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Organizations didn’t grow  
successful social media  
strategies overnight. But  
through trial and error—and  
under the right conditions— 
they’re beginning to cultivate  
genuine business value.



HOME

EDITOR’S NOTE

EXECUTIVE  
DASHBOARD

VERBATIM

IT, THOROUGHLY 
PLANNED

HTML5 STRIVES  
FOR SUBSTANCE

SKILLS SCARCE  
AS HADOOP 2 IS  
LET LOOSE

STICKING WITH  
SOCIAL STARTS  
TO PAY OFF

MANAGING  
PROCESSES TAKES  
A SOCIAL TURN

A SOCIAL CONTRACT

HR’S MOMENT  
TO SHINE

2 BUSINESS INFORMATION  •  DECEMBER 2013

READERS WHO HAVE longed to read the words of 17th-cen-
tury English philosopher Thomas Hobbes in the pages of 
Business Information, this is your opportunity.

In this issue, columnist Joshua Greenbaum cites 
Hobbes in his discussion of “social collaboration,” or us-
ing social networking technology to share information 
and work together. Not that Hobbes ever considered the 
notion of AIM, Twitter or the like, but he did discuss the 
way people use social tools and collaborate. Sort of.

Greenbaum echoes Hobbes, arguing “ruthless com-
petition, not congenial cooperation, was the dominant 
behavioral paradigm of an innately selfish species.” This 
is true, and because of that, the philosopher said, society 
needed a strong central authority to survive.

Similarly, today’s social collaboration “craves a central-
izing governing force,” Greenbaum writes.

There are two ways to look at this point. First, social 
tools have historically become mainstream through 
grass-roots means. No IT manager decided it was time to 
install AOL Instant Messenger on desktops—it was users 
who made AIM a de facto standard by downloading it 
themselves and making it an essential office tool.

But second, no business can fully harness the power 
of collaboration by letting users choose their own tools. 
So that “centralizing governing force” has to work with 

the users to find tools they will use, and, more quietly, 
set policies for that use and create the means to measure 
how the collaboration effort is delivering value.

Then, the process requires patience. “When you’re 
connecting with people, building relationships, you have 
to invest for quite a while to see return,” says consultant 
Rachel Happe in this issue’s feature story on how organi-
zations are cashing in on social media initiatives.

More to the point, writes executive editor Lauren Hor-
witz, a successful social media plan requires the organi-
zation itself to work more collaboratively by bringing all 
relevant departments together in the development phase.

“It’s about having all the stakeholders in the room to 
collaborate and design that strategy together across the 
organization,” says Victor Gaxiola, social media director 
at Actiance, a social networking platform provider.

So Hobbes was right, at least in this case. In the end, 
successful enterprises are the sum of the cooperation 
between their leaders and their employees, partners and 
customers. If your organization is deficient in that? “In 
such condition there is no place for industry, because the 
fruit thereof is uncertain.” n

SCOT PETERSEN is editorial director of TechTarget’s Business  
Applications and Architecture Media Group. Email him at  
spetersen@techtarget.com. 

EDITOR’S NOTE  |  SCOT PETERSEN

The Social Enterprise: Leviathan 2.0

mailto:spetersen@techtarget.com
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Cloud Advisory
In a March survey, 54% 
of respondents said they 
used cloud IT services  
or applications. A fall  
survey showed a signifi-
cant increase.

67%  
Yes

26%  
Not using

7%  
Not using, but plan to

SOURCE: TECHTARGET’S FALL 2013 
CLOUD PULSE SURVEY; BASED ON 
DATA FROM 825 RESPONDENTS

In less than a year  
hybrid, public-private 
cloud use has gone from 
not worth mentioning—
garnering just 15  
responses in March— 
to rivaling the rate of 
public cloud adoption.

40%  
Public

39%  
Hybrid

21%  
Private

SOURCE: TECHTARGET’S FALL 2013 
CLOUD PULSE SURVEY; BASED ON 
DATA FROM 456 RESPONDENTS

TREND SPOTTER  |  EXECUTIVE DASHBOARD

Collaboration Nation?
Plenty of people are thinking about collaboration and its importance—some  
are even doing something about it.

SOURCE: SEARCHCONTENTMANAGEMENT.COM’S 2013 READER SURVEY; BASED ON DATA FROM 701 RESPONDENTS 

28
+20+19+16+8+8+1+s

28% 
Concerned about  
information security 

1% 
Waiting for principal 
vendor to create  
an enterprise social 
networking tool

8% 
Concerned about  
integration with  
existing systems

8% 
Waiting for the  
market to mature

21%  
Other

19%  
Don’t see a need  

for enterprise  
social networking

16% 
Considering it but 

want to see the  
return on investment

 
 
 
 

Have a collaboration program in place 

Currently have no plans to add one

Planning to deploy a collaboration 
solution in the next 12 months

Allow external collaboration

SOURCE: SEARCHCONTENTMANAGEMENT.COM’S 2013 READER SURVEY; BASED ON DATA FROM 713 RESPONDENTS 

66%

15%

12%

8%

Enterprise social networking technology is gaining popularity as a collaboration  
technology, but not everyone’s a fan (see “A Social Contract,” page 24).
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“ In short, we are witnessing the  
end of middleware as we know it.”
CHRIS MCNABB, Dell Boomi’s general manager, on 
a major technology challenge businesses face in 
the “API economy,” a catchphrase for the buying 
and selling of products and services over the 
Internet  

“ Data is the voice of the 
customer, and you’ve 
got to bring that right 
into the heart of the 
organization.” 
TERRY LEAHY, former CEO of  
British retailer Tesco, on using 
data to make smarter business 
decisions

“ Social doesn’t have  
to be the wild, wild 
West of Facebook  
and Twitter. You can 
bring it inside the 
firewall.”
JESSE WILKINS, director of  
research and development at  
the Association for Information 
and Image Management, on  
using internal social networking 
tools—a first step for organi-
zations that are hesitant about 
adopting a social media  
strategy

“ Most of us have a very love-hate  
relationship with these systems.”
DAVID MALLON, head of research at consultancy 
Bersin by Deloitte, on learning management  
systems. Once scorned, they’re now being  
rejuvenated by cloud, social media and mobile 
technology.

