[Type the document title]

Andreas Weigend (www.weigend.com)
 The Social Data Revolution (SDR), INFO 290A-03

UC Berkeley, School of Information, Fall 2012

Class1 - August 27, 2012

Andreas Weigend (www.weigend.com)

The Social Data Revolution, INFO 290A-3 (http://weigend.com/teaching/ischool)
UC Berkeley, School of Information, Fall 2012 (http://ischool2012.wikispaces.com) 
Class1

This transcript:

http://weigend.com/files/teaching/ischool/2012/weigend_ischool2012_transcript_1.doc
Corresponding audio files:

http://weigend.com/files/teaching/ischool/2012/weigend_ischool2012_audio_1-1.mp3
http://weigend.com/files/teaching/ischool/2012/weigend_ischool2012_audio_1-2.mp3 
Containing folder of the whole series:
http://weigend.com/files/teaching/ischool/2012
Andreas:
Welcome to this year's Social Data Revolution at the University of California at Berkeley’s School of Information. What I'm doing today is following this timeline which I have here on the board. I want to set the expectations, what we're doing today, and then walk through that. I've built in enough time for questions. I'm sure you have questions which weren't answered in the course materials and I want to make sure I hear all of you.

First I'm going to talk about grading and specifically about the course wiki, which is probably not something most of you are familiar with. How do we do that? Then we have the first ten minutes just for questions from you side, for people who missed the survey, etc. 


At 4:00 I'll give an introduction into data, and how data gets combined into metrics. A few laws are behind us that the bottleneck used to be algorithms. The bottleneck now of this data, that better companies distinguish themselves from most of the good companies not so much from the algorithms anymore but more through the data they have.

Then we'll talk about applications of social data, specifically recommender systems, discovery systems. Then we'll talk about one of the pillars of social data, which is that of communication. Because data isn't just created somewhere; it's communicated somewhere.


That leads to a little break, our exercise because I want you to have a break. In that break, I'll ask you to work with four people you have never met before so you'll actually meet some new students, and figure out what are the dimensions of communication and what are examples for that. I'll give you examples later. 


Then at 5:10 we'll have not group presentations, but one picture of communication to emerge on the board because social data gets created and distributed by individuals, so the communication aspect is a very important one. 


At 5:30 for the last hour today we'll have the second building block of social data, and that is identity. Social means it has to be attached to an individual. What actually is identity? How has the concept of identity shifted in the last ten, twenty years? 


This hour is broken into two pieces. I'll do the first half, and then Quentin Hardy who teaches a course unfortunately at the exact same time as mine, on identity, is going to bring maybe a couple of his students along with himself at 6:00 to give us his version of identity. You know there's another resource in this school if you're interested particularly in the identity business.

That's the plan for today. I'm projecting notes which I'll put on the web when we're done because I'll probably add a couple of things during the class, so don't feel you need to religiously take things down. You'll get everything right at the end of class, publicly accessible.


This is my timeline here for our class. I always have this before class and normally uploaded before we start do you can download it and look at it yourself and further fill in the blanks. 


In terms of content, today are two ingredients. One is communication and the other one is identity. I'll keep most of the class's quarter that way, that I'll have two ingredients which I'll bring in, so two halves, because three hours is a long time. Today however we have to talk about a lot of logistics issues, so I'm not doing quite the justice I would like to do with those two topics.


I didn't get the survey filled out from all of you. Who does not know what I'm talking about? Do you know the URL, the link to the survey? Do fill it out today or tomorrow. I want everyone in class to have that basic information. Any feedback from those who did fill it out, is there something you want to share, which you found interesting or offensive or anything? Were the questions dumb, interesting?

Student:
It was pretty lengthy.

Andreas:
How long did it take you, an hour?

Student:
Yeah.

Andreas:
But my purpose was to make you think about those issues and thinking takes time. I think the hour probably wasn't spent super poorly, I hope. Besides the length, any other comments on the survey?
Student:
Do you expect us to know...

Andreas:
Let's talk about that. I expect you to have some notion of it. There are a number of definitions of social data. First definition is data people create and share, for instance; if I take a picture of Carl and share it on Facebook, that's an example of social data. 


Another example is my geolocation. If you go to my website, weigend.com/itinerary, you'll find my geolocation published via Google Latitude pretty much in real time, unless I have the phone turned off. That's an example of social data, data I create and share, but it's different from social media. Do you see a difference? 

Another definition of social data is the social graph. If you think about a phone company, a phone company knows how to do billing. It's about the only thing they know. They know how to connect people in order to do the billing. They know who calls whom. They know who calls whom back. They know who leaves a voicemail for him. They know whether they get a call back.


The social graph is much more than just a simple graph. There are many dimensions to each link, and in addition to that there are different strengths, and there are asymmetries. When you say social graph, it means the richness of connections between people. 


Sometimes we call the social graph social data. Those are the two main definitions of what social data is to me. One: data people create and share, mostly knowingly and willingly; sometimes less knowingly and less willingly. Second: the social graph, which is important for many aspects to the class. Do you think of other definitions which you would like to hear about social data? The reason I ask was to see where people are coming from. This can't be the fist time you've heard the term social data. 

Student:
I think it's the activities that users do like tagging a photo on Facebook. That activity, they're not sharing their specific ideas or any other content but they're just – by tagging that photo itself becomes a data.
Andreas:
True, they create data however in the tagging. If you tag me in a Facebook picture, you create data which you then share or which gets shared. I agree that it doesn't need to be original data like a photo. It can be metadata, but the concept still applies. Do you see a significant difference between tagging?

Student:
I don't think there's significant difference. 

Andreas:
Other suggestions? 

Student:
Do you consider people when they create data unconsciously as social data?

Andreas:
My view is like my geolocation. It is actually shared consciously. Google makes a big deal of having me answer again and again that yes, I still want to share my geolocation. I consider that social data. 

Student:
For example I buy something for (indiscernible) is that social data?

Andreas:
Okay good question. I personally don’t use the term social data for that. Social data I typically use for what I call C-to-W, consumer-to-world. In the Walmart case it's C-to-B, the consumer shares with the company. 

There were some experiments at Facebook or at Blippy or other companies where your purchases got published. Your credit card transactions got published. The Blippy dataset is the only dataset I ever deleted in public, to whatever it means to delete something. I realized that it can only be used against you in the future. I don't like my credit card data lying around. I'm a very open person when it comes to sharing data. So that's C-to-B. If you talk to someone tonight at dinner, and they want to know what is social data, are you comfy explaining to them? 
Student:
One thing is (indiscernible), is that social data is something that's created by users, whereas I think I've more commonly heard people talk about social data as the demographic information, sites data, so data about people but not necessary generated by them.

Andreas:
Very true. Nobody owns the term. I would call it maybe sociological data or sociographic data, but it's a distinction worth making that social data in our sense is not about society. I've run into that problem, that people thought I was talking about that. 


By the way, if you feel that Wikipedia isn't right on this, for instance we should actually check this one on Wikipedia. Do feel free to edit Wikipedia because it is where people go for many things to get definitions. As a course project last quarter at Stanford we did a lot of work with Wikipedia. It's actually well-invested time.


Who would look up Wikipedia on "social data" and if they're missing one of our definitions, just add it? Who's willing to do that? You don’t have to give your name. You can do it with IP address if you're worried about identity theft. Okay I like to put names behind things. What's your name?

