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Great online persuaders inform their blueprint drafts with behavioral insights, such

as what copy is never read, and all kinds of other behavioral data on what engages
and persuades. There’s data on people’s sentiments, attentions, intentions, situations,
locations. This is behavioral information that can be analyzed for significance, modeled
for engagement and decision making patterns, used to predict future behavior.

Mobile devices are increasing and enriching this
behavioral data. The future of the world will be
dramatically impacted by the 24/7 data phones will
collect. Phone data will provide statistics on when
people are known to be talking or silent, pacing or
sitting still, not just geographically where people are,
but what they’re doing—shopping, gaming, sleeping. A
phone’s camera can provide visual data on what people
are doing, with whom or what. The app that today lets
you hold a phone microphone up in the air to measure
wind velocity could also sense alcohol or drugs on your
breath, smoke in the room, blood you prick from your
finger. And all of this in increments of a few seconds, all
of it tweetable, emailable, uploadable to websites built
to curate such data—so it can be shared and compared
with anyone in the world.

Top marketers like McDonald’s are already using mobile technology to give them a
competitive edge in data gathering like the geo-location of customers. Among the next
big opportunities for persuasive engagement is the correlation of digitally captured
behavioral data with demographic data captured off-line: Income, credit rating, home
value, savings, number of kids, address and more. This means that when a visit to an
automotive website leaves behind a cookie on your computer, an algorithm would
prompt more than pop-up ads for an auto dealership. It means the ad and its incentive
would be customized for the recipient’s income, family size, lifestyle.

Right now, Nielsen is correlating behavioral data from 150 million websites with
demographic data from 115 million households.?® Marketers like Procter & Gamble, and
Benjamin Moore are doing their own correlating—engaging people on interactive TV
with an offer, which requires a home mailing address for delivery. Behavioral data is just
going to increase as other forms of media, like outdoor and magazines get more digital
and interactive.

What all this data is telling marketers is a consumer’s actions do speak louder than
the words people say in focus groups, online surveys and the like; that mining and
modeling this data is far more informative on what consumers really want, why, what
engages and incents them.

This puts marketers at a great disadvantage if they aren’t “cryptogrammatists,” code
breakers skilled at finding hidden behavioral patterns in the data.

The marketing possibilities enabled by the behavioral patterns are nothing short of
revolutionary. It all means the media we work in are no longer TV or e-commerce, email
or social networks. The media we all now work in is behavior.?®

We’ll soon move beyond the website or ad or demographic as unit of analysis to
behavior as the unit of analysis. The objectives of our marketing plans will of necessity
be stated to change or trigger specific behaviors at a specific time and place.
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This means targeting and incenting customers deemed the most valuable not by
demographics or what media they use, not based on what they say they’ll do but based
on what they did do, are doing, statistically likely to do—things we can use to predict
what they’ll do that even THEY don’t realize, all because of the behaviors they make for
which we have dynamic data.

COMING OF AGE OF BEHAVORIAL MARKETING

The revolution at hand is the coming of age of behavioral marketing. It will force
marketers to address the “elephant” in the room—the question of how, in a world where
the consumer is in control, you can get them to opt into conversations with you so you
can learn their behaviors and play to them.

One way is to experiment as Alaska Airlines has®®: testing customized messages sent to
people based on a combination of their search behavior, location, purchase history and
experience with the airline—things like bags lost, flights cancelled.

To pull off something like this in all the clutter the messages have to be hyper relevant,
thus the permutations are almost endless. But hyper relevancy can be automated and

can also make messages very effective. It’'s why behavioral targeting delivers greater
conversion rates and ROI. The National Advertising Initiative recently reported conversion
rates from behavioral targeting of 6.8% compared to 2.8% for run of network ads."
According to Forrester, people are willing to trade some privacy for relevant, timely,
insightful messages®?, People love the speed and convenience of having options before
them right when they’re considering a purchase—right when they’re in the neighborhood
where the mobile coupon sent them can be redeemed.