“ The surface  
area for attack  
is huge.”
STUART MCCLURE, founder 
and CEO of cybersecu-
rity startup Cylance, on 
security risks to sup-
ply chains powered by 
machine-to-machine 
technology

“ All of those hundreds of billions of dollars  
that we spend as a country [on] health care— 
we need to understand what it’s worth.”
DAVID GOODMAN, professor of pediatrics and health policy at the  
Dartmouth Institute for Health Policy and Clinical Practice,  
on using geographic information systems to wipe out location- 
based variations in health care delivery

http://searchsoa.techtarget.com/feature/What-CIOs-developers-should-know-about-the-API-economy
http://searchbusinessanalytics.techtarget.com/news/2240208132/Overcome-executive-objections-to-embrace-data-driven-decisions
http://searchbusinessanalytics.techtarget.com/news/2240208132/Overcome-executive-objections-to-embrace-data-driven-decisions
http://searchbusinessanalytics.techtarget.com/news/2240208132/Overcome-executive-objections-to-embrace-data-driven-decisions
http://searchcontentmanagement.techtarget.com/news/2240208336/Social-business-benefits-include-increased-revenue-expert-says
http://searchcontentmanagement.techtarget.com/news/2240208336/Social-business-benefits-include-increased-revenue-expert-says
http://searchfinancialapplications.techtarget.com/news/2240207116/Massive-open-online-courses-emerge-as-corporate-training-option
http://searchfinancialapplications.techtarget.com/news/2240207116/Massive-open-online-courses-emerge-as-corporate-training-option
http://searchmanufacturingerp.techtarget.com/feature/Tips-for-combatting-M2M-security-risks
http://searchmanufacturingerp.techtarget.com/feature/Tips-for-combatting-M2M-security-risks
http://searchbusinessanalytics.techtarget.com/news/2240208085/Health-industry-tackles-problems-with-help-from-GIS-software
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WADE LEWIS BREEDS swift, muscular quarter horses as a 
hobby, but his career as an Oracle professional has been 
more like the course of a thoroughbred—longer, steadier 
and taking a few more turns.

Lewis has been in IT since the 1970s. He tracked 
high-accident locations for the Oklahoma High-
way Department, and the application he ran 
was on a mainframe. After spending the 
next 15 years working on big iron as an 
employee and consultant, an insurance 
company in Texas asked him to im-
plement Oracle Financials. Now the 
56-year-old is the chief information 
officer for Georg Fischer Central Plastics 
LLC, a Shawnee, Okla., manufacturer for 
the piping industry and a big Oracle user.

Back in the day, the mantra was “you’d 
never get fired for picking IBM.” In some 
regards, that is how it is with Oracle to-
day, Lewis said. He sees Oracle and 
SAP as the only big players in 
the enterprise applica-
tions game. Most 
of the smaller 
vendors can’t 

support multilingual and multicurrency features, which 
Lewis said are necessary for a global company like Georg 
Fischer.

And it’s all about software now, Lewis said. That wasn’t 
always the case.

“When I first started implementing Ora-
cle, the biggest decision was the hardware 

you would choose,” he said. “Now soft-
ware is the big choice, and hardware is a 
commodity.”

Lewis is deliberate and patient in his 
approach to technology. He has a five-
year plan for everything in his IT orga-
nization, and he doesn’t tend to be an 

early adopter. The company is just now 
embracing server and desktop virtualiza-

tion—and hadn’t upgraded its ERP system 
for five years.

He has a similar approach to his 
hobby, breeding quarter 

IT, Thoroughly Planned

NAME: Wade Lewis

TITLE: Chief information officer

ORGANIZATION: Georg Fischer 
Central Plastics LLC

HEADQUARTERS: Shawnee, Okla.
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http://searchfinancialapplications.techtarget.com/feature/Workday-Financials-works-for-global-customer-TripAdvisor
http://searchcloudprovider.techtarget.com/feature/Opinion-Oracle-hardware-sales-slump-but-service-layers-what-matters
http://searchcloudprovider.techtarget.com/feature/Opinion-Oracle-hardware-sales-slump-but-service-layers-what-matters
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horses for racing. Good breeding takes time, patience 
and planning. Lewis grew up in rural Oklahoma and has 
been around horses his entire life. In the 1980s, the state 
legalized pari-mutuel betting, and horse racing took off. 
Soon after, Lewis started breeding and selling horses.

Quarter horses are the sprinters of the horse-rac-
ing world. Their races are shorter, and the horses run 
faster—upwards of 50 mph, compared with about 30 
mph for thoroughbreds. 

“I treat it like a business,” Lewis said. “We try to make 
a profit.”

But Lewis doesn’t bring a sprinter’s rush to the job 
of running IT. That was the case when he decided that 
Georg Fischer needed to upgrade its E-Business Suite  
system. R11, released in 2000, was no longer under  
Oracle Premier Support, meaning if you found a bug you 
couldn’t get a patch for it. Upgrading to R12 was neces-
sary, but it wasn’t easy—and that called for a careful and 
measured approach to the project.

“All of our previous upgrades were within the same re-
lease,” he said. “This is our first upgrade where we went 
to another major version, and we probably won’t have to 
do that again for another five years or maybe more.” 

According to Lewis, planning and implementing the 
upgrade took almost three years, with a lot of testing to 
make sure it had minimal effect on users. The upgrade 
itself, which happened in July, took 68 hours. 

“A lot of times in IT, it is all about the planning,” 
Lewis said. “Execution is a second thought. It’s all about 
whether you’re ready to be there and are prepared for as 

many scenarios as possible.”
But just because he’s cautious doesn’t mean he’s averse 

to change. Take customization. For as far back as Lewis 
can remember, IT organizations employed staff to cus-
tomize software for their companies’ purposes. Now, 
Lewis said, Oracle has implemented more personaliza-
tions, so customization isn’t as necessary.

“We used to customize the hell out of stuff. We would 
do some hard-core coding,” he said. “Now you can take 
software off the shelf and have it behave the way you 
want.”

Lewis added that the ultimate goal is process improve-
ment. The company has in-depth statistics tracking its 
manufacturing and distribution processes—the paths 
that pickers travel to pick up products in the warehouse 
and how long it takes to inspect or store them.

“I have several teams trying to identify what we can 
do to be more efficient with our ERP system,” he said. 
“We’re looking for any way to improve the business.” 