Student:
S-a-y-a-e-m. 

Andreas:
Now we know how I understand social data. Now why do I call it "revolution"?

Student:
Is Wikipedia not exactly social data?

Andreas:
Very much, it's about collaboration, sharing, creating, and sharing. Wikipedia is a very good example of social data. I didn't mean to exclude it. The reason was simply that we should have the definitions on Wikipedia, not just the sociological definitions.

Student:
(Indiscernible).

Andreas:
I personally am not a big fan of this; we move from data, to knowledge, to wisdom. I will address this in our PHAME session which is coming at 4:00. We need to speed up a bit. On the one hand I want to make sure that you understand things and have time for the questions. Sometimes I need to cut it short because our time line is there.


Now we know what social data is. Why is it revolution? If you think about it, data is pretty much the only exponential technology which we've seen in the last few decades. Nothing else has grown exponentially, i.e. doubled after a certain period, one and a half years in the case of data. It's pretty shocking. So that's why I call it a revolution, but not only because of that; because it is in the mindset of people. People do things differently now from the way they used to do things ten years ago. 


We think about purchases differently after Amazon, after reviews. We think about information differently after Google. We think about who we are differently after Facebook. And when I say who, I don't mean just the few of us in the Bay area. I'm talking about a billion people. I think it is a revolution. That's why I coined the term "Social Data Revolution."

The history of the course is I first taught it in Stanford maybe five years ago and I've taught it every year since. Anno asked me whether I would like to do it here, and Anno is such a wonderful person, the Dean of Information School, that of course I couldn’t say no.


I expected much fewer people, by the way. I expect five or eight people like what Quentin has. I don’t take offense if people think it's not the right course for them. Just do me the favor and tell me you're going to drop it as opposed to me desperately trying to reach you and telling you about what I need to tell you. One class should be enough to know whether you want to take it.


Your backgrounds, are you comfortable for me to share the answers to the surveys, taking off your emails, but leaving your names on it? Is anybody not comfortable with that? Let's put it this way, no social pressure. If someone is not comfy, come to me after class and I'll delete your entry. I think it's good for the kids to know what other people think. 

My background, I'm a physicist by training. I came from Germany, did my undergrad in Germany and at Cambridge, England. Then I did my PhD at Stanford and was a post-doc at Xerox Park, actually with Marty who's in this department. Then I was assistant professor in computer science and cognitive science at the University of Colorado at Bordeaux. I was a social professor at NYU's Business School, not a big fan of business school, just to be clear about this, although I'm teaching this Thursday at Stanford. I very much prefer finding out stuff than just having things to write down. 

I then went to Amazon as Chief Scientist, which was a super nice opportunity. Jeff Bezos actually didn't know he needed a chief scientist until he met me. I started off as a sabbatical and stayed a couple of years. The last eight years I've spent teaching one quarter a year at Stanford, plus every now and then somewhere else, working with startups, which is quite interesting. I just came from China a couple of days ago, where I was the first outside investor into the Chinese Facebook called Renren. There are some interesting ones.


Skout, who knows Skout? It's a dating site. I was on the board of Skout until Andreessen Horowitz invested twenty-three million I think, earlier this year. It's always about people and data. These are the starters I've been interested in. If you know some startups which might be in that space, I'm always happy to have lunch with people and find out what they're doing.



Then I work with big companies. MasterCard we had this year, Lufthansa, American Express came with a specific question: how can we use social data to acquire customers. Not the most exciting one, but a relevant one for them. United Healthcare is very interesting because they really think big about the future of health, given social data, the future of insurance given social data. Basically those are my three legs: teach, work with startups, and work with big companies. 


I do most of my stuff in the Bay area, luckily, but I was in Shanghai as well, and of course still in Germany. Pretty global, pretty difficult to explain. Don't know how to do it better but I think you get a feeling. Social data is what holds it all together. 


Class info: the URLs you need to know of is ischool2012.wikispaces.com. I've used Wikispaces for a number of years and tried different things and we always came back to Wikispaces. It's a wiki. Each class has a page, which has all the information in it, and you're actually going to write the information. Announcements are all on the Wiki. 

What's on the wiki? I expect everybody to be aware. Other things basically don't exist for the class. I know there are other products, but this works well with one exception: co-editing the page is problematic. It's not as great as Google Docs for that. When you want to upload something, upload it once you've done it in Google Docs or as a Word document, as opposed to trying to have a couple people doing it at the same time. 


Class dates, the class dates -- it's a one-unit course which I was told is six classes. Next week is Labor Day so no class next week. We have class in two weeks again. At that stage, all the remaining dates will be fixed. There's a bit of flexibility because I'm giving some talks and also some outside speakers I want to have don't quite know what date they can make. Those are the six times we're meeting. Always here, always 3:30 to 6:30. 


Office hours, I decided to have office hours in a pub. I don't have an office here, so we should think of office hours. Is there a place in walking distance from here that one can comfortably go with six to eight people, not too loud, eat a snack, have a beer? I'm not from Berkeley. Anybody have a favorite place? Pick one for tonight and then we can do this. 
Student:
Café Strada.

Andreas:
Okay is that good for like 7:00?

Student:
It gets crowded.

Student:
Free House (ph.) is also good, across the street. 

Andreas:
Let's do Strada today and then we can think about other places at other times. I would like every student to have the chance to sign up for one of the dinner slots or office-hour slots. We have on the wiki a signup sheet where people can sign up which day they want. If you want to still come by okay but I think planning a bit helps get it done. 


Next point is grading. What's not clear yet, and I just talked to Anno whether we have a TA or not. The assignments and grading of assignments crucially depends on whether we have a TA or not. I should know this by the second class. I'm sorry about that. It's not my mistake but I don't want to grade everything myself, and it's not a fair job to give to somebody as a volunteer, to grade forty homeworks. We will know by the second class how we will do assignments. Right now the one thing I want to make very sure we're on board about is I view everybody as a volunteer. I have made a list here about volunteers we need. I need one volunteer for the course wikis structure. I know exactly what I need; it's just an hour or two of work to put the structure in. Who has structure computer-science thinking? Who is willing to do that tonight or tomorrow?
Student:
S-H-R-E-Y-A-S.
Andreas:
Thank you. The second one is I need one volunteer because it's always a lot of work, to be in charge of knowing who's in class. Normally a TA would do that. Would you be willing to do that? Then, I will give you a current class list and in the break I want people to sign off that they're on it, or add the name if they're not on it -- this class -- and add your correct emails. Some of the emails bounced which came from the official class list. What's your name?

Student:
Ben.

Andreas:
So Ben will be the one who will have the list during break, and you just add your email address, whichever one you have. Then I need one volunteer to help Shaun Tai with any questions he has, problems he has. Shaun is a dear friend. I met him four or five years ago when I taught the Social Data Revolution class for the first time at Stanford. We posted an ad on Craigslist and lots of people applied. There was one guy who was clearly different, and that was Shaun. He said actually, "I don't know much about this video thing, but I just put one YouTube video up with some rapper and we got a million hits." I knew that he has some skill which I don't have. Anybody can learn how to do video, but getting a million hits is what I hired him for. 


It used to be that people knew me from my papers. Now people know me from the YouTube channel which is called Social Data Revolution. There's some campus-specific things where he needs help, namely I don't know where the campus puts up stuff, in what format. Who can be the person willing to help Shaun? Has anybody done campus video? That would be a good start. Anybody interested enough in finding out how this works? 

