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Online Case Study
Chapter 13: Culture and social mobility
[bookmark: _GoBack]CityFalcon taps crowd curation culture
All investors are forever thinking about one key question: ‘When companies that we have invested in start returning financial performance figures which are somewhat disappointing, or the shares we hold suddenly drop in value, what happens?’ Of course, at this stage a novice investor would panic. But by then it’s too late. One needs to be ahead of the curve in terms of the information one has before any decisions are made to buy more or to sell now … But where does that information come from? If investors don’t have access to expensive subscription services, they’ll struggle to understand why the stock dropped. Of course web searches can be done, but can the data from all the sources be trusted, even if it appears to be relevant? Many small investors and traders have been battling with exactly these issues until one of them, a young guy called Ruzbeh Bacha, decided to do something about it.
Ruzbeh’s business idea was very simple and based on an already existing phenomenon called Twitter. Ruzbeh’s interest lay in the fact that Twitter has become a major source of breaking news. This news comes from all sorts of sources – from the crowd, from major financial publications and even influential investors.
Trust is a key issue in any financial information source. In 2000, a large agency in the USA was researching information sources, and discovered that the most trusted source of information was financial analysts. However, in 2003 a new category was identified in the survey and termed ‘a person like me’. The ‘person like me’ is a person the investor feels has similar interests and attitudes to themselves. This could be political interests, financial interests, hobbies, social involvement or any one of a number of factors, but the investor identifies them as someone like themselves. In 2003, the same US agency, through their research, noted that about 23% of people would categorise ‘a person like me’ as being the most trusted source. By 2004, that figure had gone to 51%, and by 2013 the figure moved to a whopping 65%.
This means, essentially, that peer trust drives business. In the same way that sites such as TripAdvisor generate trust through online reviews by actual hotel guests, investor trust can be generate by peer advice.
In 2013, Ruzbeh Bacha started a new company called CityFalcon which is now firmly on the scene … it’s like a Bloomberg for consumers, and provides the next generation of solutions for both investors and traders. Based in London, CityFalcon offers financial news, with Twitter as its exclusive content source. The app makes use of financial ‘Big Data’ from Twitter by leveraging Gnip, and then uses the power of Twitter and crowd curation to provide a comprehensive and timely resource for investors and traders. Essentially CityFalcon brings the consumer-investor real-time curated news, views and analysis; helps make sense of this information; and provides it in an easy to consume format. The company takes filtering seriously too, in order to decipher what’s right for the client and what’s not, and so a large part of the offering is to do with personalisation.
In addition, breaking news is obviously transmitted direct to a smartphone so that the viewer can watch the story as it unfolds. Clients can gain information from what is trending. And what’s more, it’s nurturing an online culture of enabling clients to follow portfolios and not just people.
The service is provided free to the user – the only thing they have to do is to build a ‘watch list’ of companies and organisations that they are interested in.
Questions
1.	What are the cultural drivers and major motivations of registering with such an organisation?
2.	Why is trust such a huge issue, not just in financial markets, but specifically with crowd curation?
3.	How significant is this type of cultural change to online consumer behaviour?
4.	How would you analyse the functional environment of CityFalcon?
5.	In this type of marketplace, where the consumers are developing networks and cultural communities, what subcultures could you see emerging?