—MARK FONTECCHIO

LEWIS DOESN’T BRING A 
SPRINTER’S RUSH TO THE  
JOB OF RUNNING IT. HIS  
IS A CAREFUL, MEASURED  
APPROACH.

http://searchoracle.techtarget.com/news/2240024119/Users-consider-Oracle-EBS-R12-upgrade-as-Premier-Support-for-11i-ends
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IN THE EARLY 1990s, HTML quickly became the leading 
markup language for creating webpages. But after the 
release of a 4.01 version in 1999, the HTML standard hit 
a dead end. The World Wide Web Consortium shifted 
focus to an XML-based offshoot called XHTML—until 
2008, when an HTML5 revision started percolating. 
HTML5 won’t become an official standard until next 
year, but implementations are already in wide use. 

THE BUZZ
HTML5 supports cross-platform development of user 
interfaces for PCs and mobile devices. It also can enliven 
Web-based applications with built-in audio and video 
elements and support for multiple two-dimensional 
graphics formats. Proponents say HTML5 could usher in 

an era of rich Internet applications that, say, let business 
analysts drag and drop data components to personalize 
dashboards—or enable data scientists to navigate 3-D 
data models using devices as small as wrist PCs. 

THE REALITY
Universal adoption by developers may be a long time in 
coming. A generation of business applications won’t be 
rewritten overnight, and many mobile developers will 
continue to build native apps to take advantage of device 
features. HTML5’s smooth voyage to standardization isn’t 
assured, either. In October, a brouhaha broke out over 
whether it should support digital rights management 
technology favored by some large Internet companies  
but scorned by champions of an open Web. —JACK VAUGHAN

The Rocky Road to HTML5

TREND SPOTTER  |  WHAT’S THE BUZZ?

HTML5 Strives for Substance

1991: Physicist Tim Ber-
ners-Lee releases a sim-
ple description of HTML. 
Drafts of the markup 
language follow.

1994: The first World 
Wide Web conference is 
held in Geneva. The first 
official HTML version 
launches shortly after. 

1997: The World Wide 
Web Consortium makes 
HTML 3.2 the interna-
tional standard. HTML4 
is finalized the same 
year.

2004: The W3C rejects 
HTML5; Apple, Mozilla 
and Opera announce 
they are working jointly 
on the revision. 

2009: After several years 
in development, HTML5 
finally begins to pop up 
on the Internet. n

http://searchsoa.techtarget.com/feature/Mobile-developers-agree-HTML5-and-JavaScript-apps-fall-short
http://searchsoa.techtarget.com/answer/HTML5-or-native-applications-Which-should-you-use
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THE APACHE SOFTWARE Foundation recently released Ha-
doop 2, the newest version of its popular open source 
framework for highly scalable, distributed computing 
most commonly associated with big data. Hadoop 2 
incorporates several new features, including YARN, a 
redesigned resource manager that Apache now describes 
as a large-scale, distributed operating system that allows 
multiple big data applications to run simultaneously. 

But the release also highlights a major problem that 
companies mulling Hadoop initiatives will face: The 
staggering lack of big data expertise in today’s labor pool.

“There’s a huge skills shortage,” said Dr. Eric Little, 
vice president and chief scientist at Modus Operandi, a 
Melbourne, Fla., company that provides data manage-
ment and analysis technology to government agencies, 
including the U.S. Navy and Marine Corps. 

Modus Operandi, which runs Hadoop among other 
big data technologies, is a small company that has found 
itself competing for the same talent as large software 
vendors and user organizations with more resources. 

“Even the large businesses can’t find these people,” 
Little said. “What that means is that you’re competing 
against IBM and Apple and Google and Amazon and  
Yahoo for the exact same pool of resources.”

There are ways organizations can address the skills 

gap. For one, they could invest in recruiting Hadoop spe-
cialists, though that’s a luxury many can’t afford. 

Or they could cultivate big data skills on the inside. At 
Little’s company, senior engineers spend plenty of time 
training junior ones, so there’s a steady stream of people 
who know how to handle big data analytics. At the same 
time, they can rely on Hadoop vendors like Cloudera, 

Hortonworks and MapR to do most of the heavy lifting. 
According to market research company Gartner, organi-
zations will have only about a third of the people needed 
to run big data implementations by 2016. 

“And realistically, we think those skills are going to 
go to the Global 1000, the big systems integrators, and 
they’re going to go to software companies,” said Merv 
Adrian, a Gartner analyst. “The rest of us are really going 
to be scrambling.”

TREND SPOTTER  |  ON THE BEAT

Skills Scarce as Hadoop 2 Is Let Loose

COMPANIES MULLING  
HADOOP INITIATIVES FACE  
A STAGGERING LACK OF  
BIG DATA EXPERTISE IN  
TO DAY’S LABOR POOL.

http://searchbusinessanalytics.techtarget.com/video/Rogers-Lack-of-big-data-skills-poses-biggest-impediment-to-adoption
http://searchbusinessanalytics.techtarget.com/video/Rogers-Lack-of-big-data-skills-poses-biggest-impediment-to-adoption
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Homegrown Talent
Many organizations have already begun looking in-
ternally for people to take part in Hadoop or other big 
data implementation plans—and it isn’t just IT workers 
playing a part. A small but growing number of non-IT 
business analysts are experimenting with big data tech-
nologies and beginning to build useful skill sets; in fact, 
they often have been the Hadoop pioneers.

“They are the unnoticed coders, if you will. They 
have been building stuff on their own. They’ve done it 
on Amazon, or they’ve downloaded free distributions 
and played with them,” Adrian said. “They are already 
somewhat down the path, and in a lot of organizations, 
recruiting from within and identifying available skills is 
actually going to be an interesting opportunity.”

Organizations launching or experimenting with  
Hadoop 2 will want to get to know the ecosystem of open 
source projects that have grown up with Hadoop. Most 
of them have exotic names like Hive, Pig, Mahout, Zoo-
Keeper, Flume and Sqoop. 

“One project that is really important these days is 
Ambari, which is the management environment for Ha-
doop,” Adrian said. “Nobody should consider doing any-
thing with Hadoop without knowing Ambari.”

Help for Hadoop
Few organizations are willing to launch a Hadoop initia-
tive without the support of a vendor, but it is possible to 
go the independent route.

“Lots of the early adopters played with pure Apache 
and stayed with it,” Adrian said. “But in general, the 
level of effort required for the ongoing care and feeding, 
updates, maintenance, integration testing, regression 
testing and backporting that goes on is something that 
mainstream execs don’t want to have to do.”