Student:
G-U-A-R-A-V. 

Andreas:
I hope the acoustics is not as bad for you as it is for me. It's both for videos and Anno wants it on UCB's iTunes. Do people actually listen to that? I am responsible for putting the audio up within twenty-four hours on weigend.com. If you can get to me which format those iTunes guys on campus like, then I'll encode it in that format. That would be great.


We have a couple of guest speakers, maybe two. Does someone want to volunteer -- I'll get them so don't worry, but to coordinate them, tell them where on campus and to be there when they're late and the phone rings and I'm not answering?

Student:
Christine -- I'll do it.

Andreas:
Christine, an easy name. Then for each class, because the classes are quite long, I want one volunteer who says I'm the person for that class, I will help with whatever is needed for that class. It could be two or three hours of sitting down with me the week before. What I propose is I need one person for the second class now. That's hard for me to pick. What's your name?

Student:
D-I-V-Y-A.

Andreas:
Okay, for class two and then the others we'll in signup. There are many (indiscernible) people in class. There's one Wikipedia entry guy who would -- should we combine this with the -- can I add you to that? We have a good entry but it was good two years ago and the world changes. 


All the rest of you, how many of you are left? Can I get a show of hands? I would say twenty or so. We'll do what I always do in this class. I provide the transcript of the class about a week after the class happened, which is kind of late. I provide my notes basically before class, online. It's a long way from that to the richness which you can bring to the class notes. 


I invite you to think what you can do and look at for instance stanford.2011.wikispaces.com  or stanford.2010, or stanford.2009, you get the idea, about the amazing ideas which if we set up the structure right end up associated with the material we have. The structure to make this work is the following:

Three days after class, three or four people are responsible for having the basic structure up. I'll look at it in the first evenings, and I'll grade based on what I see. Everybody gets the same grade. Look at this one on previous years to get a feeling about what's expected. Then the rest of the class, as they're preparing for the next class or just having some ideas, they can hang it in there like a scaffolding. 


What's important is that for each class we are to have three or four people responsible for getting up that scaffolding wiki in ischool.2010.wikispaces.com by Thursday evening. The only way to make sure it happens is to have it as a quarter of the grade. Since we don't know whether we have a TA and we don't know the other grades yet, I can tell you it's between 25 and 40% of the grade. I expect people to do a good job in those three days, so pick a week where you're not super busy between the class and Thursday evening. On that note, who is willing to do today's class? You probably want to take better notes than the others. The others sign up, but today who do we have?

Student:
Wendy.
Andreas:
Wendy, two more. 

Student:
P-R-A-B-H-A.

Andreas:
Third person please with a simple name?

Student:
R-O-D-R-I-G-O.
Andreas:
Thank you. If you want the recording I can give it to you right after class. Any questions? We had lots of them on the way here. Any questions left?

Student:
I was wondering who (indiscernible).

Andreas:
I am super easy about any administrative stuff. Give me stuff and I'll sign it. My view is whoever wants to take the class should take it. Don't take it for the wrong reason because it looks good on the resume or something. If you want to take it, take it. Tell me what to do. I don't know Berkeley well, I'm sure there are ways to sign pieces of paper. That's how it worked at Stanford, and someone enters it into the system.

Student:
Will we be doing some case studies?
Andreas:
We have Vancut (ph.) sitting behind you. Vancut works at a company called Snapfish and Snapfish makes, among other things, photo books. Snapfish is a very social company because you don’t make photo books for yourself, and not about yourself, but typically there's some social connections for the pictures you put in and then you try to give them away or whatever you do with photo books. 

One case will be -- as I said, I'm not entirely sure what the homeworks will be because it depends on support. Vancut offered to give us access to Snapfish data, and for me even more interestingly, to run experiments on the Snapfish site. That's one case. If someone is interested in that, he's the guy. He also is willing to come to all classes, just to act as a nice resource if people have questions. 

In addition to that, did everyone get my email a few days ago where it talked about the Social Data Lab? Did anyone not get it? Social Data Lab is an LLC, so it's not part of Stanford or Berkeley, but it's basically a show I run. So far, all the students are Stanford students because that's where I was teaching the class before. We already have a couple of people, and I'm super happy you came to the meeting on Friday evening, who are interested in that. 


The lab does explicitly work with big companies. For instance, Snapfish is the next one in September. We do about one case a month. October is with Bank of America. November is with Greenplumb, part of EMC. I mentioned other companies from the past: Allstate Insurance, MasterCard, American Express. Those are cases on how big companies use data. 


I don't allow any NDA stuff to occur because there's too much of a headache for everybody so Vancut has to find a way around people not having to sign NDAs because let's keep the lawyers out. We don't want a few university lawyers telling us what you can do and can't do. You don't have (indiscernible) to tell us what we can't do. It's basically an opportunity to work with data, social data at companies which have interest there. I can tell you what's in the pipeline, but I think just knowing the next few months is enough.


They're all consumer-facing companies. That's where social data happen. They're not Googles and Facebooks. They're not interested in actually getting our help. That's interesting. Case studies in class, we probably don't have the time to really do a case, but I'll have many stories from cases I've done or heard. If you ask me for cases I always come up with examples, so if you want an example for something just ask.


Snapfish also offered $100 vouchers to anybody who is interested in creating a photo book on the Social Data Revolution. How do you create a visual presentation of that? I think you need the names of people. I suggest as we go around during the break, if you want to get a $100 voucher from Vancut, get just write Snapfish on the side and you'll get it. 


I personally am very interested in that project. I might get Rick Smolan to come at the second-to-last class. Rick and I worked on a couple of things and he started these books -- A Day in the Life of America, A Day in the Life of California. There's a book on A Day in the Life of Big Data, which we talked about last year at my Stanford class. He came to it and I gave a talk with him at a conference. He would be good to see what professionals make out of a photo book on data.


No obligation. If you want to use $100 for your grandma that's probably okay too. But it would be nice if you handed in something which we could look at. There are lots of things like that coming up, which I'll mention as we go along. 


Ten minutes on my philosophy, and I would like to call this the mechanics of social data. We already mentioned that data is really the only exponentially growing asset class we have, and has been for ages. When you look at companies like Amazon, Google, Facebook etc., and compare them to not so successful companies, in most cases it's they understand how to deal with data. Let me give you an example:
 
In the early days of Amazon.com, the much bigger AOL came to Amazon and said we hear you have good recommendations. We also want to do a bit of eCommerce. Can you help us with the recommendation? Amazon got them to whatever, a cent, per recommendation. Jeff Bezos is a smart man. He knew the data he gets from the then huge AOL, compared to tiny Amazon, is amazing. How he could fill records by people being on AOL and clicking on stuff, he wouldn't have dreamt of with his little company in the late '90s. That's one example where the value of data is very different from what big companies typically think about it.

Many companies come to me with the question: "We have all this data. What do we do with it?" The answer is; wrong question. It's not what is the problem, given the data, but what's the data, given the problem. Come up with a creative act of figuring out what you really want to do. Now in this amazing world, because communication costs basically zero, you can instrument the world so you'll find out what the answers are to the questions you have.

I know this is not what most of you learn in data mining, but this is the way the world has evolved. Those people who tell you we go from data to insets (ph.) to actions to wisdom are the ones who have not realized how the data companies really work. Questions are important. Data is a given. 