Forrester reports that half of marketers say that even if they didn’t use behavioral
marketing last year they will use it in the coming year.®® That’s because, with behavioral
targeting we’ll buy—not media, but people. Let’s face it, we’ve been buying media as a
proxy for people because we were unable to pinpoint people directly.

To compete all media will have to quickly embrace behavior-based business models. All
businesses will too. It’s not just Amazon and Netflix whose behavior-based models have
disrupted whole categories of business. Watch what happens now that Coke, Starbucks,
drugstores, Progressive Insurance and others get their behavior-based business models
rolling too. And behavioral marketing is about to get a big jumpstart now that Google is
connecting keywords with which banner ads and which websites were clicked on prior
to a conversion.®®

What'’s that old saying? What you can’t change you must learn to love. Well there’s a lot
for marketers to love about behavioral marketing. Such as—it’s the ultimate in consumer
centricity applied to your entire operation. You’ll be able to provide hyper-relevant
information and choices at the most helpful touchpoint wherever a consumer is in their
individual purchase funnel.

This is the ingenuity behind Alice.com, where you can purchase bulky consumer goods
such as diapers, dog food, cases of Coke and more and enjoy free delivery. By tracking
my usage of dog food, Alice.com makes sure it shows up at my doorstep when I'm
almost out.

What else does the coming of age of behavioral marketing mean?

e Phones enabled with search and geo-locating ability will change where and when
“moments of truth” really occur.

e Increased mobile clutter will prompt rewards programs like giving a free minute of
phone time for every minute of advertising a customer accepts.



* All pricing—not just that of hotels and airlines—will become dynamic. Because
behavioral data patterns will reveal things like you’ll pay more for beer at a
convenience store at 9:00 on a Friday night.

e Because of behavioral data—we’re in for a world of dynamic everything.

But don’t presume it takes a lot to get started in behavioral marketing. ¢ You can get
started just by connecting as few as three data points:

* Search terms visitors use to arrive at your site,
* the referring site, and then

* the visitor’s self selection of an area of interest ON your site.

Speaking of optimization, it’s well known

INTERNALLY /. EXTERNALLY that workers focus on that by which they’re

INCENTED IN | INCENTED IN measured and incented. In behavioral
EMPLOYEE \ CUSTOMER marketing, this means you want to focus and
BEHAVIOR \ BEHAVIOR incent your internal team to complement the

same behaviors you want from your customer.

This seems a no-brainer but misalignment
happens all the time. (Take Fannie Mae where on one hand employees were told to
dramatically increase consumer home ownership while on the other hand they were
expected to produce great financial returns from smart mortgage investments. You know
how that misalignment of objectives turned out.)

For alignment, we recommend a single measure that
focuses employees and customers’ behaviors on the
same goal: Increasing the degree to which a customer
would recommend a brand to others. This motivates
employees to excel at customer service and satisfaction,
ethics and transparency, while moving the target to the
ultimate measure of persuasion—recommendations to
friends and family.

Behavioral marketing. It’s here. It’s real. It’s now.

But while we marketers are starting to practice it, our
consumers are already engaged in the next revolution:
The Social Data Revolution. As behavioral marketers
we have to take it seriously as its behaviors are

highly contagious.

How many of you have ever shared on a blog, website
or social network your opinion on movies, books, restaurants? Why? Did you want to
influence others? Have someone influence you back?

Opinion sharing is social
data at its most basic
level. And as big as it
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Dopplr is an example of the huge and growing number of people out there interested
in tracking and comparing data about themselves. A recent New York Times Magazine
cover story titled “The Data Driven Life”®® reports some people track as many as 40
things like the number of hours they sleep, the steps they take each day, the number of
times they make love, the medicines they take. They upload this data to create a sort
of global intelligence on what is the norm, what works or what tells them they’re better
than others.

It seems people love to track and
compete with even the most mundane
data about ourselves, such as the
household chores completed, made into
a game.

