CO-CREATING CONTENT Friday, June, 9 a.m. to 9:45 a.m.   

HIGHLIGHTS

•   Tim and Nina Zagat, Co-founders and Co-CEOs of Zagat Survey: “We shifted the paradigm of the survey.  The survey had always been for the benefit of the seller; and Zagat made it for the benefit of the consumer.”  

•   Bob Mankoff, Cartoon Editor, The New Yorker and President of The Cartoon Bank, said marketers “must move away from the the audacity of hype.” He added, “User-generated content isn't with a focus group; it is one person or two people.  Funny doesn't reside in the object, funny resides in a relationship.”  
•   Lesley Solomon, VP, Sales & Partnerships, of Gather said people are connecting online out of the core human need to connect, to share and to be recognized. Regarding online communities, she added, “if you don’t like it, don’t join it.” 

--------------------------------------------------------------------------------------------------------------------------

Moderator Jackie Price, SVP, Digital Entertainment, Rights & Technology, opened the discussion by describing the fascination people have with user-generated content. She said users are altering the dynamic between corporate marketing, entertainment and life.  
 
Tim & Nina Zagat talked about how the Zagat guide began as a hobby. They were members of a wine-tasting group and felt that they needed a guide that was more useful and faster than newpaper archives.  They started with user comments and then added the numerical scores. Then editors (initially Tim himself was the editor) read through hundreds of comments and found the ones that reflected the numbers.  They edited the guide into something accurate and reliable.  Now the site allows people to make unedited comments and remains a trusted source.

 

The miracle of all this was, "Along came the internet," Tim Zagat said, which has allowed Zagat to revolutionize the business by making it more efficient."
New Yorker Cartoon Editor Bob Mankoff:  Marketers must move away from ‘the audacity of hype.’ Cartoons are created by individuals, not a focus group and not a team.  The New Yorker receives 1,000 cartoons a week, and we’ve received more than 500,000 entries to the caption contest.  If you want to be a cartoonist, I always say, “Draw 10 cartoons a week, because nine out of 10 things in life don't work out.  User-generated content isn't with a focus group; it is one person or two people.  Funny doesn't reside in the object, funny resides in a relationship.  He advocates “trial and error” over long-term planning.

 

Lesley Solomon from Gather.com, a social network for adults that focuses on core human needs to connect, share and be recognized.  Media has become multi-directional.  The site began with a story about the coal mine accident in Virginia. A Gather.com member was live blogging and reporting from the church.  Gather has done work at the Presidential debates, with five Democratic bloggers, five Republican bloggers and five independent bloggers.  She sees a convergence between the offline and online worlds.
 
Teemu Huuhtanen, Habbo:  He described his social network as being semi-Disney in the sense that it is a virtual world for teens, ages 13-16, in 29 countries. Habbo provides members tools to create content and does not allow content to be uploaded.  It focuses on moderation and safety.  Five years ago, Mountain Dew launched in Finland through Habbo. Marketers must add value to the community.  Mountain Dew created a pool and a lounge, and then hosted an online tasting two months before the drink launched.  In the US, advertisers are a few years behind European advertisers. In Japan, the users are mostly over 20 and many are moms.  He has learned that Habbo can't go global with the same product.  In the US, the users want exclusivity and stardom, but in Europe teens are fine with everyone having the same access.

Price: What is the appeal of virtual communities? User generated content?

Zagat:  We couldn't find a publisher; nobody thought it was worthwhile to publish a book about New York restaurants.  

Mankoff:  We are constantly looking for entertainment and stimulation  People are generally in either a purposeful or a playful mode online. Mankoff says that we’re not busier but that we just want something to do every waking hour. 


Texas State University Department Head Lori Bergen:  We fear crime, we don't leave our houses after 11PM.  Online there is a greater sense of trust.  How much is influenced by how sense of security has shifted offline?

Solomon:  When a person joins Gather, he/she creates a profile that others can view. There’s a connection formed by reading each other’s profile. 

Mankoff: Something is lost and something is gained.  If it is the information age, why doesn't anybody know anything?  You have virtual friends, but they aren't real relationships, and it leads to isolation and substitution.    


Price: Is there a generation gap, would younger people say these are real relationships?

Teemu: Only 30% of users don't know their friends in real life.  He sees a trend that like-minded people will form groups and hang out online.  The site does not allow teens to exchange contact information and only can interact in Habbo.  Forming groups can add value to your life.

 

Price: Out of all the people you deal with, someone has certainly said, ‘This really sucks,’ what are people saying is really bad about your service?
 

Mankoff:  The back page of The New Yorker was met with some resistance, because some readers wanted content that is generated by New Yorker writers.

 

Solomon:  ‘If you don’t like, don’t join it,’ she said regarding user-generated communities. The Gather community is protective of itself, and disagreement isn’t necessarily a negative. 

Teemu:  Most of the teens who complain are always complaining about cost.  He said, 90% of revenue comes from end-users.  Teens wanted to know, ‘why is Habbo asking for money when nobody else is?’  After you invest your first $5, you are hooked on the site.  There are over 500 fan forums where teens talk about Habbo. 

 

Zagat asked Gather’s Solomon: ‘Do you have a mission about making the world a better place?’
 

Solomon:  People are connecting about interests and around things that excite them; then Gather is creating an environment that adds value.

 

Zagat:  The people who are involved are passionate and making connections.

 

Mankoff:  Our village is expanding through online.  

 

Zagat:  But it doesn't replace having dinner with our friends.

 

Mankoff:  Do not harm and have some fun.  That is the mission for all of us. It is enough to have a tiny mission statement.  

 

Teemu:  Companies slogan is, "Everyone can play."  

 

Question from audience: ‘How can I relate to my students?’ 
Price: You have to live where they live.  You have to become a member of it; you can't just be an observer.  You commit to being involved in the communities.

 
Price: Is user-generated content what we NEED or what we WANT? 
Mankoff: The back page of The New Yorker is fine, but don't ask us (cartoonists) to start completing articles for you.

Zagat:  We shifted the paradigm of the survey.  The survey had always been for the benefit of the seller; and Zagat made it for the benefit of the consumer.  
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