Give that that is my view, how do you formalize this? That's the PHAME framework, P-H-A-M-E is the philosophy behind Amazon. P means Problem, so you start with a problem. H means Hypotheses, so for those of you in social sciences you're very familiar with it's a good thing to start with some hypotheses. I'll give you an example in a moment. A central is the Action. What action do you take? It's not about insights, or actual insights about the actions. M is for Metrics. E stands for Experiment.


Example: Amazon has a deal with Chase on the co-branded credit card. When Amazon gets a qualified Chase customer to Chase, Amazon gets 100 dollars and the customer gets 30 dollars. It's quite a lucrative business. The problem was how do we message that to the customer. There were two hypotheses. One was give them a voucher for next time, because there are many side benefits like they remember that they should go back to Amazon, they're more likely to return, etc. The other was give them money now because they're more likely to sign up and whatever happens in the future happens in the future.


Both are reasonable hypotheses. How do you solve a business decision like that? How do you message in marketing what you want to do? Is it that the highest-paid person in the room has the say or is it that you hire some market research firm? 

Student:
Wouldn't you start with an A/B test?

Andreas:
Yes. 

Student:
I guess I would do the two different options and you would take maybe half of the users and serve that option to them. The second option would be option B that you spoke of, and serve that to the second group of users. Then figure out who did what.

Andreas:
Yes, figure out who did what is the metrics part. What you're talking about with the A/B are the actions. Action A was that it said on the checkout page you bought stuff worth fifty-three dollars today. For you it's only twenty-two dollars today if you sign up for the card. That was action A. Action B was the voucher, different actions.


Metrics is trickiest thing of all. There is an importance to get the questions right but companies don't spend enough time thinking about metrics. How do you discount the future? If you say the future doesn’t count then of course you'll do everyone with right now. Let me give you a couple of examples. 


A call center, two weeks ago the guy who runs the call center for United Airlines sent me an email saying he would like to talk because the CEO told him so. I said I'm good until 1:30. He sent another email at 1:29, "When is a good time?" And of course I responded "Now." He's a very good guy. We talked about how do they metrify their call center specifically when you call up. There are two problems with call centers. One is you often don't know who you were talking to. There is no accountability or traceability. Someone told you that you'd get an upgrade if you pay full fare. You show up at the airport and they say what are you talking about; you bought economy at full fare, but not any upgrades. That’s one problem.



The other problem is that people get typically paid for the wrong thing, namely for completing calls. If they can get rid of a customer by telling them something so the guy is quiet and they can get to the next one, they're more likely to do the right thing, given the wrong metric. 


Instead some companies instrumented the calls centers that in the case there is a second call about a PNR, passenger name record, or about a case that needs to be resolved, if there's a second call the second agent needs to say whether it was the first agent who made a mistake or whether it's an unreasonable customer. 


By adding one line of code, and very seriously changing the feature function of the call center that if you have first-call resolution it's not costing the company ten bucks but it's a positive thing for the company because people say I called United and they solved my problem. But boy, if you show up at the airport and you thought they solved your problem, but it turned out there was a mistake and the plane is gone, then it's way more costly than the fourteen bucks for the call center call typically.


I need to find a good balance between examples and theory. If it's too detailed don't worry about it. What I wanted to get across was we need to think about what the cost is, the true cost, from a customer-centric perspective. 


Experiments are straightforward. Don't try to be smart. Often random is better than trying to be smarter than random. That's PHAME: Problem. What's the Hypothesis? What Actions do we take? What are the Metrics? And it's much easier to agree on metrics before stakes have been put in the ground, before people are vested in the different outcomes. Then Experiment is straightforward.


When in the breakout session you talk about communication, I want you to have PHAME in the back of your mind. Let me give you an example. Ten years ago, twenty years ago the main costs of a communication, let's say a credit card solicitation from Capital One. The main cost was borne by the sender. It's about a buck to send something. The user cost of getting annoyed and throwing it away was less than that.


As communication paths have changed, the cost of an email is much less than a dollar. Now the previous is second-order effect, that the end user's cost was negligible compared to the sender's cost is no longer the case. It's now that the end user's cost is the one which dominates – no longer the fraction of a cent to send an email.

Who uses (indiscernible) WeChat? If you don't use it, you should. Then English version just came out a month ago. It's made by Tencent and it's a super interesting experiment for me to see how communication behavior changes. Chinese people never used to use Voicemail. Now everybody uses it. You push a button and it delivers a message to the person. It's very interesting. 


What costs do things have for the recipient? A text message "I'll be ten minutes late" has much less cost for the recipient than a voice message the guy has to go to the bathroom and listen to because he is in a conference call or something. I think this story about PHAME with an emphasis on metrics is important throughout the class. It's important for our lives; how do we evaluate certain things. It's important for companies. It should be important for universities. It probably isn't. That's why I talked about PHAME upfront here. It's about instrumenting the world, and I gave you the costs and an example.


The take-home messages here: it's easy to agree on metrics than on features. If you've built a feature you don't see any point if someone says he doesn't like it. But if you say we can build the metrics harness for recommendations and then you agree on running it, it's very easy.


I make the distinction between live data which is data from experiments, like A/B tests; and dead data, which is data which focus groups produce or data somebody gives you. The whole notion of we are getting a data set from somebody to analyze is basically wrong. You should always see it as an open system where you ask questions in real time. In the world of social data, if you change something, people will do different things. 


Next take-home message, these things are not expensive. We can all do this on a daily basis. A friend of mine at Amazon wondered whether they should grow a beard or not and posted two pictures, one with and one without. Using Mechanical Turk, people votes on how they thought he looked better.


Do you have any stories about little experiments people do? Change your Facebook profile picture and see whether people are more likely to hit you up or how people comment.

Student:
(Indiscernible) She put a picture up on Twitter with a really short haircut. She got thousands and millions of responses, and everybody on the net was talking about it. The next day she came back with a picture of her normal hair, saying that was just a wig, and I wanted to see your response. There were actually articles about whether women should have short hair or not. It went into a whole feminist discussion as well. It was her experiment, I guess.

Andreas:
We can all run experiments trivially easy. We can also all look at Google Analytics and I'm the worst culprit. I have Google Analytics on the site but I only use it about once a year. It's not always enough that you know what do to, but you have to do it. 


The best company example, and I don't have a good feeling yet whether I should give more or less company examples. A bunch of people are interested in what companies do with big data. It's from Best Buy. That can be boiled down to better do 100 experiments which 1,000 bucks each than a higher consultancy that tells you what 100,000 dollar experiment you should run. 


In the startup world, it's pretty obvious to everybody that with the cloud being the computing platform it's trivially cheap to run anything. It's no longer the cost of the experiment. It's the cost of the customer which is expensive. That is the shift I mentioned before.


I did a workshop three or four weeks ago in Singapore for Singtel. Singtel has 445 million paying customers. About half as many people as Facebook, but they all pay. We did talk a lot about these super cheap experiments which can be run now if you have the customers. If you don't, you host (ph.).

Student:
(Indiscernible).

Andreas:
Singtel was an example where I spent three days with the Stanford Students. The first day was in data. The second day was in customers, and the third day was on making money. Data is straightforward. Customers I had a good idea of bringing in eight people, not random people but friends who I knew, former students or friends of friends. It was a brilliant panel, just to share their views. The third say was about the economics of data. They just want to know how to make money with the data, but I said before you know this let's figure out how you get social data and what do the customers actually want. They created a new division called Digital Life which of course I love, so that's why I went to Singapore for it. 