Organizations should work closely with one of the ma-
jor Hadoop distribution providers, like Cloudera, MapR 
or Hortonworks. Other Hadoop vendors include Intel 
and EMC, which began offering and supporting distribu-
tions earlier this year.

Perhaps the biggest benefit of dealing with a Hadoop 
vendor is this: It makes sense of all the open source proj-
ects required to make big data projects hum. In addition 
to YARN, the core components of Hadoop 2 include 
the Hadoop Distributed File System and MapReduce. 
The other open source projects involved have their own 
steering committees and proceed at their own paces. 
The distributors pre-integrate open source systems and 
they provide development environments and operational 
benchmarks for users to do tuning. 

According to George Corugedo, co-founder and chief 
technology officer at RedPoint Global, a data manage-
ment software company, it’s important to think big and 
start small. “With Hadoop, as with any new technology, it 
is important to build credibility and skill and not fall prey 
to the hype and overreach,” he said. “If a practitioner, in-
stead, builds on their successes, they can be the hero that 
actually makes it all work.” —MARK BRUNELLI

http://searchdatamanagement.techtarget.com/feature/Hadoop-2-release-adds-potential-uses-and-new-issues-to-consider
http://searchdatamanagement.techtarget.com/opinion/Storm-on-YARN-and-the-pathway-to-enterprise-Hadoop
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STICKING  
WITH SOCIAL 
STARTS TO  
PAY OFF
Social media initiatives have been fraught with  
challenges from the start. But as organizations become 
better at planning and more adept at analyzing the  
data, they’re seeing dividends.

As Hurricane Sandy battered New 
Jersey and New York in 2012, the 
American Red Cross was experienc-
ing a storm surge of its own: millions 
of rapid-fire messages about where to 
send help.

People used Twitter, Facebook and other social net-
works to let the humanitarian organization know where 
victims were, the kinds of assistance they needed and 
even problems with relief efforts. “I was upset to hear 
that the Red Cross is pulling trucks from Seaside Park, 
NJ,” Kelly Hay Gatsch wrote on Facebook. “We still have 
no power, running water, or food.” Red Cross volunteer 
Cheryl Brassington Edwards replied, “Trying to get 
confirmation from [headquarters]. Bear with me for a 
while.”

Real-time information like Gatsch’s helped the Red 
Cross determine how to respond during the crisis—and 
quickly get food, trucks and other resources to victims.

But the Red Cross’ ability to respond so swiftly during 
Hurricane Sandy stood in stark contrast to its more reac-
tive approach just two years earlier, when a catastrophic 
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earthquake struck Haiti. As the crisis unfolded, family 
members of victims were “sending us actual addresses 
of where people were trapped in the rubble,” said Laura 
Howe, vice president of public relations.

In 2010 the Red Cross had no mechanism for distrib-
uting the information to workers on the ground. Com-
munication was scattershot and highlighted the need to 
better manage and synchronize real-time information 
gathering.

By 2012 the organization had developed a full-fledged 
social media strategy, and earlier that year it established 
the Digital Operations Center, a three-screen, custom 
Dell console that culls social media–based conversation 

from Facebook, Twitter, YouTube, Flickr and various 
blogs. Combined with data gathered through heat maps 
and other geolocation-related information, the organi-
zation could identify people in need and the kind of aid 
they required. “We could look at a whole neighborhood 
that we didn’t know had damage,” assess the situation 
and send food, water or staff there, Howe recalled.

Problems like those the Red Cross faced in Haiti—an 
incomplete plan of action and lack of appropriate tech-
nology—have long plagued organizations looking to 
benefit from social media initiatives. So have a long list 
of others: showing a return on investment to business 
executives, integrating social and other communication 

Internal or team 
communication/

collaboration

Project 
management

Content 
management

Employee 
engagement

Customer 
engagement

External  
communica-

tions/company 
relations

Other

63%

45% 42%
33% 32% 31%

5%

Why I Scream Social 
Going social is less a choice than an obligation these days—but every organization has its own reasons for signing up.

SOURCE: SEARCHCONTENTMANAGEMENT.COM’S 2013 READER SURVEY; BASED ON DATA FROM 543 RESPONSES TO A QUESTION ON ENTERPRISE SOCIAL NETWORKING TOOLS

http://searchbusinessanalytics.techtarget.com/news/2240207280/The-buzz-Location-intelligence-software-puts-data-on-the-map
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channels, blending social data with information in data-
bases and remote locations and finding needles of mean-
ing in haystacks of data. Now organizations are becoming 
more sophisticated in planning and executing social 
media technology deployments and analyzing the data 
they collect. More important, like the Red Cross, they’re 
starting to generate real value. 

In the era of Social Business 2.0, organizations of all 
stripes—nonprofits, large corporations, government 
agencies and even public utilities—are turning to social 
media platforms to make better, more efficient decisions 
in real time. According to a 2013 study of the Fortune 
500 by the University of Massachusetts Dartmouth, 
77% of the Fortune 500 maintain Twitter accounts, 70% 
have Facebook pages and 69% have YouTube accounts. 
An early 2013 IDC report also estimated that so-called 
third-platform spending—IT budget devoted to mobility, 
social media platforms and cloud computing technolo-
gies—would exceed $2.1 trillion in 2013, up 5.7% from 
2012 spending.

Serious About Social
During Hurricane Sandy, the Red Cross gathered ap-
proximately 2 million pieces of social media data. From 
that mountain of information, it culled 300 social inter-
actions to track based on characteristics such as needs 
articulated by groups of people in the same location and 
the ability to corroborate the data through other informa-
tion sources. That enabled Red Cross workers to identify 
patterns and verify the credibility of comments—and 

then adjust its decision making in order to allocate re-
sources based on the needs being expressed on social 
media. “Among those 300, there were 86 instances that 
changed how we delivered service,” Howe said—such as 
sending a food to an affected area that it had yet to hear 
about through official channels.

Other organizations, such as the American Cancer 
Society, are turning social media innovation into measur-
able return on investment. In 2012, the health organiza-
tion raised more than $100 million in digital donations, 
with a 6% increase from the year before, and chief in-
formation officer Jay Ferro said that he is optimistic that 
the number will only continue to increase (see “Build a 
Social Media Strategy That Works,” page 13).

