendations and invites from insiders
such as invitation-only shopping event portals
such as Vente-Privée

THE RULE: ‘FOLLOW THOSE YOU LIKE’

//How it Works: We have a natural inclination
to emulate and agree with people we have affin-
ity with — people we like, admire or find attractive.
This is partly to build social bonds and trust
(saying yes is a form of social grooming - the
human equivalent to animals picking flea from
each other], and partly as an impression manage-
ment strategy, managing our image and identity
by association.

//The Classic Experiment: Nixon/Kennedy
Debate (1960). Radio listeners and television
viewers were asked to rate the performance of
two presidential candidates in a live broadcast
debate. Radio listeners rated Nixon's perform-
ance higher, but television viewers did the op-
posite — overwhelmingly handing the debate to
Kennedy. The difference? Kennedy came across
visually more likeable, more attractive and
fresh-faced. Nixon, on the other hand, was look-
ing haggard (just coming from a hospital visit],
unshaven and sweaty. [Also of note; research
showing physical attractiveness (closely linked
to liking) influences things as wide ranging as
our salary and our likelihood to be found guilty
in court (less attractive people twice as likely to
be found guilty)).
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// Classic Marketing Application: Network
marketing (Tupperware parties), likeable user-
imagery in ads aspiration or similarity, selling
with sex.

// Social Commerce Application: Social com-
merce tools that use affinity to stimulate
heuristic-thinking purchase decisions include:

e Social Shopping:Portable social graphs and
social media stores for real-time recommenda-
tions and opinions from people we know, like
and trust (AKA ‘friend-sourcing’); co-browsing
for shopping with people we like

e Recommendations & Referrals: Referral
programs such as those on private shopping
event portals that spread membership through
affinity networks; Social Bookmarking tools

to share shopping experiences/finds and Social
Recommendations to get recommendations
from people we admire, we like and we're like

e Forums & Communities: Discussion forums
and communities that create influential bonds
between like-minded people

e SMO:News feeds to follow, share and spread
social media news about brands we like and
admire; Media Sharing to share and discuss
content from people we like and admire
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The Social Psychology of Social Commerce
Click here to download a high resolution image

THE RULE: ‘BE CONSISTENT’

How it Works: When faced with uncertainty,
we’ll opt for the one that is consistent with our
beliefs and past behaviour. When our beliefs
and behaviours don't match up, we feel
psychological discomfort, “cognitive dissonance”,
which is a big motivator for trying to be con-
sistent; particularly with any active, public and
voluntary commitments we've made.

The Classic Experiment: The Big Billboard
(1966]). Experimenters, posing as members of
the "Community Committee for Traffic Safety”,
knocked on the doors of residents in an afflu-
ent residential area in Palo Alto, California,
asking if they could put up a huge "Drive Care-
fully” billboard on their front lawn, completely
obscuring their view.
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Not surprisingly, the vast majority (83%] refused
outright, except for one group of residents,
76% of whom agreed. What this group had in
common was that two weeks prior, they had
been contacted and asked if they'd put a small
“Be a Safe Driver” car sticker on their cars -
virtually all had agreed.

Once the residents had made a public commit-
ment to a small request, they felt the need
to be consistent with the large request, and
accepted the big billboard.

Classic Marketing Application:Lifestyle ads
(demonstrating why a product is consistent
with audience lifestyle], free trials (become
a user for free and stay consistent by buying
later), sign up for free membership schemes,
foot-in-the-door sales (ask for a small com-
mitment (e.g. petition signing) then asking for
a large commitment consistent with this (e.g.
donation, purchase).
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Social Commerce Application: Social com-
merce tools that use consistency to stimulate
heuristic-thinking purchase decisions include:

¢ Social Shopping: The Ask-Your-Network social
shopping tool involves making a small public
commitment to an item (asking friends about
it — consistent with later purchase; co-browsing
tools use peer power to stimulate purchases
by creating a social event around a store visit,
that is consistent with purchasing

* Recommendations & Referrals: Social
Bookmarking (Pick Lists, Wish Lists] is the
social commerce equivalent to a petition,
small free public commitments to products
consistent with subsequent purchases, whilst
Share-With-Your-Network tools harness the
consistency heuristic to drive loyalty and repur-
chase by creating publicly association between
the shopper and purchased products and the
e-commerce site

Popularity  Authority

Social Ads

Ratings & Reviews

Recommendations &

Referrals

Social Shopping *

Forums & Communities

SMO
[Social Media Optimization)

Kk KK

¢ Ratings & Reviews: Uses the small commitment
of rating or reviewing to make future purchases
more consistent with past behaviour

e Forums & Communities: Participation in a
forum or community involves making a small
public commitment to the community or forum
host consistent with ongoing custom, as is
solving each other’s problems on behalf of the
brand.