The culture of experimentation is something you need to be able to bring to the companies and other places you work at. Universities are very mixed. Anno is amazing in her openness to experimentation. I really admire her for that, but she is very rare, the Dean here at the Information School. Very few people are willing to let people do what they think is the right thing.


The logic is you need measurement in order to experiment because if you do experiments without knowing what the metrics are then the experiments are useless. Are there any other questions about the PHAME story or why it is here? I did one year of my course maybe three or four years ago where every single class was structured as PHAME, but I think that's a bit heavy handed. It's a pretty powerful framework. 


One quick application of social data that people always want to hear about, given that I was the Chief Scientist at Amazon.com, is recommender systems. Let me take you through the history of recommender systems. First, recommendations were done manually. It's called merchandizing. Recommender systems is someone recommends an item to you. Someone recommends a person to you. (Indiscernible) understand that marriages are done mechanically, that there are people who think about it and then (indiscernible) they're married to that girl.


Here we have (indiscernible). That's the old world, that someone figures out in a nonscalable way what items we should sell together. Then we had product descriptions. Product catalogs are super hard, but one of the things is you can actually figure out which battery would go with that laptop, as opposed to just letting the guy buy the battery when the battery's dead, trying to up sell him the battery. That was based on product data. It's still a very expensive process.

Then the third one you all know: Amazon, clicks. It's very simple. You build a matrix where A-I-J gets incremented by one. If a person buys both Item I and Item J. If you have a product catalog you can map things, not a hard task.


For those of you who know information retrieval you use basic TF-IDF. You do some normalization. You write out to the customer these are the items people buy who bought that item. It's a very different philosophy from having experts do it. Very different from going to the product data. You harvest the collective intelligence of hundreds of millions of customers who figure out what items to buy together with what items, with a simple algorithm of item-to-item filtering. You also see that without data the algorithm is no good. It's data which makes the simple algorithm work. That was the third stage here of recommendations.


The fourth one I think Amazon also did a good job, but also Yelp and other are good, which are reviews. This is C-to-B data, consumer-to business. Reviews are C-to-C data, consumer-to-consumer. You knowingly and willingly create and share data with the rest of the world, about how that pizza was. I think we've all been influence by reviews we've read about things. That didn't exist (indiscernible).


Now finally, where does the social element come in? Here, Amazon actually tried social recommendations. We had a feature called Share The Love which after you bought a book you got a screen and it asked you if you had a friend you might want to tell you bought that book. If at least one of the friends you mentioned bought that book within a week, you'd get ten percent credit, and they would get a ten percent discount. 


Why? Because we wanted to understand the social graph, who influences whom. It was just too early and also ended up in a class-action lawsuit because we never got to implementing it. It was not high enough on the priority list to actually get it done. This was an early attempt to get to social commerce. 

I think it's my view of how recommendations have evolved. If you think about the last ten items you bought, and not the newspaper but items which require a bit of thought, would you say that more than half were bought because you discovered that item through a friend? I'm interested in the social commerce in today's students. If you think about ten items you bought, how many of them did you actually learn about through a friend? You saw someone you personally know using it as opposed to ads or other ways of finding it? Who would think more than five?
Student:
This is for friends you bought things through?
Andreas:
People that when you first saw that item, it was someone you personally know. Interesting. I always way overestimate this number. I told Danny Kahneman who is an economist that I'm so surprised. I think it's like eighty or ninety percent, and Danny says whenever you ask students, don't overestimate their disposable income. Of course, for people like me we see something and we just buy it. Whether we use it is a different story. But for you, you probably think about whether you actually want to buy an item. That's the same at Stanford, around thirty percent. I think it would be like eighty or ninety percent, which is not good news for social commerce.

Social commerce, my belief, is we discover things through friends. By making it easier for friends to share, Pinterest being an example, we see big changes. The reality is not clear. 


For Social Data Class however, the data which are entering the different groups are pretty clear. This one is basically no data. Some guy who knows. This is product data typically from vendors or some (indiscernible). Clicks are data people create, but not social data in my narrow definition – super powerful. Reviews is one kind of social data. People are aware that they're writing a review. Then the social graph is the other kind of social data, which in this one case of social data, reviews, hopefully I made it clear how the world has shifted and how the underlying shift really was not a change in algorithm but a change in data. 

That was the example I wanted to give you on one application. When we do the breakout session, I want you to think about new data sources because if you use the same data as everyone else, you're likely to get the same answers. Wall Street discovered that many years ago so  D.E. Shaw in the early '90s started a company called D.E. Shaw. It was the first data company on Wall Street. He got is edge over everybody else by just having better data, higher-frequency data, richer data, data with error bars and stuff like this. Now data is a commodity which you can buy. D.E. Shaw was the first company that realized if we have other data sources then we might be doing a better job of trading.


I heard that the data from one consumer internet company got sold for millions of dollars every year to Citadel Investments, which is another of these people who make money by taking away money from poor people, called hedge funds. Here other examples are music, where you have better data you can do a better job in recommendations. When we talk about the identity, think about new sources of data rather than just doing a better job on existing data. 


I don’t know whether you guys like to read stuff. In most cases I know what good papers are, but stepping out for a moment here; how should we do that? It's too big a group to discuss papers. If it's five people sitting at a table we can have a paper discussion. Should I assign a couple of papers each class, and nobody reads is as usual? Should we assign a couple of papers and peer review it, anonymize, and have somebody else review it? Should we drop reading? I'm not sure what to do. 
Student:
I like reading.

Andreas:
I like reading too. I just never get to it. I think it's one of those things you need to force people to do it. But then someone needs to grade it. What works is the scale of algorithm that the papers get randomly distributed to other students, and they grade them, and also have a perspective about what else could have been written on it. If you want to do this, I'm sure you have software here that allows for that. If not, one can probably borrow it from the other side of the Bay. Is that weird to you to write a page on a paper and then have somebody else return it, and you don't know who they are; they don't know who you are? I don't want to read through thirty homeworks every week. Who is interesting in getting readings assigned? Then who is interested in doing the reading? Great. Then we'll do it. The grading, I need to find out. If we have a TA, he grades it. Otherwise we'll do this matching algorithm. The three papers for this topic here so far are: 

Eric Sun, a former student who wrote a paper called "Gesundheit". It's about contagion models in influence. Eric wrote the first post on big data and he wrote also my social data posts. He's a great guy. At Facebook, "Gesundheit" the title of the paper should be easy to find. He finds it's not the influences that matter, but it's the propensity of the influenced, whether he's going to be influenced. 


Duncan Watts is a very good guy. I think it's at Cornell and he wrote a couple of books. One is Everything's Obvious Once You Know it, and he has canonical papers in this six degrees of separation world. 


Sinan Aral I'm more critical about. But it's also good reading things you don't agree with. I don't really believe that what he's saying actually holds, but I think it's good to have a spectrum. I think if you Google the name you can find a paper which you're interested in. These are the papers in this area. 

A quick question to you, what would be other applications than the recommendations I gave to you, where you think social data as previously defined actually made a difference in the world? 

Student:
Arab Spring and how a repressed group of people were able to coordinate and also inform the rest of the world about what's going on in their country. 