Social media has bolstered the organization’s efforts 
to raise cancer awareness and encourage donations and 
voluntarism, Ferro said. He noted the “natural marriage” 
between social media and organizations whose mission 
is to engage and rally the public. Social media “captures 
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LAURA HOWE, vice president of 

public relations at the American 

Red Cross, said that the Digi-

tal Operations Center system, 

which collects social media 

messaging, helped the organi-

zation identify people in need 

during Hurricane Sandy in 2012. 

(Continued on page 14)
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1. Develop a business case based on accepted  

metrics. Executives want data points that demon-

strate how a social media strategy can contribute to 

the bottom line. Show them the money.

2. Consolidate social presence. Not every social plat-

form is suited to every organization. So too, having a 

Facebook page for every topic a brand represents may 

be overly ambitious and lead to failure. Instead, con-

solidate down to suitable channels and then cultivate 

your presence actively.

3. Buy the right technologies. When buying technol-

ogies such as customer relationship management 

systems, look for specialized versus integrated suites 

that may not be feature-rich enough to be useful.

4. Don’t try to boil the ocean. When developing a  

social strategy, keep it simple and start small. You  

can always add later. 

5. Create a vanguard to manage your brand. Many or-

ganizations have enlisted VIP volunteers or customers 

to help manage the flow of conversation and connect 

users. They are educated and engaged and can poten-

tially generate innovation in products and services. 

6. Hire a community manager. Managing healthy  

social media communities and guiding constructive, 

meaningful conversation starts here. Community 

managers can field customer inquiries, connect users 

and even generate sales.

7. Hire a third party to monitor and analyze social  

media data. For a serious social presence, hire experts 

to parse the noise and analyze the information. 

8. Develop and showcase expertise. Using social 

platforms to demonstrate skills in a field or in new re-

search areas can be an important element of cultivat-

ing conversation and driving solutions to problems. 

9. Create consistency in the voice, look and feel of 

social media platforms. Many organizations are strug-

gling with overzealous social media plans that lack 

cohesion. The best social strategies integrate social 

media platforms with corporate sites and make inter-

actions possible through multiple channels. 

10. Do data housekeeping. A successful social strategy 

is built on robust information flows, so clean up old, 

redundant, siloed data and create a “single version of 

the truth” that can enable reliable analysis. n

Build a Social Media Strategy That Works
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emotion, it captures momentum. We thrive on those 
things,” he said. 

But proving ROI from enterprise social networking 
isn’t yet the norm. According to Robin Carey of news 
website Social Media Today, it’s one of the central issues 

for executives when asked to support a social media strat-
egy. “The C-suite wants to talk in the same language that 
it and its stakeholders always have: ROI, proof of con-
cept, shareholder value.” (See “All at the Table in Social 
Media Compliance.”)

Rachel Happe of the Community Roundtable, a 

MANY ORGANIZATIONS—especially ones that are subject 

to regulatory compliance mandates or strict internal 

rules—fail to launch successful social media strate-

gies right from the beginning. Their fatal flaw is ne-

glecting to bring legal departments and compliance 

officers into the conversation until it’s too late.

Creating a solid social media strategy requires 

bringing all relevant departments to the table in the 

development phase. Meeting early and often ensures 

that social media strategies align with business needs 

without causing legal issues.

“It’s about having all the stakeholders in the room 

to collaborate and design that strategy together 

across the organization,” said Victor Gaxiola, social 

media director at Actiance Inc., an integrated social 

networking platform provider. 

When clients approach Gaxiola about launching 

a social media initiative, his first move is to bring all 

teams together. 

“We’ll have all departments represented—and 

we’re pushing the limits of that conference room,” he 

said. “But we’re that glue that’s bringing it together in 

a way that is compliant but also meets those business 

objectives.”

The failure to foster communication early on 

can create social media strategies that are costly, 

time-consuming and require revision.

And developing social media plans that are phased 

over time is much more effective than trying to do ev-

erything in one day, said David Davidovic, president of 

Path Forward, a consultancy for health care providers.

“Don’t go to the compliance department with a fully 

baked cake,” Davidovic said. “Even if your plan gets 

approved, it will get approved with lots changes.” n

All at the Table in Social Media Compliance

(Continued from page 12)

http://searchcontentmanagement.techtarget.com/video/A-compliant-social-media-plan-is-a-collaborative-effort?videoId=3f1ca5e120831410VgnVCM1000000d01c80aRCRD
http://searchcontentmanagement.techtarget.com/video/A-compliant-social-media-plan-is-a-collaborative-effort?videoId=3f1ca5e120831410VgnVCM1000000d01c80aRCRD
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consultancy that helps organizations create social media 
strategies, said that social business creates long-tail ROI 
but not short-term value. “When you’re connecting with 
people, building relationships, you have to invest for 
quite a while to see return,” Happe said. 

The Search for Meaning
And before they can demonstrate ROI, organizations 
have to sift through giant pools of information to deter-
mine what’s useful. It’s an enormous challenge facing 
any organization launching a social media initiative—or 
trying to keep up with online conversations, especially 
unfavorable ones.

Take Xerox Corp.’s recent journey through the social 
media grinder. In August, German computer scientist 
David Kriesel sent a tweet about a glitch in a Xerox scan-
ner: The machine randomly altered numbers in scanned 
pages. In no time, Kriesel’s message had gathered steam 
on Twitter and other social media outlets. Then main-
stream news outlets picked up the story, spurring a new 
wave of tweets. 

“We were drowning in thousands of tweets,” said Jason 
Bartlett, vice president of global digital marketing and 
communications at the Norwalk, Conn., company. “The 
speed at which it was happening was mind-blowing.”

Social media listening tools, which monitor conversa-
tions about companies, products and services on social 
platforms and aggregate the data, enabled Xerox to iden-
tify the issue within a few days—and test a patch within 
a week.

When a problem surfaces in social media channels, 
gaining control of that stream is no easy task. The rap-
id-fire pace of online conversation can turn even a small 
issue into a business crisis in a matter of hours. “Twitter 
makes you move so much faster,” Bartlett said.

Social media listening tools can help sort out knotty 
issues like Xerox’s, but organizations first need to iden-
tify the right metrics to measure success. “Some of these 
tools gather metrics that are nice-to-knows: likes and 
shares and audience reach,” Bartlett said. “But they are 
empty calories. They don’t help you understand how to 
move the needle.”

Pinpointing the metrics that will help interpret the 
data requires substantial human intervention. At Master-
Card, a data analytics system called Conversation Suite 
monitors chatter on social media platforms, and then 
analysts generate data rollups that executives can under-
stand, said Andrew Bowins, MasterCard’s vice president 
of digital and corporate communications.

