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Main MARKETING ASSETS for a company

Clients

Brand Sales, Brand Loyalty, Brand Love, Brand Personality
Brand Engagement, Brand Emotional Attachment

Chaudhuri & Holbrook (2001); Batra, Ahuvia & Bagozzi (2012); Chen, Nelson & Hsu (2015); Hollebeek, Glynn & Brodie (2014); Mallar et al. (2014)
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What’s new?

What has changed
i the Last

10 years?
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11 years ago....March 2006 in CA

Don’t talk to
me anymore.
Tweet me

Jack Dorsey, Evan Williams, Biz Stone and Noah Glass
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Today

22% million wmonkh i,v
active users

£00 million btweeks
per daqj

In 2016, the company generated more than 2.25
billion US dollars in advertising service revenues

http://www.internetlivestats.com/one-second/#tweets-band
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Training in Santa Monica with Nike

CHIARA FERRAGNI
30y

10.5M followers in
Instagram

Dior, Chanel, Moschino,
Saab, Mercedes
Armani, Nike,
Pull&Bear,

Pronovias

Max Mara

Pantene
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Soft and hard analytics:

from word cloud to ML
Social Network Analysis
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Soft and hard analytics:

from word cloud to ML

Rajeev Batra, Aaron Ahuvia, & Richard P. Bagozzi

Brand Love
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Today’s digital environment empowers =
consumers

UGC is named as eWOM, electronic word of

mouth Any positive or negative statement made by potential, actual, or
former customers about a product or company, which is made

available to a multitude of people and institutions via the Internet.
Hennig-Thurau, Qwinner, Walsh & Gremler (2004) JIMk

3 consequences that enhance brand productivity

More Data New paradigm:
influential availability theoretical

b g . rooted and
on bran (massive, e

choice instant) analytics
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UGC: A bundle of “recent” options

Dulceida: 2M

Images g Instagram
/ - Chiara Ferrangi: 10M
409Mimonty A — .
Social Media —
T ‘ Chanel: 13M

ial
\ Chanel: 358M views /

Lego: 5.59 billion views

m 3M lodging listings
Colllaborative
Sabbaticalhomes.com Academics

mm Youtube

535M comments

310M active accounts m— —
Review sites
TripAdvisor —

Source: Own elaboration
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Is this just for

FUN &
ENTERTAINMENT?
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Funor S?

2 YouTube

sx
MORNING
-
e

= psssst...@UnitedAirlines breaks guitars!
And they don't even care! http://tiny.cc
JIMtJx

| Kelly MacD

United Breaks Guitars is a song by NEC e e D

Dave Carroll posted on 28 YouTube

It chronicles a real-life experience of how .
o ) ) Columbia

his guitar was broken during a trip on Business

United Airlines in 2008, and the School

subsequent reaction from the airline. The

song has more than 17.7M YouTube views,

he published a book, a blog, a Wikipedia

page ....

within 4 weeks of the video being posted online, United Airlines' stock price fell 10%, costing
stockholders about $180 million in value

UGC knowledge leads to brand evaluations




Data Revolution

o Enrich data environments, such as UGC

o Data/Text/Image Mining
ANN, Automatic Machine Learning, Deep Learning

O
o Agent-Based Modeling
o Markov Chain Monte Carlo

OTransformation of Marketing Science

o From Standardization to Personalization

o Deeper service relationships
o Dynamic customer interaction
o Customized Relationship Management

Rust & Huang (2014) and Bigné (2015)
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UGC: General findings

* has no age
* is more memorable than other media sources

* brands are increasingly investing (marketers expected to
expand social media spend by 89% in next 5 years-Duke CMO
Survey)

* is boosting sales and also Brand Loyalty, Brand Love, Brand

Personality, Brand Engagement, Brand Emotional Attachment

 Available data from consumers

* New type of analytics

UGC knowledge leads to brand evaluations
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How does UGC affect brand performance?

i ® Journal of
b Retailing
LLSEVIER ————————

How Online Product Reviews Affect Retail Sales: A Meta-analysis

Kristopher Floyd, Ryan Freling, Saad Alhoqgail, Hyan Young Cho, Traci Freling®

Colione of Dustoess Adeairaatiog, Usteersiny of Jorar af Ardegion Annekw, FX 70009, Uniled States

Ya You, Gautham G. Vadakkepatt, & Amit M. Joshi

A Meta-Analysis of Electronic
Word-of-Mouth Elasticity PRp—

Vol. 79 (March 2015), 19-39

ANA BABIC ROSARIO, FRANCESCA SOTGIU, KRISTINE DE VALCK, and TAMMO
H.A. BIUMOLT*

The Effect of Electronic Word of Mouth on
Sales: A Meta-Analytic Review of Platform,
Product, and Metric Factors