Likewise, User Galleries create a public asso-
ciation and commitment to a brand, consistent
with brand loyalty

e Ads & Applications: Using a branded applica-
tion is consistent with purchase, making that
purchase more likely - as is (to a lesser degree]
clicking on or engaging with a social media ad

Affinity Consistency Reciprocity Scarcity

-
-
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4
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From Tools to Strategy - Using Social Intelligence with Social Media
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THE RULE: ‘REPAY FAVOURS’

// How it Works: We have a natural inclination
to repay favours, whether those favours were
invited or not. We feel good when we reciprocate
favours, partly because of our innate sense of
fairness and social contract, and partly because
reciprocity is socially rewarded because it is the
social glue that makes cooperation, relationships,
community and society possible.

Now you know why you feel bad when you receive
a season’s greeting card from someone to whom
you haven’t sent a card.

// The Classic Experiment: The Coke & The
Raffle Ticket (1971). Experimenters posing as
art students joined group museum art tours
and found they could sell significantly more
student raffle tickets at the end of the tour to
other members of the tour, if during the tour
they did (unsolicited) favours to tour members
- such as buying them a Coke. Tour members
felt the need to reciprocate the favour, even
though they had not asked for the Coke in the
first place.

//Classic Marketing Application: Sampling

(as uninvited gift that invites reciprocation -
purchase), local CSR (corporate social responsi-
bility) initiatives, causal marketing and spon-
sorship. Door-in-the-face sales technique
(making a big request upfront designed to be
rejected, then making a concession, so shopper
reciprocates and purchases).

// Social Commerce Application: Social com-
merce tools that use reciprocity to stimulate
heuristic-thinking purchase decisions include:

* SMO: News and/or deal feeds that allow people
to do others a favour by passing on useful infor-
mation and offers

¢ Social Shopping: Group-buy tools that allow
friends to do friends a favour and share deals -
a favour reciprocated that is reciprocated with
participation

e Recommendations & Referrals: Referral
programs that allow friends to offer exclusive
access or special deals to their friends - recipro-
cated by take-up

e Forums & Communities: Feedback and advi-
sory communities that offer customers a quid pro
quo, we listen, you buy; discussion forums that
allow shoppers to offer each other buying/sup-
port advice - reciprocated by following that advice

In summary, the marketing opportunity for using social commerce for
brand-building is to create or reinforce differentiated choice-shaping
associations in the mind of the user, based on one or more six social
intelligence heuristics; popularity, authority, affinity, scarcity, consis-

tency and reciprocity.
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CONCLUSION: FUTURE TRENDS

Speculation about future trends in social commerce, the monetization of
social media with e-commerce, is difficult when social commerce is, for the
most part, a future trend itself. This has not stopped the Harvard Business
Review from citing social commerce as one of the best business ideas of
the last decade, but social commerce is an emergent enterprise - insights,
experience and proof-points are still building. And as new social media tools
and platforms emerge ever more rapidly, their capacity to be monetized

with e-commerce will need to be tested.

Nevertheless, there are three nascent trends in social commerce that may
come to represent increasingly important areas in the evolution of the enterprise:

sCRM (social CRM) - the integration of social
media into customer relationship management.
The opportunity is to extend social commerce
from a customer acquisition tool focused on
sales to a customer retention tool focused on
optimizing customer lifetime value. CRM soft-
ware providers such as Lithium, Oracle, Jive
are pushing sCRM, and OgilvyOne has pinned its
flag to sCRM

Mobile Social Commerce - the integration of

social media with e-commerce on mobile platforms.

We are already seeing what this could look

like with the emergence of Augmented Reality
smart phone applications that display geo-tagged
reviews, deals and sales over street scenes
(e.g. Yelp Monocle]. Mobile QR (Quick Response]
and barcode readers (e.g. Neoreader] are not
only bringing the fusion of traditional retail and
e-commerce closer, but allowing people to map
and share the traditional retail world

SYZYGY.NET

Curated Social Marketplaces - brokering
rather than selling with social commerce,
bringing buyers and sellers together on social
media platforms, and taking a cut. Threadless,
the popular t-shirt e-commerce site has its
entire business model built on running a curated
social marketplace, bringing t-shirt designers
and consumers together on a trusted platform
that supports voting, rating and discussions.