The initiative monitors content and interaction in 43 

JASON BARTLETT, vice president 

of global digital marketing and 

communications at Xerox Corp., 

said social media listening tools 

were invaluable in helping his 

company stanch the flow of 

tweets about a glitch in a Xerox 

scanner.

http://searchcontentmanagement.techtarget.com/video/When-social-media-listening-tools-provide-serious-intelligence
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global markets and 26 languages and analyzes conversa-
tion in online venues from Facebook and Twitter to blogs 
in real time, Bowins said. It creates reports for business 
units in different regions based on their needs and cus-
tomer demographics. But it took 18 months to define key 
performance indicators to measure and train executives 
to use them to analyze data.

Bartlett, similarly, said that the problem is less about 
how advanced social media listening tools are and more 
a question of how humans can meaningfully digest data. 
“We use a handful of tools that work well for us,” Bartlett 
said. But Xerox is considering going on a “tool diet,” he 
added.

“They all have individual interfaces, and they require a 
lot of user time. They can paralyze you.”

Pulling It All Together
Analyzing volumes of social media data is even more 
burdensome when customer information—profile, his-
tory, interaction logs—are scattered throughout various 
enterprise systems. Siloed information residing in dif-
ferent platforms creates a fragmented understanding of 
customers or can present duplicate, sometimes outdated 
information, said the American Cancer Society’s Ferro.

“We have a stove-piped view of constituents,” he said. 
Right now, the organization’s data analysis group can 
“cobble together disparate information views,” such as 
someone’s donations over the past several years and par-
ticipation in events. But it takes time and effort to merge 
that information and create one, complete profile for 

each patron or customer an organization has files on.
But technologies are emerging to integrate social me-

dia data with customer information in databases. If a cus-
tomer sends out a complaining tweet about a company, 
for example, a call center agent can have that informa-
tion at the ready when the customer calls in. “Integrating 
that data with other sources can eliminate duplication 
and make that data more actionable,” said Allison Smith, 
a researcher at Forrester Research.

At the American Cancer Society, Ferro said a data 
warehousing project is under way that will eliminate data 
silos, using Teradata’s data warehouse software and  
Gigya’s identity management tool to better manage 
the organization’s constituency database and eliminate 
repeat info. Integrating its CRM data with other data 
sources will help create a single view of every customer. 
Instead of sending duplicate or outdated messages based 
on old information, the organization can send thank-
you notes for participation in a recent race or donations 
based on up-to-date data.

JAY FERRO, chief information 

officer at the American Cancer 

Society, saw a 6% increase in 

digital donations after launch-

ing and honing a social media 

initiative, and he’s optimistic 

that the amount of donations 

will continue to increase.

http://searchbusinessanalytics.techtarget.com/feature/The-buzz-Social-media-analytics-tools-a-must-for-many
http://searchcontentmanagement.techtarget.com/video/Using-social-networking-tools-Integrating-communication-channels?videoId=a3d6edb452731410VgnVCM1000000d01c80aRCRD
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The project will also make the data reporting process 
faster and more efficient. “Certain reports take eight 
hours to run because they are so big, complex and run 
on old data stores.” When the project is complete, he 
added, those same reports will be able to run in about 20 
seconds.

Getting the Job Done
Folding social media data in with other business data 
can simply make organizations better at what they do. At 
NBC Universal News Group, social media helps augment 
reporting online at NBCNews.com and on the network’s 
various news-related TV shows, from the nightly news to 
The Today Show.

As the 50th anniversary of Martin Luther King Jr.’s “I 
Have a Dream” speech approached in August, for exam-
ple, NBC developed special coverage, generated video 
and gathered material through social media platforms. 
The #DreamDay initiative commemorated King’s speech 
and solicited members of the public to follow up the fa-
mous clause “I have a dream” with their own aspirations. 
Celebrities including Tibetan spiritual leader the Dalai 
Lama, writer Maya Angelou and former president George 
W. Bush took part, as did the non-famous, “from all walks 
of life,” said Lou Dubois, a social media editor at NBC 
News Digital. 

NBCNews.com featured people’s entries, expressed 
through video, tweets and other sources. On Aug. 28, 
the day of the anniversary, a special report on the TV 
network featured the initiative and prompted additional 

conversation by running key tweets in a news ticker. 
They were pulled using the Mass Relevance software 
tool.

Connecting audiences through multiple channels—
and reinforcing coverage through these avenues—helped 
make the MLK event greater than the sum of the parts, 
according to Dubois. “People want to participate when 
they are emotionally tied to [a topic],” he said. “The in-
herent part of social that we always try to tap into is emo-
tion.” n

LAUREN HORWITZ is an executive editor in TechTarget’s Business  
Applications and Architecture Media Group. Email her at  
lhorwitz@techtarget.com.

Mainstream 
social media 

users

Emerging 
technology 

users

Don’t use  
social  
media

Early  
adopters of 

social media

31% 31%
24%

14%

Social Development 
Organizations’ social media maturity is accelerating,  
but many companies are still in their adolescence.

SOURCE: SEARCHCONTENTMANAGEMENT.COM’S 2013 READER SURVEY;  
BASED ON DATA FROM 701 RESPONDENTS 

http://www.nbcnews.com/dreamday
mailto:lhorwitz@techtarget.com
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More companies are switching from rigid, closed-door 
business process management to a more democratic  
approach, and their cue comes from the madding  
crowd of social media.

TRENDS  |  ANNE STUART

You could be forgiven for thinking 
that social and business process man-
agement don’t belong in the same 
sentence, but at one energy company, 
“social BPM” helps make processes 
fly like the wind.

A few years ago, EDP Renewables North America, 
the Houston-based U.S. subsidiary of a European energy 
giant, realized that it needed to update its approach to 
managing problems with the turbines on the 29 wind 
farms it operates nationwide. 

At the time, the company relied on BPM technology 
alone to track turbine issues, using a process that senior 
manager Stephan Blasilli described as resembling a tra-
ditional IT ticketing system. “If you had an issue on-site 
and you couldn’t resolve it right away, you entered it 
into a system for first-level support,” Blasilli said. “If that 
person couldn’t resolve it, it would go to other people 
throughout the company.” 