Andreas:
I was invited to give a talk last year at the United Nations General Assembly on this stuff here. It was interesting that they removed all remarks of that nature. They edited my speech. They didn't want to hear any of that. I was allowed to talk about how South Africa builds health stations based on the mobile phone patterns of people and about influenza outbreaks in Germany, but none of the stuff about London, Arab Spring. They're just afraid.

Student:
Do you have a record of what they pulled?

Andreas:
I can give you the email I got from them. I used the complement what they pulled at the (indiscernible) Human Rights. I had to give a speech in San Francisco. It was a great speech because all the things we talked about that we had prepared I just did there. If you listen to that Human Rights speech, that's sort of what they don't like to hear. 


Arab Spring is overvalued, I think, the role of media there. I'm not sure, I know some of the people close to it, whether it's the media like to say the Arab Spring was enabled by Twitter. There are counter examples. What is this country next to India where – is it Pakistan where there was some hotel five or six years ago which was occupied and journalists were shot?

Student:
That was in India.

Andreas:
I know the following; a friend of mine works for an organization which happens to be in these countries to listen to what people say. They analyzed all the phone calls, text messages and so on, coming in and out of that hotel. There was one which was that somebody told the terrorists "Get the guy in 523 because he just tweeted something we don't want to see." A minute later, the guy who is working for whoever is supposed to shoot that guy is in that room and asked "Is it a fat guy?" They said yes. We looked at the picture on Google. He killed him. 


Information can always go both ways. The terrorists in this case also benefitted from the information on Twitter and Google. It's very tricky. China is working very hard to try to get this under control. Arab Spring and politics, what other things do we have here? 

Student:
Crowdsourcing, one example in Nairobi a company monetized just on the ground people to text in locations and descriptions of businesses to make a business directory.

Andreas:
Is this TextEagle? 

Student:
I don't remember the name.

Andreas:
There's one company called TextEagle which is something like that.

Student:
They got into a big dispute with Google Africa or Google Nairobi. 

Andreas:
Crowdsourcing data – the future of work is taking that to the next level. I don't think any of us will be working the way our parents used to work; that we go to one company and try to stay there. But we'll all have multiple jobs in multiple companies, and our reputations given our BranchOut, and LinkedIn, and whatever persistent history we have somewhere will be marketed there. It's a very interesting topic. Crowdsourcing is very deep. 

Student:
Is open source software (indiscernible)?

Andreas:
I wouldn't call it part of social data. It's part of social technologies, but since we focus on social data, whereas – this is a good example – I don't think open source code is but I'm not religious about it. What other examples do you have?

Student:
Would blogging be an example of social data?

Andreas:
What about blogging?

Student:
It would allow everybody to publish their views, instead of having to go to a traditional outlet.

Andreas:
Absolutely, the feedback cycle on scientific publications is no longer the five years it took. There was an article in the New York Times maybe four months ago where it was not to the pleasure of my esteemed university colleagues, quoted saying that research doesn't happen at university anymore but happens at Google, Facebook and Amazon of the world because they have not only the resources but they have the data to do something about it. Publications are not going to happen in peer review journals but people have to hand over their data set so others can check it, but it's happening by seeing how the stock price goes up. 


In our area, I don't know how it works if you build airplanes, but it's clear by the way the military which used to be where the smart people went in the '60s, now the military buys their stuff like they use iPads, because it's much more relevant and much cheaper for them to use the R&D budgets of Apple and the likes than to try to build their own hardware as they used to. It's a big shift. When you say blogging, what did you have in mind?

Student:
I'm thinking of recommendations on popular blogs, it amplifies their community. More people want to work at a company because a famous blogger works there and talks a lot about it.

Student:
(Indiscernible) Anybody can publish. Everybody has a voice. 
Andreas:
The question is whether anybody is listening. We have come from where it used to be expensive to publish and now it's free. What's expensive now relative to the publishing is; is anybody listening.

Student:
(Indiscernible).

Andreas:
I think universities are in for a change. People just pick up things through blogs and not through scholarly articles, in our field. I'm not talking about studying hill tribes in Thailand. I think it's the same for teaching. The fact is that many more people will see this video online than in this classroom. 

Sebastian Thrun a friend of mine at Stanford I've known for twenty years resigned as tenured faculty from Stanford last year because he said he doesn't want to be a part of a group of people who fool themselves into thinking the 100 students they have in their class is what their life is made for. He had 160,000 students in his class. 


We can talk about my views in office hours tonight, how we decompose universities and actually use people for what people are good at, and computers for what computers are good at. 

Student:
(Indiscernible).

Andreas:
A person I deeply agree with his views on education is Bill Gates. He's a very smart man and really thought about education deeply. It's probably not that well known but I talked to him a couple of years ago at a conference about it. I was very impressed. What I say about education is sort of my rendering of what he says about education.
(BREAK)

Andreas:
I would use the term social data with transaction records which you have with a company. There's lots of discussion, for instance I spent some time last year with iPay which is the company that does all the payments for Taobao which is like the eBay of China. The discussions were about how could they open up their data of peoples' purchases in Taobao to create an ecosystem where startups with a very different risk structure from a big company can build all kinds of apps which might be useful for the merchant's trust for instance. They are companies that consider opening up making public data which most of us would not consider as public, like your transaction records. 

In Amazon's case, those data only enter into this stored way in that matrix. That's why you can't take out somebody's data. We can't just a minus-minus as opposed to a plus-plus for that cell because we don't know how to enter the normalization. We just have that matrix. That's all we have, so there's no personal identifying data there.
Student:
(Indiscernible).

Andreas:
This was item-by item filtering. For the recommendations there's no way of removing somebody's purchase. Too bad for the eCommission (ph.) and the European Union. Other questions?
Student:
It has to do with whether or not the data they use in Google's insights for search, if those key words are considered social data, if the data is generated by people.

Andreas:
Not in my definition. I really stick to the definition that social data is data people create and share knowingly and willingly with at least their friends and the world. 

Student:
So it's the share.

Andreas:
Correct, the creating by itself is useless. Does a tree make a noise if nobody listens when it falls in the forest? 

Student:
(Indiscernible)?

Andreas:
They are company data that get – I think Google flu trends would be a good example where Google makes predictions. If you think about it, the most powerful indicator for the future is what people search for. Hit wise, they did a very good job in some analysis there which they get to (indiscernible) deals with ISPs. Google knows way more than anybody else. 

Who would be comfortable to have all of your searches presented here on the board? I think none of us. All of my text messages, emails – if really need be, but my searches no way. Do you share this sentiment about privacy of searches? There are some examples like Google flu trends where the search is way ahead of reporting to governed authorities for some health problems. There's an example from the German government a year ago where there was an outbreak of E. coli and the Germans decided it was the Spanish responsible for that. They embargoed millions of cucumbers. Those cucumbers were sitting at customs and rotting. 

Then somebody did an analysis of Twitter, clearly socialized data, and Twitter knew better than the German health authorities that it was not the Spanish cucumbers but something in Northern Germany. Their examples were data that are public data, like Twitter, not even Google data, know more than the (indiscernible) system of reporting diseases.  

This is my old friend Quentin. We don't know how we met. I think we met in Munich.
Quentin:
We met at a TED conference in Monterrey underneath the floating jellyfish.

Andreas:
I remember that in 2007 you had your 50th birthday party, right? I had back surgery that fall and the first event I decided I need to be back into real life was your birthday party. That's Quentin.