There are websites and apps galore for
tracking and sharing of this personal data.
Take Quantified Self. It doesn’t just have

a website, apps, and a digital network
where thousands track personal data

for comparison with others. It has local
chapter meetings!

The social data revolution kicks
into high gear two things Homo
Consumicus craves—to be part

The Bay Area Quantified Self Meetup Group

Home  About Meetupsv Ideas Members Photos  Discussionsv More v Join ust

of a tribe of like minded, and
their desire to fit in with the
tribe—which is why they succumb
so easily to peer pressure.

The more Homo Consumicus
experiences change and
changing others, the more we
want to share and compare. Be
changed. Change others.

QS Show&Tell! B

This is a regular show and tell for people taking advantage of various kinds of personal tracking - geotracking,
life-logging, DNA sequencing, etc. - to gain more knowledge about themselves. Come share what you are doing, and
learn from others. Topics include, but are not limited to:

Chemical Body Load Counts
Personal Genome Sequencing
Lifelogging

Self Experimentation
Risks/Legal Rights/Duties
Behavior monitoring

Location tracking
Non-invasive Probes
Digitizing Body Info

Sharing Health Records

Psychological Self-Assesments

Medical Self-Diagnostics

Can companies leverage this

phenomenon to jumpstart

behaviors useful to their business? The Sacramento Municipal Utility did by telling
customers not only how much energy they’ve used per month, but also the amount
their neighbors used. Customers then cut their usage by two percent.®” As social
psychologists like Dr. Robert Cialdini find over and over in research, people are more
motivated to keep up with their peers than save money.

That our brains are so pre-conditioned to want to change others and be changed by
those interactions is a desire honed through the ages to improve the odds of a tribe’s
survival. It’s what is driving people’s embrace of technologically enhanced social
networking today. However the ongoing feedback loop of sharing and comparing
personal data—scaled thanks to technology—puts this innate desire to change and be
> > > 13 changed on steroids.
A professor of medicine, sociology and health at Harvard has now proven that this kind
of personal information, shared, is powerfully contagious. He writes about it in the book:
“The Surprising Powers of our Social Networks and How They Shape Our Lives.”
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Dr. Nicholas Christakis led a team who poured through meticulous data generated over
60 years with over 12,000 people in the infamous Framingham Heart Study. By analyzing
causal patterns, they discovered that behaviors of people in one’s network drive all kinds
of behaviors of others in that network, from overeating to certain sex practices.

The causality is so strong that evidently just being indirectly associated with people

in a social network exhibiting certain behaviors leads many of the behaviors to be
“caught.” Unbelievable as it sounds, if your friend’s friend’s friend—whom you’ve never
met, and lives a thousand miles away—gains weight, you're likely to gain weight too.¢®
This causality is evidenced in behaviors both expected and surprising, from suicide to
smoking to who one votes for, from exercising to feeling happy.

For marketers, this means big opportunity,
if, like Nike Plus or Dopplr, one can be first

to identify what data people might want to 150 = 150
track and compare about themselves, then 150 X 150 = 22,500
curate the conversations, downloads, apps 150 X150 X 150 = 3,375,000
and more that enable the collection and 150 X 150 X 150 X150 = 506,250,000

sharing of data.

This also means that theoretically any great persuader armed with deep insights could
jumpstart good behaviors and do something to change the behaviors of thousands
if not millions.

We know from evolutionary psychology that the brain is built to keep track of about
150 people—in order to share info about food, predators and social norms.®® But that
social network of 150 is also 150 individual social networks. And jumpstarting just four
networks of 150 has the potential to impact over 500 million people. That’s not so
farfetched with five billion mobile phones in the world today.