Resolution time took anywhere from a few days to a 
month. From an employee survey, EDP discovered that 
workers considered the issue-support system a black 
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hole. “They would email and there was no follow-up,” 
Blasilli said. People in the field often didn’t know who—
if anyone—was working on their tickets. “Sometimes 
multiple people were on the same problem at the same 
time and not realizing it.” 

In overhauling the system, EDP decided from the start 
to include a social media aspect, and the company began 
rolling out its system, based on Appian’s BPM software, 
in mid-2011. Today, about 200 field employees use the 
system, which is equipped with an easy-to-use social 
media interface, to collaboratively troubleshoot from the 
company’s far-flung locations. Problems are resolved, on 
average, 10% faster for large issues and at least 25% faster 
for small issues. And all because of the unlikely marriage 
of social media and BPM. Or is it so unlikely?

After all, BPM is about, well, managing business pro-
cesses—that is, taking a systematic approach to improv-
ing organizational workflows, typically with the goals of 
boosting efficiency and productivity.  

Social conjures up precisely the opposite image, one in 
which efficiency and productivity go out the window as 
employees fritter away time on Facebook, Twitter, Pin-
terest and other social media sites. 

But when used well, social BPM brings together the 
best of both approaches. 

“Can you combine these two into something mean-
ingful that you can derive significant business value 
from?” Anthony J. Bradley, an analyst at consulting and 
market research company Gartner, asked during a key-
note speech at a Gartner BPM conference in 2012. “The 

answer is absolutely yes. This is a new frontier in busi-
ness process management.”

A Simple Solution
What makes social BPM a game changer? In a word: 
simplicity. 

“The heart of social business collaboration—and the 
thing that will persist long after the hype has died—is a 
software interface that is so intuitive and familiar that 
it requires virtually no training,” said Matt Calkins, Appi-
an’s president and CEO. 

That’s a major benefit to process improvement. “It 
solves BPM’s historical problem of being too compli-
cated, too rigid,” Calkins said. A social user interface 
“allows everyone in an organization’s value chain to par-
ticipate in a process,” he added. 

That sense of inclusiveness is what distinguishes so-
cial BPM, a still-evolving concept, from the traditional 
approach to collaboration, which dates back to the emer-
gence of groupware, the first generation of collaborative 

For MATT CALKINS, president 

and CEO of BPM software 

vendor Appian Corp., the real 

power of social BPM lies in 

its simplification of customer 

relationships. 
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software, in the 1990s. Clay Richardson, the Forrester 
Research analyst who’s often credited with coining the 
term social BPM, has summed up the difference this way: 
Collaborative BPM typically involves a small, controlled 
group of people working together toward a specific out-
come. Social BPM is much more open and transparent, 
involving larger groups. “Anybody can see what’s going 
on and give direct comment and feedback,” Richardson 
said. 

That crowdsourcing capability, in turn, is where so-
cial BPM delivers real value. As any manager in virtually 
any organization knows all too well, convincing users 
to adopt a new process can range from challenging to 
impossible, especially if those users weren’t involved 
in creating that process. Injecting social networking 
capabilities into the traditional process improvement 
approach provides a new way for users to be involved 
in—and engaged with—process management from de-
sign through deployment and beyond. 

Out of Many, One
That’s what’s happened at EDP. “The system is totally 
transparent. Every full-time employee in the company 
has access,” Blasilli said. The social media aspect elim-
inates some of the bottlenecks of traditional workflow 
products, he added: “We kept it pretty open in terms of 
process and the steps that employees have to go through,” 
he said. In many cases, field teams can solve problems 
quickly, without going through multiple steps and levels 
of approval. 

In addition, the system—known as Cobra, a contrac-
tion of collaboration—captures process changes and 
solutions to turbine problems, saving them to a search-
able database. During the system’s first nine months in 
operation, employees accessed the shared files more than 
3,000 times, which Blasilli said is dramatically reducing 
reliance on email-based tracking and document-sharing. 

That’s an especially critical benefit for EDP. “We are an 
immature industry. It’s evolved so fast that there is often 
no solution written down or documented,” he said. “So 
for us, it’s really important to provide our employees with 
existing solutions. Now all that information is stored in 
the system, and the system is searching continuously 
for information that is somehow linked to the issue that 
is entered by a person who’s discovered some kind of 
problem.”

Now EDP is exploring adding social BPM to other 
functions, ranging from materials procurement to assess-
ment of wind conditions. “I think things will go more 
and more toward social,” Blasilli said. He quoted author 
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STEPHAN BLASILLI, senior  

manager at EDP Renewables 

North America, said his orga-

nization’s social BPM initiative 

brought a number of business 

benefits, including faster prob-

lem-solving rates. 

http://searchcontentmanagement.techtarget.com/video/Using-social-networking-tools-Integrating-communication-channels
http://searchcontentmanagement.techtarget.com/video/Using-social-networking-tools-Integrating-communication-channels
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and strategist Don Tapscott’s assessment that social 
and collaborative tools are rapidly becoming today’s top 
communication technologies. “He talks about replacing 
email with social media,” Blasilli said. “That is exactly 
what we are doing.” 

BPM in Transition
Not surprisingly, social media capability is rapidly be-
coming a standard feature in most vendors’ BPM suites. 

One recent example: In August, BP Logix in Vista, 
Calif., released Process Director 3.0, a new version that 
adds extensive social media capability to the compa-
ny’s flagship BPM product. “One of the most important 
trends that we’ve identified in the BPM community is 
the transition of BPM from a back-office automation tool 
to a partner-and-customer-facing solution,” said E. Scott 
Menter, the company’s vice president of business solu-
tions. “If you’re going to reach out to partners and cus-
tomers, you have to go to where they live.” (See “Before 
Sailing With Social BPM,” Page 22).

Increasingly, both groups—along with employees and 
other users—make their homes in social media. So BP 
Logix enhanced the new version with strong Twitter 
and Facebook integration, and the company plans to 
continue adapting the product for use with other social 
media sites. 

But Menter emphasizes that the concept involves 
more than simply connecting with prospects in new ways 
or monitoring “the social media fire hose” to see what 
customers are saying about your company. “You can also 

give them appropriate access to your business processes 
using their social media identities,” he said.

For instance, a training company might integrate the 
social media capability with its registration process and 
then monitor Twitter or Facebook, answering questions 
or addressing comments from users who might be in-
terested in signing up for its classes. “The prospective 
student can use the same Twitter or other social media 
identity that she used to post her original comment in or-
der to log in and begin the registration process,” Menter 
said. “That’s not only easier for her, as she doesn’t have 
to create yet another identity; it’s also extremely valuable 
for the company, which can now trace this particular sale 
to that original question.” 