Quentin:
His version of real life is an afro-pop band up in Tilton Park. It was a fun time though.

Andreas:
I had planned influencing them before you, telling them for half an hour what I think about identity but as it goes in the first class, logistics took up the half hour. We haven't talked about it. You're the first one. I'll assign the video that I did at (indiscernible) and then maybe you can write a couple paragraphs or something like that. The stage is yours. All they know is identity is one of the pillars of social data, namely knowing who the data is coming from. 

Quentin:
I'm going to give probably a more humanities take on it than you might, but there'll be a lot of overlap. Identity stems from one's knowledge of the world and one's desire for what the world ought to be. Your identity is your sense of where you came from; your sense of what you're doing today; and ultimately how you expect people to react to you as well. I'm sure there are all sorts of data mining aspects to that as well. 

An aspect of data we also might consider in a highly digital age goes back to a deep truth that a poet named Wallace Stevens exposed when he said is it himself in them he sees; or they in others? That is to say which becomes true in this dialectic; how you see the world or how the world is seeing you? Both things inform your identity because you create expectations about your behavior based on how the world reacts, but also you look at the world and how it's reacting to you and that informs your good or bad feeling about yourself. 

Andreas:
Is that the same as Goffman who talked about the social construction of reality, where others (indiscernible) as a white American male versus what we now have on Facebook where it's more that we construct our world?
Quentin:
Right, one of the less pleasant discoveries of the last couple decades is how very fragile identity is. We think of our identity as consistent and linear in both time and location. But in fact, both biological psychology and testing of eye witnesses in court indicate that in fact we tend to see what we want to see a lot of the time, and we're rewriting our story all the time, based on new information. 

Identity is a very fragile object that we take as being durable. It is protean. Earlier in my class I was talking about one of the strange phenomena of our time is that data has moved from being a noun – data is not a fixed object; it's become a verb. 

Data exists in relationship to other data much more than it ever did. Every database has potential to be mixed with other data, some structured, some unstructured. When people talk about big data, which is a great theme in computing right now, they're not talking about size of datasets so much as combinations of different datasets, to arrive at different types of truth and different pattern seeking. Similarly, you derive identity from different patterns and affiliations in the course of your day much more now.

Student:
(Indiscernible) I am what I think you think I am?
Quentin:
Without being insane, within limits I think that is a fair valuation. 

Student:
(Indiscernible) I look at the datasets and sometimes I wonder how can I apply those concepts to figuring out (indiscernible).

Quentin:
Gamification is about endorsing choices. You endorse certain choices and you – what's the nice word for punish – parsh (ph.) others, so that people are steered toward having esteem from certain behaviors, which sounds incredibly scenarian, controlling, whatever. We do it all the time. 

As that great technologist Mahatma Gandhi said, people want the future to be so perfect that they won't have to be good. Yes, we are manipulating peoples' identities all the time. Now we're doing it with incredibly powerful tools. 

Andreas:
What is identity?

Quentin:
Didn't you just ask me that? Identity is my story of my very finite life. It is shot through with urgency and desire because let's move to Kahntean (ph.) irreducibles here. What we know is time, space, and finitude. We are objects in space, that has a self, that we know will end, and that gives us a certain kind of urgency. 


Footnote, this is why AI is total bullshit. Go ahead and find me a software program that cares it's going to end and finds anything interesting in that. Whereas, we are obsessed with it and it guides so many of our choices.


Identity is the story of myself in this finite context searching for love and resolution. Searching for transcendence, which products can deliver. That was a joke. But it certainly is a big part of marketing.

Andreas:
(Indiscernible). It's a pretty good prophecy about who you are because (indiscernible) what do you touch more often than your phone. Think about your passport or your Facebook ID, where I think it's highly problematic that Facebook has the right to take your ID away, to take your identity away. You need an account.

Quentin:
Guess you didn't read the terms of service. 

Andreas:
I know, but I think it's highly problematic.

Quentin:
It's problematic.

Andreas:
Your doctor has copyright if he takes your blood pressure. He has copyrighted that, so many things are problematic.

Quentin:
In the U.K. about five years ago, they asked people for their national identity number and that's like their social security number. They said, "I'll give you a Mars bar." Thirty percent take. People would give their most personal, valuable identity for a fricking candy bard. If the dogs are going to eat the dog food, what am I supposed to do would be the corporate response to that. 

Andreas:
I think what we've seen and this is about social data – one meaning of social data is the social graph. What we've seen is a shift in an identity which is based on the person, the attributes, and the story they're telling to relation identity. If you think about who you are, maybe we can offer that you are the friends you have, the enemies you have, the ex-girlfriends/boyfriends you have; defined by relationships.

Quentin:
It is the world around you that's defining your identity. I think there's a certain reasonable point of view for that, your interactions. You can have a very exciting mental adventure but the world will know you through your actions. There's two kind of identity: internal and external. The one the world sees for the most part is the more dynamic because people react to that and that changes your internal world. 

Andreas:
That's complicated for me. Could you say that again?

Quentin:
The kind of data you're concerned with are external reactions on people. They look at you – you encode behaviors dealt out into the world.

Andreas:
Instrumenting the world of interactions.

Quentin:
It's the external self is that identity. 
Andreas:
The point I want to make is we move from attributes to relationship and we talked (indiscernible) wrote a book a year ago. 

Quentin:
The Startup of You.

Andreas:
Which makes the point that it's actually not who you know; it's who they know.

Quentin:
It's external identity, which is obviously the more vivid one in the digital world because internal aspects of ourselves are now being made external as we post the valuable information that I'm bummed that my cat is sad. These are the pictures of my trip to 7-Eleven or what had been internal experiences are being increasingly externalized. 

Andreas:
One thing I'm always interested in is companies' relationships with customers. (Indiscernible) and they have caller ID and they know all about me. But I know nothing about the agent on the other side. Maybe she said her name is Mary but maybe she just said that. 

Quentin:
How much information do you want though? 

Andreas:
I want just as I'm accountable for information I create based on the identity I have, I want to know who created that information.

Quentin:
You think there should be legislation that tags all actors in a process.

Andreas:
All social – 

Quentin:
You want the hamburger to come with a story of a cow.

Andreas:
All social norms that go to those stories where you know the veggies are locally grown.
Quentin:
Those stories have become incredibly valuable. High-end restaurant menus now have little stories of the lettuce underneath them. That metadata has become strangely valuable.

Student:
(Indiscernible).

Andreas:
For me it is that the assymetry which gets used to exploit customers is called revenue management. 

Quentin:
I have another point of view, go ahead.

Andreas:
That we now live in a world where the consumer world you can't post anonymously on Facebook. You know who said what. I want my relationship with the company to be the same. I don't want to have to show up at the airport and be told sorry, that ticket was never issued if Mary told me the ticket was issued. 

Quentin:
I have a different theory. You want it in the special case where you can go strangle the person who didn't issue you your ticket, but really you want to have an illusion of control in an increasingly chaotic world. You don't necessarily want to inspect it. You just want to feel like it's there. You don't have time to inspect it. If I checked the metadata on all my interactions I wouldn't be able to get out of bed.

Andreas:
But you want to be able, when sometimes goes wrong, to figure out whether you're paying the 4,000 bucks extra for the ticket or whether United is absorbing it.