It adds value by offering a quality filter, and ex-
tracts value with e-commerce revenue.

On a far larger scale, Apple and Getty Images
have generated new revenue streams with
business model innovation by running curated
marketplaces with iTunes (apps and medial
and iStockphoto. Combine finite attention and
an ever-expanding Web, you have a problem -
curated marketplaces using social media to
sort the art from the junk are set to be a big
part of the solution

The Future of Social
Commerce is Mobile

Technologies such as QR
codes and geo-tagging will
bring social commerce to
street commerce
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12> SOCIAL COMMERCE RESOURCES

1-800-Flowers Facebook store - http://www.facebook.com/1800flowers
Adidas Freestripes - http://www.freestripes.com

Best Buy Facebook storefront - http://www.facebook.com/bestbuy
Best Buy Pitchln - http://www.bestbuy.com/PitchInCard

Bizrate - http://www.bizrate.com

Burberry Art of the Trend - http://www.artofthetrench.com

Charlotte Russe ShopTogether - http://www.charlotterusse.com/shoptogether
DailyDeal - http://www.dailydeal.de

DecisionStep - http://www.decisionstep.com

Dell Swarm - http://www.dellswarm.com

eDivvy - http://www.edivvy.com

Etsy - http://www.etsy.com

eWinWin - http://www.ewinwin.com

Fluid Social - http://www.fluid.com

Google FriendConnect - http://www.google.com/friendconnect
Groupon - http://www.groupon.com

Intel Fan Plan - http://www.facebook.com/IntelFanPlan

Juicy Couture Club Couture - http://www.juicycouture.com/clubcouture/
Kaboodle - http://www.kaboodle.com

Mattel ShopTogether - http://www.shop.mattel.com

MyCityDeal - http://www.mycitydeal.de

NexTag - http://www.nextag.com

Pikaba - http://www.pikaba.com

Plurchase - http://www.plurchase.com

Polyvore - http://www.polyvore.com

PriceGrabber - http://www.pricegrabber.com

Storeenvy - http://www.storenvy.com

Stylefeeder - http://www.stylefeeder.com

The Limited's newsfeed store - http://www.facebook.com/thelimited
ThisNext - http://www.thisnext.com

Wowcher - http://www.wowcher.com

Amazon - http://www.amazon.com

Apple iTunes - http://www.itunes.com
Bazaarvoice - http://www.bazaarvoice.com
Bizrate - http://www.bizrate.com

Blippr - http://www.blippr.com

Buzzillions - http://www.buzzillions.com
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Crowdstorm - http://www.crowdstorm.com

epinions - http://www.epinions.com

Metacritic - http://www.metacritc.com

NexTag - http://www.nextag.com

PayPerPost - http://www.payperpost.com
PowerReviews - http://www.powerreviews.com
PriceGrabber - http://www.pricegrabber.com
SponsoredReviews - http://www.sponsoredreviews.com
SubvertAndProfit - http://www.subvertandprofit.com

uSocial - http://www.usocial.net

Amazon Associates - https://affiliate-program.amazon.com

Amazon Recommendations for You - http://www.amazon.com

Amazon Universal Wishlist - http://www.amazon.com/wishlist/get-button
Apple’s iTunes Genius Recommendations - http://www.apple.com/itunes
Best Buy Universal Wishlist - http://www.giftag.com/

Gilt - http://www.gilt.com

JustBoughtlt - http://www.justboughtit.com

My Zappos - http://my.zappos.com

Netflix Cinematch - http://www.netflix.com

Sky Introduce a Friend - http://www.sky.com/portal/site/skycom/mysky/introduceafriend
Stylefeeder - http://www.stylefeeder.com

Vente-Privée - http://www.venteprivee.com

Amazon Askville - http://askville.amazon.com

Apple Discussion Forums - http://discussions.apple.com

Bazaarvoice Ask & Answer - http://www.bazaarvoice.com

Dell IdeaStorm - http://www.ideastorm.com

Juicy Couture Club Couture - http://www.juicycouture.com/clubcouture/
MyStarbucksldea - http://www.mystarbucksidea.com

