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This is Pluck
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Paid/Owned/Earned Social
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Paid

Earned

Owned
Facebook ads


Sponsored Tweets

Yelp for owners

Facebook brand pg.

Twitter account

Anything on-site 
(ratings & reviews, 
forums, …)

Digital W.O.M. (consumer tweets, shares, likes, off-site reviews)

Viral content



The traditional purchase funnel
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Consideration Purchase LoyaltyAwareness Familiarity

Source: http://www.mckinsey.com/insights/marketing_sales/the_consumer_decision_journey  (2009)

http://www.mckinsey.com/insights/marketing_sales/the_consumer_decision_journey


McKinsey’s Consumer Decision Journey
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Source: http://www.mckinsey.com/insights/marketing_sales/the_consumer_decision_journey  (2009)

http://www.mckinsey.com/insights/marketing_sales/the_consumer_decision_journey


Web UX design still benefits from funnelthink
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Add-to-cart Purchase Post- 
purchase 

engagement

Arrival Navigation



“Social commerce success 
entails having the right 

consumer interaction for the 
current mood, moment, and 

mode.”



Mood Moment Mode Interactions

Casual Awareness

(Consideration)

Interested
Information 
gathering


(Consideration)

Focused Shopping

(Active Evaluation)

Committed Deciding 
(Active Evaluation)

Pleased

Post-purchase

Aggravated

Not intended to be comprehensive: much could be added, and much overlaps. 
Mode = omnichannel form factors, essentially.
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Mood Moment Mode Interactions

Casual Awareness

(Consideration)

Blogs

Collages

Projects

Interested
Information 
gathering


(Consideration)

Forums

Category Q&A

Focused Shopping

(Active Evaluation) Ratings & Reviews


Product Q&A
Committed Deciding 

(Active Evaluation)

Pleased

Post-purchase

E-mail solicitations

Collages etc.

Social sharing

Aggravated PPE

Support forums

Not intended to be comprehensive: much could be added, and much overlaps. 
Mode = omnichannel form factors, essentially.

Tablet Phone PC

Phone

(in store) PC

PCTablet

Tablet Phone PC

Tablet
Phone

PC



Three more examples



Walgreens: forums
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Walgreens: members-only group

14



Walgreens: members-only group
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Walgreens: leaderboards
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Autodesk: self-serve help
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Autodesk: project mosaic
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Autodesk: 
project 
detail



Nestlé Very Best Baking: forums
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Nestlé Very Best Baking: leaderboard
Well-adopted but contained the seeds of its own troubles
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Nestlé Very Best Baking: still around
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A digital community is a 
garden.



But, it doesn't have to be 
evergreen.



Measuring ROI for Autodesk
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Fusion Project Gallery Self-service Community

Directness of measurement
Importance of measurement

25% call 
deflection


$6.8M saved in 
2011


NPS up 10% 
within 6 months



Measuring ROI
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R&R/Q&A Community  R&R/Q&A Community

Directness of measurement Importance of measurement

When you don'tWhen you own conversion



Sephora: anatomy of a great PDP (and more)



Sephora PDP
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Sephora PDP
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Sort options ▶



Sephora PDP
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Sephora PDP
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Sephora PDP
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Sephora PDP
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Sephora decorated search results
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Sephora 


Collages
• Shoppable


• Shareable


• Allows commenting
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Sephora overall
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• Very clean

• Decorated search 

hits

• Social amplification

• Navigable 

aggregate block

• Rating histogram

• Product attribute 

filters

• Author affinity filters


• Helpfulness score & 
sorting


• Badging

• Promotional 

consideration labels

• Author profiles

• UGC photos

• Collages

• Flexible about 

anonymity

• Badges aren't 
explained


• No most-helpful 
block


• No verified owner

• No review count on 

search hits

• No social sign-on

• No chosen answer

• Author profiles could 

be richer

MERITS DEMERITS



Other PDP Concerns

• Volume


• Trust


• SEO


• Responding with 
empathy


• Analytics and 
actionability
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Review Syndication (Target)
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More R&R features (Best Buy)
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Profile trust features (Best Buy)
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The digital 
community 
toolbox
What we've not 
covered thus far
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Editorial content
• Builds brand awareness through blogs and more…


• Infographics


• “Exclusive” galleries & collages


• White papers and other premiums


• Relevant social features:


• Comments, Reactions


• Social amplification


• Social content's impact on SEO
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Reactions
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Projects/recipes



Thank you!

Glen Ford

glen@austinproduct.pro
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Photo credits (Creative Commons licenses): 
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Appendix
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Social Channels
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Facebook

Twitter

Pinterest

Instagram

YouTube

Polyvore

Quora

Spiceworks

& many more …

Forums

Reactions

Editorial content (blogs etc.)

Ratings & Reviews

Photo & video galleries

Social mosaics

Collages

UGC comments on other content

and, ancillary tools

EXTERNAL OWNED



The digital 
community 
toolbox
Covered earlier
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Forums
• Category forums 

(“What kinds of cameras are there?”)

• Category Q&A 

(“What should I be looking for in an SLR?”)

• Lifestyle forums 

(“What GoPro should I buy so life can be more gnar, brah?”)
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Collages
• Curated, shoppable, visual collections


• Combine several UGC types
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Photo/Video Galleries
• Builds a destination 

around passion for 
a hobby, brand, or 
lifestyle


• Can build brand 
awareness


• Activates the 
excitement of key 
influencers


• Great for contests
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Product Q&A
• Important as consumer narrows candidates down
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Ratings and Reviews (R&Rs)
• The most important social element near the moment of 

purchase

• Key vendors: Bazaarvoice, Reevoo, PowerReviews
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