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There’s too much 
emphasis on the 
technology enabling  
our behavior, and  
not enough on the 
behavior itself.
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Social Media


We owe ourselves a better understanding of…!
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Social Media

We have basic human 
needs to be social.



Quality of life depends on our 
ability to transmit cultural 
information to and from others. 
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Most of our human needs are social in nature!

Source:  Maslow’s Hierarchy of Needs, via Wikipedia.  http://en.wikipedia.org/wiki/Maslow's_hierarchy_of_needs


Self-Actualization

Morality,  
creativity,  

spontaneity,  
problem solving,  
lack of prejudice,  

acceptance of facts 



Esteem
Self-esteem, confidence, 
achievement, respect of 
others, respect by others


Love | Belonging
Friendship, family,  
sexual intimacy


Safety
Security of: body, employment, resources,  
morality, the family, health, property


Physiological
Breathing, food, water, sex,  
sleep, homeostasis, excretion
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Humanity depends on 
social behavior.
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Social Media

Media enable  
our social behaviors to 
evolve over time.



They evolve in service of  
our natural drive to transmit 
(and evolve) our culture. 
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Media evolve in service to our social behavior!
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> !
spoken lore 	
   written word	
   print 	
   hyper text 	
   (hash)tags | (geo)tags


> ! > ! > !



Source:  “Social Media Infographic Illustrating The History of Social Media” by Jonathan Saipe, 24 November 2010   
http://www.emarketeers.com/e-insight/social-media-infographic-illustrating-the-history-of-social-media
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All media can be social.
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As marketers, we will  
be subservient to media 
until social behavior 
becomes our focus.
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We need to know  
what’s appropriate,  
and what isn’t, to be 
socially effective.
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Why When Where


We owe ourselves a better understanding of…!
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Why When Where

Address the 
motivations 
behind people’s 
behavior.



Why do people 
engage in social 
behaviors in our 
product category? 
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Why When Where

Sequence your 
program to 
people’s journey.



What needs are people 
trying to satisfy at a 
given stage of the 
decision journey? 
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Why When Where

Employ the channels 
most suited to the 
desired behavior(s).



Where are people most 
likely to engage during a 
given stage of the 
decision journey? 
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Understanding the  
why, when, and where  
of current behavior  
can reveal opportunities  
to change it. 
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DecisionDNA
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Decisions involve many different motivations and expectations, 
pre-decision thru post purchase.!
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27,430
respondents!

 
29!categories!

        !14!studies!
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Why we developed it!

Know why not simply what


Connect the dots not look in disaggregate


Actionable through quantitative rigor
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Decisions involve many different motivations and expectations, 
pre-decision thru post purchase.!
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sift & sort


get it done


get comfortable


take control


seek inspiration


anticipate


act on impulse


assess firsthand


advocate


celebrate & savor


explore
 DECIDE
 BUY
 provoke a reaction


so
ci

al



so
lo



Some stages are more social than others!
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Great work is always 
informed by the innate 
human needs and 
motives that drive  
social behavior.
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Along with many other social behaviors, different platforms excel 
in specific areas.!
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 provoke a reaction
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People often look to YouTube to learn and get new ideas.!
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explore
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People look to Facebook when anticipating –  
to have fun, and not get bogged down in details.!
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People using Twitter to provoke, question authority  
and show off a bit.!

DECIDE
 BUY
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provoke a reaction
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Beyond ‘social media’ platforms, many other social behaviors  
are occurring as well.!

DECIDE
 BUY


so
ci

al



so
lo



anticipate


explore
 provoke a reaction


received recos from f/f

talked to others who bought

talked to experts

visited review sites

spoken lore


built online shopping/wish list

collected info/photos/articles, etc.

browsed a mag article



print


gave reco to f/f

showed or sent a photo

posted comment to review site



hashtag
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As new media evolve,  
old media retain  
their purpose. 
 
(Though they do fall in and out of populist usage.)
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And all of this gets more important when looking through the lens 
of a specific category.!

Is the category a naturally 
social one?!

Are specific platforms more 
suited for certain types of 
categories?!
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Is the category naturally a social one?!
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Toilet Paper: 10 days, 5 touchpoints!
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Baby Food: 10 days, 27 touchpoints!
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Are specific platforms more suited for certain types of categories?!
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Are specific platforms more suited for certain types of categories?!
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Are specific platforms more suited for certain types of categories?!
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A look at beer vs. washing machines…!
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…who are both ‘equally social’!
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Their journeys are focused on very different needs and expectations.!

Washing

Machines


Beer
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And, therefore, have different dominant social media channels.!
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Washing

Machines


Beer




Great work is always 
informed by the innate 
human needs and 
motives that drive  
social behavior. 
  
(Especially as it relates to your category.)
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There’s too much emphasis on the technology enabling 
our behavior, and not enough on the behavior itself.


Humanity depends on social behavior.


All media can be social.


As marketers, we will be subservient to media until  
social behavior becomes our focus.


We need to know what’s appropriate, and what isn’t,  
to be socially effective.


Understanding the why, when, and where of current 
behavior can reveal opportunities to change it.


Great work is always informed by the innate human 
needs and motives that drive social behavior.


As new media evolve, old media retain their purpose. 
(Though they do fall in and out of populist usage.)


Creativity has the power to transform human behavior.
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