The contagiousness of social data IS the behavioral revolution before us. However,
capitalizing on it in the age of behavioral marketing with its data driven business
models requires a new approach to
solving problems and identifying
DESIGN THINKING IS A CREATIVE opportunities. It’s called “Design
PROBLEM SOLVING PROCESS Thinking.” And it’s different from what
you’re probably used to in several big

DEEP CONSUMER INSIGHTS . . . B .
ways, one of which is this: You won’t find

LU IR ] SN in this process an obsession to eliminate
TO INSPIRE GAME CHANGING INNOVATIONS risk by “validating the heck out of an
P T e |n5|gh_t or idea. Wh||<_e that has'long been
AND BEHAVIORAL DATA AS FEEDBACK ARE a business best practice, that kind of

QUICKLY IMPROVED AND OPTIMIZED

thinking actually kills one’s potential in a
world where new ideas and opportunities
are launched overnight. The time it takes
to validate something makes a company vulnerable to being pre-empted by the small,
nimble competitor with a similar idea.

With Design Thinking you get bigger ideas. And the innovations are launched in the
actual marketplace; then with fast prototyping improved and optimized.
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Design Thinking has been embraced by
innovators such as these: P&G, Philips,
Samsung, Steelcase, Whirlpool, Cirque
du Soleil, Target, health care providers
from Mayo Clinic to Toronto’s Hospital
for Sick Children, the makers of
Blackberry and Apple. It’s now taught at
leading business schools like Stanford and the
University of Wisconsin’s MBA Center for Brand
and Product Management.

“Competency in Design
Thinking is the next competitive advantage...
to stretch out of one’s comfort zone
and to embrace the unknown.”

-Roger Martin, author of
“The Design of Business”

Design Thinking is a method by which to successfully tackle behavioral marketing

with its social data revolution component (detailed chart p. 17). Briefly, its framework

applied to the tackling of technology-powered behavioral marketing is this:

1) Step one requires you arrive at a hunch about the single behavior that could
most significantly drive profitable growth. It's what you want the customer to do
DIFFERENTLY or more frequently. It’s probably a more specific objective than you’re
used to: Not so general as “Attract new customers to the category” but more like
“convert ATM users to debit cards” Not “initiate new cell phone usage” but “make all
personal calls with mobile phone instead of land line.” This greater precision allows for
all the other steps of the process to be more focused and productive.

2) Step two is where you deeply research the behavior you want to influence:
What drives it subconsciously? What touchpoints have the greatest impact on it?
What are all the decision making steps your target goes through that affect the
behavior? Where does the target enter or drop out of your consideration set? (In
many cases the leverage points are not obvious and may even conflict with long-
held assumptions.) You’ll want to examine existing research, experiment with new
research methods, conduct behavioral experiments that identify incentives which could
influence decision making in your favor.

3) Then in step three, you take the research and analyze it, looking for insights and
patterns. You mine it and model it in search of an aha that cracks the code of the
behavior you seek to change.

4) In step four, you create a rule of thumb that allows you to consistently trigger the
behavior you seek. Because technology is moving the whole world to behaviorally
based business models—for all of us this is likely to be a mathematical algorithm that
allows you, with technology, to automatically trigger hyper relevant and customized
communications to your customer—at the right place and right time. You’ll recognize
this as the genius behind the email campaign of Alaska Airlines. The creative leap that
invents a new rule of thumb is also the driver of Amazon, and other new behavior-
based business brands like Alice.com.

5) Step five is all about operationalizing the rule of thumb through your business so
that it becomes codified in employee job responsibilities, automated in technology
and continuously improved with behavioral data.

6) Step six is where engagement and persuasion strategies are designed into all your
communications to jumpstart and channel each consumer decision making step
on the behavioral path you want people to take. It's designing with blueprint-like
intention all your ads, tweets, emails, apps, events, websites, networks, publicity:
each contributing to an experience so consistently branded it keeps people loyal and
inspires them to recommend your brand to others.