Quentin:
Sure so it should be tagged as a matter of course, and you should have assurance it is tagged, and that will give you that illusion of control. Or it will give you control. Who needs the word illusion. But you'll never exercise it so it's kind of illusory.


I'm being funny but I'm also making a really important point here, which is high-value identity is tied up with agency, a sense that not only am I a person in a situation but I have some control over the situation. My identity becomes more valuable as I have a sense of control of myself in a space. Why else do people amass fortunes, seek status, conquer new lands? 

The huge motivator is a sense of having control over your environment. We know in our heart of hearts it's a pretty chaotic world out there. So that's a valuable thing to us. I think having metadata, having the terms of service thoroughly explored – in part, it's legal protection but in part it's a kind of service to people to give them a sense of being in control of a process they don't really understand. It's a very high-value thing. You could almost make it a feature in a product. 

Student:
(Indiscernible) consumers, most of us actually value our identity as a means for us to get control over the fact that (indiscernible).

Quentin:
I think being empowered in one form or another also extends to potentially understanding processes. I work for a newspaper that generally caters to intelligent, affluent people. Every day they get information about the election in Kazakhstan or how Antarctica is melting again or things over which their daily life will not really be affected. But they take pleasure in it and give us money for it because even understanding the world, even hearing the progress of certain things that seem important gives a sense of control about them. 


Understanding is en elite activity for the most part. I said we met at a TED talk. People fly from around the world to these fricking TED talks where billionaires sit quietly and listen to somebody talk about what's new in the ocean. No bearing on anything they need. But it gives them a sense of being in control and aware and at the cutting edge of understanding reality. It's obviously highly valuable to them. That element of control spins up and down in lots of important ways.

Student:
It's valuable because it adds to their identity or sense of worth?

Quentin:
This is a bad example because what's valuable also is to sit there with other billionaires and be one of those guys. There's a status thing going on there. You can watch them on YouTube and they'd never have to leave their fortress, but they don't do that. 
Student:
(Indiscernible).

Quentin:
Some percentage of them are. But they're not doing Antarctica and Kazakhstan.

Student:
Isn't it some sort of inclusion that they want to feel included in these global processes or the bigger stuff? You were talking about internal/external identity. I personally take it as a person – 

Quentin:
There is a certain joy in inclusion. 

Student:
It makes them feel a bigger part of the whole rather than my own – 

Quentin:
It has to be presented in ways that award them that feeling. When I started out in the wire services, and I think it now is an affliction everybody in the world has; we used to have this joke where after about three weeks of staying up late and reading the AP wire, which is what we did. We had to read all of the news from around the world and tear out the bits that might affect a commodities market. I was doing energy at the time and if there was an earthquake, maybe there was a pipeline or something. I'm reading this chaos all the time. I call it the Paramaribo problem because I noticed it when there was this earthquake in Paramaribo. 

What would happen is after about three weeks of doing this, people would start washing their hands more, or calling up their spouse a couple times during work, or mentioning how there was a really freaky guy on the street. Their anxiety level was up. It was because they were exposed to more disasters. They had to consume chaos all of them, because news is generally bad news. They're taking on all the stuff going wrong. 


There was an earthquake in Paramaribo, Suriname and a week before I didn't know where Suriname was. Now I'm reading about death there and it's like oh God! I hope it doesn't get me. It was this level of anxiety.



I think twenty years ago that was limited to my newsroom. Now everybody's in that newsroom, getting this stuff at them all the time. The anxiety level that can come from that – I was talking in my class about the need for filters, filters being very valuable things, particularly filters that calm you down from that level of information and affirm your point of view, which is a sad thing but affirming points of view becomes very valuable. 


To your point, presenting a certain level of the world's change without having it turn into chaos becomes very important because you're sort of augmenting the identity and making the world seem controllable again. 

Student:
Relevant to Social Data Revolution, how do you think the explosion of sharing and of creating social data as an individual is affecting peoples' external identities? Is it becoming way more important to people, their external identity, what they're putting on Facebook and what other people think about them?

Quentin:
Two points. 

Student:
Is it because they're feeling more insecure nowadays as a social entity?

Quentin:
I'm not sure I'm a good security barometer for the last century. I have to set that one aside. People used to be insecure about things like being hit with sticks. Security is a real tough one to address. Somebody died of the fever is pretty insecure making too. We don't have that.


To your point two things I would say. One, yes there is status in being first. That's why people pass around news, and want to be the first to comment or be the first to spread word. Tweeting about Neal Armstrong's death – people did it maniacally just to be the first to get it out, to cause that chain.


At the same time, everything exists in a kind of market. When something becomes abundant, something else becomes relatively scarce. How shall we describe what you're talking about, social data; as social data becomes abundant, and manifest, and an activity people engage in all the time, the kind of data that isn't accessible that way is likely to become even more valuable to discover and surface that or to speak to some part of that becomes relatively more valuable. 


It's interesting to me that so many of the technology blogs like TechCrunchy and GigaOM and AllThingsD, which speak to this digital world and live online and are all about online companies and have tons of commentators; they all make their money by conferences, where people physically go to a place and sit in uncomfortable chairs and be with each other. Despite the data deluge, the relatively valuable thing for them is physical activity and face-to-face conversations that can't be experienced otherwise. Much like TED talks, it's made finite by elitism, location, various things. That relative scarcity becomes the valuable thing. It’s really a straight-ahead marketplace in that sense.

Student:
I was going to ask from a (indiscernible) perspective, what I'm hearing is that identity is essentially technology (indiscernible) manipulation. 

Quentin:
No, technology can manipulate identity.

Student:
Technology in the more general sense (indiscernible).
Quentin:
Find another way to say it because I led you in the wrong direction.

Student:
(Indiscernible). I think something that you evolve and develop in order to – as an essential (indiscernible) of the process. My claim is there's no kernel of self that is more than (indiscernible) changing other people (indiscernible).

Quentin:
I did say the self was kind of elusive and protean. We're sort of getting into arguments now about whether or not we have souls. Is there something unchangeable? I don’t think you can really solve that in either direction. You may think it's all a brittle fiction, but you don't really act that way when you come right down to it. 

Student:
(Indiscernible).

Quentin:
You'd be in a nut bin with all the other crazy people. It is necessary that we believe in this thing. There was this philosophy movement that was kind of short lived because it made too much sense. It was called Alsop Philosophy. We live as if these things are true, which is basically what we do. I think the philosophers realized if they all accepted that they'd be out of jobs. They stopped it. Yeah, we live in fictions, certainly. That's probably one. I don't know what to do with that. I believe I have a durable self. That may not be true.

Andreas:
Maybe there should be a class about storytelling.

Quentin:
What a fantastic idea. I hope that was helpful and not just random. 

Andreas:
As we said before, this is not a class where you learn the rules of how to do social media campaigns. It's a class where I want you to think. We talked about metrics, and my metric is how many bits I change in you. What did you not consider before and you're considering now? 

Quentin:
I think there is a valuable takeaway that we did surface, which is a successful product will give people a sense of respect and control over their identity. They can't feel abused and taken apart. Processes need to be exposed to some extent so they have a sense of control over what's happening with them. 

Andreas:
Part of the Social Data Revolution is that the social norms are shifting, what companies do with our data etc. and how companies manipulate our identities. 

I believe in starting on time and ending on time. We're a couple minutes over. Let people go who want to go and we can happily have a smaller conversation among ourselves.
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