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Class Discussion

Social Network Fever
Spreads to the Professions

= How has the growth of social networks enabled the
creation of more specific niche sites?

® What are some examples of social network sites
with a financial or business focus?

m Describe some common features and activities on
these social network sites.

® What features of social networks best explain their
popularity?
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The Growth of Social Networks and Online Communities
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Figu re 11.1, Page 7 SOURCES: Based on data comScore, 2012a; Gaudin, 2012; McGee, 2012.
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Insight on Society: Class Discussion

® How can businesses accurately judge
whether negative comments are trolling or
have merit and should be responded to?

®m Have you ever left a negative comment
about a product or business? Have others’
negative comments influenced a purchase?

= Should a business have any say in how an
employee uses social networks outside of the
office?
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Types of Social Networks and thelr Busmess Models
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Types of Soual Networks and Thelr
Business Models (cont.)

® Interest-based social networks:
Offer focused discussion groups based
on shared interest in some specific
subject

Usually advertising supported

m  Affinity communities:
Offer focused discussion and interaction
with other people who share same
affinity (self or group identification)

Advertising and revenues from sales of
products

® Sponsored communities:
Created by government, nonprofit, or
for-profit organizations for purpose of
pursuing organizational goals
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® E-mail m Experts online
m Storage ® Membership management tools
e A58 Al
cBaaY) A Jils )l @l ]
Aol Lalas) i EY) e g EY)
dliaadll ada
il o cbalall o ey Sl e gang
s Sy iyl e ) pall

Ly i % |5 olal ol iﬂ



-'The Futu re _of Soual Networks
@QLMQY\ GlSudd) Jaltsa

m Facebook’s growth has slowed & gaesdl) gad Unlss 18 gm
= Growth of social networks delaial) CilSudl) gad S 9m
focused on specific shared Badaa AS jidia pllaa o
interests Al il
= Network fatigue S rndll Jiy gy Al 3 i s
Reuter study shows Facebook =~ &5l le 8 <5 slind (pariindl
users spending less time on the g_\t.d\ il

site

® Financial future
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Insight on Technology: Class Discussion

® What does Mark Zuckerberg, Facebook’s CEO,
mean by the “social graph?”

® Why have Facebook applications become so
popular? Do they have any limitations?

® What are the core differences between Google+
and Facebook? Does Google+ offer significant
advantages?

® How has Microsoft responded?

® Is Tumblr a significant competitor? Why or why
not?
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“Deflnlng and Measurmg theGrowth of
Auctions and Dynamic Pricing (cont.)

®m Auctions: Type of dynamic Sealdll jmadl) £ g 1l jalim
pricing i WIC2C
C2C auctions b g J e Al e
® Auction house an intermediary B2C <l m
B2C auctions L We 5 ¢J gt Jlac Y ellas
= Business owns assets; often 5200 3 adall analis
used for excess goods J i ol (Seom
Can be used to Claadll 5 aliall ay
m Sell goods and services 3 ) s anads
m Allocate resources lee a9 2 ) gl

m Allocate and bundle resources




Nl s &
gl
o
AN
. (Ll
seww

Beneflts of Auctlons u\db-d\ Aabﬁ
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Risks and Costs of Auctions for Consumers and Businesses
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= Public vs. private

Internet Auctlon Ba5|cs (cont )
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Bias in Dynamically Priced Markets
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Figure 11.3, Page 726
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Types of Auctlons u\db-d\ g\y\
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® Name Your Own Price Auctions

Types of Auctlons (cont )
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Types of Auctlons (cont )

® Group buying auctions (demand (Rl Gilrass) e ganall o) y5 Gl om
aggregators)

Group buying of products at & i )| ol e (5 o ot aadll
dynamically adjusted Tl )
discount prices based on '

high volume purchases | ONase &

Two principles Gl pad il da jo S Guadlal) w
u Sellers more likely to pxad) (el pd o il

offer discounts to buyers 2 ol yidia (e O}JE\ASAM Mg
purchasing in volume Y alass)

» Buyers increase their daigall dadll &l yem

ases as prices fall .
purchases as pric Elance.com «Jiall Juss e
m Professional service auctions

e.g., Elance.com




Factors to Consnder When Choosmg Auctlons
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Type of product Rare, unique, commodity, perishable

Stage of product life cycle Early, mature, late

Channel-management issues  Conflict with retail distributors; differentiation

Type of auction Seller vs. buyer bias

Initial pricing Low vs. high

Bid increment amounts Low vs. high

Auction length Short vs. long

Number of items Single vs. multiple
Price-allocation rule Uniform vs. discriminatory
Information sharing Closed vs. open bidding

Table 11.8, p 732



SeIIer and Consumer Behawor at Auctlons
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Figure 11.4, Page 734 SOURCE: Based on data from Vakrat and Seidmann, 1998.
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= Markets fail to produce
socially desirable outcomes
in four situations:
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® Most frequently visited sites on

Web

® Original portals were search engines

As search sites, attracted huge

audiences

® Today provide:

Navigation of the Web
Commerce

Content (owned and others’)

® Compete on reach and unique

visitors
= Enterprise portals

Help employees find important

organizational content
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Top Five
Portal/Search
Engines in
United States
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SOURCE: Based on data
from comScore, 2011.

Figure 11.5, Page 739
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Insight on Business: Class Discussion

® What types of decisions have led to
AOL’s decline in popularity?

® What are AOL’s current strategies?

® Do you think its new strategies will
succeed?

® Is there a Patch site for your
community? What kind of coverage
does it provide?
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Types of Portals ubbal\ g\yi

® General purpose portals:

Attempt to attract very large
general audience

Retain audience by providing in-
depth vertical content channels

e.g.,, Yahoo, MSN
® Vertical market portals:

Attempt to attract highly-focused,

loyal audiences with specific
interest in:

= Community (affinity group);

e.g., iVillage
w Focused content; e.g.,
ESPN.com
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Two General Types of Portals General
Purpose and Vertical Market Portals
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GENERAL PURPOSE VERTICAL MARKET PORTALS
PORTALS Affinity Group Focused Content
R N R N R N
Yahoo! Facebook ESPN.com
MSN IVillage Bloomberg.com
AOL Sina.com NFL.com
Ask.com Sify.com WebMD.com
Law.com Gamers.com
Ceoexpress.com Away.com
Econline.com
Sailnet.com

Figure 11.6, Page 744
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Revenue per Customer and Market Focus
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Revenue Per Customer

General Audience Vertical Focused Audience
Audience Focus

Figure 11.7, Page 745
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