In the chart that follows (which details this process) note the lowest line which explains
the TYPE of thinking required for each step. These are at the heart of WHY the Design
Thinking process was itself codified. It’s why Design Thinking is considered the next
competitive advantage.
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* In step one you use good old DEductive Thinking, narrowing what you already know
down to a good hypothesis.

e Step three requires INductive Thinking where we blow out all kinds of possibilities so
you can weigh them.

e But for all the data, analysis and science that happens up to this point, somewhere
between step three and four some magic happens precisely because of creative
thinking: ABductive Thinking: From deep insights on your customer, making an
inference, (a logical but creative leap of what could be). Some call this informed
intuition—the kind of gut thinking that is the basis for originality, invention.

The marriage of scientific thinking with artistic thinking is what inspired the Design
Thinking process. It bubbled up from IDEO in the 90’s and with many users it’s been
been perfected over the years. The success of Design Thinking for so many market
leaders should put an end to the misunderstanding that science and art require separate
modes of thought. Because when you think about it, music is at its very essence

math. And Monet’s Water Lilies (with the painting’s refraction of light) is science. Art

is simply science in service to an insight that moves the soul. The book “Proust was a
Neuroscientist,” makes a convincing case that design intelligence, or what might be
called artistic sense, is actually scientifically informed intuition.

The world’s greatest artists have always used their own versions of behavioral
observation and insight to moving people emotionally, willingly. Were we to personify all
the steps of the Design Thinking process—you’d recognize Frank Lloyd Wright. Schooled
in the science of engineering and architecture, he applied it with bold creative leaps to
influence the behaviors desired in the workplaces and homes of his clients.

He designed claustrophobic
hallways so people would move
thru them quickly. And anyone
who’s walked down the ramp
of the Guggenheim knows how
ingeniously Wright channeled
peoples’ behaviors to get them
from point A to Point B.

Like Wright, the medium we all
work in is behavior. Youw’ll just
inspire, channel and optimize
it with digital and mobile
technology.

The critical question is — to what end will you move people’s behaviors? Technology
may be bringing about a behavioral revolution, but it doesn’t have to be a mindless,
soul-less one.

Great Persuaders could choose to make the revolution more like a renaissance—bringing
Homo Consumicus out of the darkness of self and socially destructive behaviors and
into the light. Because when Homo Consumicus looks at his own behavioral data, then
compares it to others in his tribe, that enlightenment has the potential to spur the most
powerful behavioral changes in history.

It’s clear, Great Persuaders will continue to author the future of us all.

So here is your final exam question: What will history report as the behaviors you
triggered? The exam is pass or fail, based on how “great” a persuader you really are.
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7. New York Times “The Psychology of Menus” December 30, 2009 (Reporting on research done at
the Food and Brand Lab at Cornell University).

8. “Why We Do the Things We Do” by Robert J. Bliwise in DUKE Magazine, Volume 94, May-June
200s8.

9. Bob Nease, “Economics in Every Day Life” as posted on blog for the Center for Cost Effective
Consumerism, underwritten by Express Scripts, Inc.

10. AdMap, “To Learn how to use it you first have to try it,” March 2010, by Nick Chater, University
College London and Decision Technology.

1. “Why we buy what we buy” Aditya Chakrabortty in The Guardian (UK), May 20, 2008.

12. “When Choice is Demotivating: Can One Desire Too Much of a Good Thing?” Sheena S. lyengar
Columbia University and Mark R. Lepper Stanford University.

13. Economist, “The Way the Brain Buys,” December 18, 2008.
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Process.” Journal of Consumer Research, 2008.
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Neuroscience, USC).
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27. “6 Persuasive Principles for Digital Effectiveness” by Richard Sedley.
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29. Robert Fabricant of FrogDesign, as noted in “Presentation Design” by Sebastian Deterding
speech in Copenhagen, June 25, 2009.

30. NYTimes.com, “Online Pitches Made Just For You,” June 3, 2008.
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34. Blog SearchEngineWatch.com, March 28, 2010 in article titled “Google made a major move to
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Fishman, ClickZ, March 24, 2010.
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