Pluck - http://www.pluck.com

PowerReviews AnswerBox - http://www.powerreviews.com

Rippleé - http://www.rippleb.com

Threadless Discussion Forums - http://www.threadless.com/blogs

Yahoo Answers - http://answers.yahoo.com/
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Blendtec Will it Blend? - http://www.youtube.com/watch?v=qg1ckCkm8Y|

Dell Outlet Twitter Feed - http://twitter.com/DellOutlet

Levi's jeans Go Forth Treasure Hunts - http://goforth.levi.com/fortune
Random House Flickr Cover Design Contest - http://www.coversourcing.co.uk
Skittles - http://www.skittles.com

Starbucks Newsfeed - http://www.facebook.com/Starbucks

Victoria's Secret Newsfeed - http://www.facebook.com/victoriassecret

Alvenda - http://www.alvenda.com

Amazon - https://affiliate-program.amazon.com/gp/associates/astore/main.html
Chick-fil-A - http://www.facebook.com/ChickfilA

Nike+ - http://www.nikeplus.com

Shopit - http://www.shopit.com

Best & Worst Facebook Marketing 2009 - Inside Facebook, 2009

Beware the Social Media Charlatans - PCWorld, 2009

Beware Social Media Snake Oil - Business Week, Dec 13, 2009

Collaborative Shopping Networks: Sharing the Wisdom of Crowds in E-Commerce Environments -
P. Leitner and T. Grechenig, 2008

Deriving Value from Social Commerce Networks - A. Stephen & 0. Toubia, 2009

Engagement: The World's Most Valuable Brands. Who's Most Engaged - WetPaint/Altimeter, 2009
From E-commerce to We-commerce - J. Provisor, Guidance, 2009

Harnessing the Science of Persuasion - R. Cialdini, Harvard Business Review, 2001

How Companies are Benefiting from Web 2.0 - McKinsey, 2009

Next Generation Shopping: Case Study Research On Future E-Commerce Models -

P. Leitner & T. Grechenig, 2007

Participation Chains Connect Customers to Your Brand - Bazaarvoice, 2009

Real-World ROl for Social Commerce - Bazaarvoice, 2009

Six Social Media Trends for 2010 - Havard Business Review, 2009

Social Commerce on Facebook, Twitter and Retail Sites - eMarketer, 2009

Social Commerce - Wikipedia Entry

Social Commerce Report - eConsultancy, 2007

Social Commerce White Paper - IBM, 2009
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Social E-commerce Planning Guide - Optaros, 2009

Social Influence Marketing Report - Razorfish, 2009

Social Media Marketing Industry Report — Michael A. Stelzner, 2009

The Facebook Marketing Bible - Inside Facebook, 2009

The Future of Social Commerce - A. Friedlein eConsultancy, 2009

The Future Of The Social Web - J. Owyang, Forrester, 2009

The Influenced: Social Media, Search and the Interplay of Consideration and
Consumption - Group M, 2009

The Science of Persuasion - R. Cialdini, Scientific American, 2001

Turning Their Friends into Your Salesforce - Rippleé, 2009

UK Social Commerce - Gregoriadis, 2007

What's The Value Of “Social Media” For Retailers Online - eConsultancy, 2009

Olivier Blanchard - http://thebrandbuilder.wordpress.com
Andrew Keen - http://andrewkeen.typepad.com
Bazaarvoice - http://www.bazaarvoice.com/blog

Brian Solis - http://www.briansolis.com

Chris Brogan - http://chrisbrogan.com

Clay Shirky - http://www.Shirky.com/weblog

Erik Qualman - http://socialnomics.net

Gary Vaynerchuk - http://garyvaynerchuk.com

Jeremiah Owyang - http://www.web-strategist.com/blog
Josh Bernoff - http://bernoff.com

Lee Odden - http://www.toprankblog.com

Linda Bustos - http://www.getelastic.com

Michael S Levy - http://michaelslevy.blogspot.com

Mitch Joel - http://www.twistimage.com/blog

Optaros - http://www.optaros.com/blog-channel
PowerReviews - http://blogs.powerreviews.com

Sherpad - http://socialcommerce-sherpad.blogspot.com

Shiv Singh - http://www.goingsocialnow.com
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Dr. Paul Marsden is an expert in the field of digital
marketing with more than 10 years of profes-
sional experience in online marketing and
internet research. Marsden, who holds a PhD in
social psychology, has developed Web 2.0 com-
munication strategies for several major com-
panies and co-founded two successful online
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