Journal of Marketing Research
Vol. LIII (June 2016), 297-318
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3 meta-analysis in a few words
+ than 100 studies

* Online reviews: Higher sales elasticities by:

— Experts, third party website, review valence and
review volume

* Online reviews, SM and blogs: Higher sales
elasticities for:

— Durables, low triability products, specialized sites,
insensitive to platforms

e eWOM: sales in e-commerce > than in SM, and

no differences across tangible goods, services, and digital
products, or between hedonic and utilitarian products
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UGC leads to enhance brand productivityw

Two answers to two questions

@Do DMOs’ tweets enhance hotel occupation?

@How can managers handle multiple platforms
of online reviews?
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Tourism Destination Tweets Predict Hotel =~
Occupancy: An ANN Study

Bigné, Andreu & Oltra (2017)

Tweets of a tourism destination can be sorted

into 4 types:

e events held at the destination

e resources/attractions located at the
destination

 a friendly online atmosphere between DMO
and the user

« marketing activities by the DMO
Which one impacts more, if any, on hotel
occupancy (third party)?
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1) Data Extraction.
Twitter API: (1) original tweets by DMOs, (2) retweets by DMOs, (3)
replies by DMOs, (4) retweets by users, (5) favorites by users.

2) Data Analvsis. Text mining tools:
# ODAMINER generates files that contain information and tokens.

OWORDSTAT generates: (1) keywords analysis; (2) co-occurrence
analysis; (3) entities extraction and representation;
and (4) crosstab.

3) Treatment: Artificial Neural Networks, ANN

Multilayer Perceptron Network ANN with feedforward architecture
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Tourism Destination Tweets Predict Hotel
Occupancy: An ANN Study

CO-OCCURRENCE ANALYSIS: visual overview of the categories of tweets.
Association strength ---> relation intensity between keywords.

ZGASTRONOMIA
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—_ #SEMANASANTA
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Co-ocurrence Map of @ZaragozaTurismo
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Conclusions

 Hotel occupancy rate is influenced by a third party
activity (DMOs):

o (1) event tweets (higher than other type of) and (2)
retweets by DMOs,

[e iy} #
3 @

o (3) tweets and (4) retweets by users.
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Simplifying Massive Data Managing
Enhances managerial productivity

Now, imagine you are a manager handling
multiple sources of data. How can you cope
with it?

Data set: online reviews from

1 1 6 5 h t I Platlires Weguieenent fes onlime reviews
L) O e S Agadacon Rescrvab o and sy are reguesbesd
. Buonkirg.con Reservabon and sby are regnestes:
7 Va rI a b I eS e i zon: Reservalor i sy are resnestesd
Harels,com Reserval om amd sbny are resinestes
8 I f Travelovty vomr Resyrealom i I res !
p at O rm S o wiheck car Non
. Hostelworlé com Nony
27 consecutive months  [mwee e
Trivago.co.ulk Non.
Trivago.de Nor
Yely Non
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Simplifying Massive Data Managing
Enhances managerial productivity

Self-Organized Map, SOM

Data set: online reviews || Holiday Check Score
from Zaa
1,165 hotels

[ variables

8 platforms

27 consecutive months

Tripadvisor.Score Yelp.Score

a0

Platlbimes Requineenent s online reviews

Agoda o Reservab o and sty arc rezuesbed 80
Buonkirg.cion Reservabon and sly are regnesles: 70
Fapedie o Reservilor i sy are resgnestes

Hatels,com Reservalom amd sliny are resnesles 60
Travelovty comr Resyralom imd shiny are reguesied

Haldaveheck com Nuony *
Hostelworld com Nony

Tripadviser.com Nony

Trivago.co.ulk Non?

Trivago.de None

Yelp com Non?

Bigne, William & Soria, in
progress. Do not reproduce
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Conclusions

@ eWOM affects sales with small budgets
@ Magnitude is unclear =>Inconclusive results:

o Twitter increases demand 0.2
o TV advertising increase demand in 0.12

@ Paid media (advertising) vs. earned media (ewom):

— Paid media has more exposures but earned media is
more impactful

@ New tools for brand evaluations enhance brand
productivity and effectiveness

UGC knowledge leads to brand evaluations
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Future directions

New agents Biomarketing
USERS as producers neuroscience, endocrinology, and

genetics to buyer-seller behavior

Richard P. Bagozzi and Willem |.M. I. Verbeke
In Moutinho, Bigne and Manrai (2014). The Future of Marketing
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