Social Outliers 
But not everybody has jumped aboard the social BPM 
bandwagon, and even its proponents acknowledge that 
the approach has its limitations. (In 2010, Richardson 
even wrote a blog post titled “Is Social BPM a Methodol-
ogy, a Technology or Just a Lot of Hype?”) 

First, as some analysts have pointed out, the mar-
ketplace lacks a business equivalent of the most widely 
used social media site: Facebook. While many products 
integrate with Facebook, or imitate some of its functions, 
there isn’t yet a platform or tool that duplicates the Face-
book experience in a corporate environment. 

In addition, while many organizations use social tech-
nologies or BPM—or both—not all are well-equipped to 
use them together. Successfully using the two approaches 
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in tandem requires an open, transparent culture, Rich-
ardson and other experts have said. Obviously, social 
BPM won’t work effectively in situations involving highly 
confidential data. 

Even some managers from companies with collabora-
tive cultures say they don’t see a need for the social part 
of social BPM. Case in point: Bluebird Auto Rental Sys-
tems, a small company that makes software for car rental 

HOW CAN YOUR company make sure it’s getting the most 

out of its social BPM initiatives? Following are some 

suggestions and best practices from BPM experts: 

1. Determine whether social BPM is the best approach. 

If you work in an organization that’s already collabo-

rative and open to sharing information, chances are 

social BPM will be a good fit. If the culture is secretive 

and information is tightly controlled, the social ap-

proach probably isn’t your best bet. 

2. Identify the areas most likely to benefit from social 

BPM. You may not need to use social BPM for every 

process-improvement initiative. Take a hard look at 

your list of upcoming BPM projects and choose those 

most likely to be enhanced by social capabilities. 

3. Know what you’re trying to accomplish. Understand 

the goals you want to reach. Then consider whether 

social BPM is the best path for getting there. 

4. Start small. Begin with a simple project that’s  

likely to result in a quick win—an outcome that will 

help build both user and executive support for social 

BPM. 

5. Establish guidelines. Spell out exactly what em-

ployees can and can’t do while using social BPM for 

work. It’s smart to loop in your legal department for 

guidance about privacy, confidentiality and regulatory 

compliance. Monitor users to make sure they’re fol-

lowing the rules. 

6. Maintain realistic expectations. Social BPM is just 

one more tool in an overall process-improvement tool 

kit. Don’t oversell it, especially at first. 

7. Follow through, follow up. Don’t let social BPM 

activities operate in a vacuum. Be sure they lead to 

results—and analyze the outcomes to determine 

whether they match your goals. n

Before Sailing With Social BPM



HOME

EDITOR’S NOTE

EXECUTIVE  
DASHBOARD

VERBATIM

IT, THOROUGHLY 
PLANNED

HTML5 STRIVES  
FOR SUBSTANCE

SKILLS SCARCE  
AS HADOOP 2 IS  
LET LOOSE

STICKING WITH  
SOCIAL STARTS  
TO PAY OFF

MANAGING  
PROCESSES TAKES  
A SOCIAL TURN

A SOCIAL CONTRACT

HR’S MOMENT  
TO SHINE

23 BUSINESS INFORMATION  •  DECEMBER 2013

TRENDS  |  ANNE STUART

systems. Charlie McGougan, Bluebird’s IT director, lives 
and works in Lubbock, Texas, but he’s in daily contact 
with his colleagues at the company’s Dover, N.J., head-
quarters. And while Bluebird uses BPM products from 
Progress Software, McGougan said the company isn’t 
using social BPM. “I’m not really sure what we would do 
with it,” he said. 

Some BPM experts share McGougan’s view. Among 
them: Steve Weissman, a consultant at Holly Group. 
“Sorry, but I’m having a hard time wrapping my head 
around what ‘social BPM’ actually is,” Weissman wrote 
in a forum on the BPM-focused website ebizQ in July 
2011. “I glean that it sort of is ‘regular’ BPM injected with 
a heavy dose of collaboration. If so, then I really don’t 
get what the ‘new’ is here. Maybe I’m an outlier, but I’ve 
always approached BPM this way, since processes nearly 
always reflect the people that work them, and managing 
those processes thus means managing the ways people 
work together.” 

Two-plus years later, Weissman said he still doesn’t 
get social BPM. “What’s really changed from calling 
someone on the phone 30 years ago to sending an email 
15 years ago to the system sending you a tweet today?” 
he asked. “From a process standpoint, it hasn’t changed 
anything.” 

He recommended that managers pay less attention to 
the “next shiny object floating by” and more on exactly 
what they’re trying to accomplish. “I’ve been saying for-
ever: Focus on the business problem that you’re trying to 
solve,” he said. “The tools are almost irrelevant”—and, he 

added, they all change over time.
But at EDP, executives believe in the power of social 

BPM. The company estimates the initiative has gener-
ated a return of $200 million. Though for Blasilli, the 
biggest benefit is having new ways for employees to work 
together. “What we are doing in our company is creating 
a way of collaboration—and collaborative decision mak-
ing” that older tools couldn’t provide, he said. “We want 
to do more and more of that.” n

ANNE STUART is senior site editor for SearchCloudApplications.com. 
Email her at astuart@techtarget.com.

BPM’s Big Priority 
It may not be the buzziest of terms, but business  
process management continues to remain at the fore  
of organizational priorities.

SOURCE: FORRESTER RESEARCH’S THE FORRESTER WAVE: BPM SUITES, Q1 2013,  
WHICH WAS BASED ON A SURVEY OF 520 IT DECISION MAKERS
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A Social Contract
With organizations far and wide armed with social  
networking tools, collaboration among employees 
should be a cinch, right? Maybe. But it’ll take some  
insight from a certain philosopher.

ENTERPRISE SOCIAL NETWORKING technology holds a grow-
ing allure for business executives looking to blend collab-
oration and camaraderie with a hard-nosed focus on the 
bottom line. But much like world peace and the end of 
poverty, “social collaboration” is more ideal than reality. 

The technology initially took off, followed by an al-
most equally rapid falloff. Two recent changes in the 
market, however, bode well for increased adoption of 
enterprise social networking software. One, vendors are 
finally acknowledging that they need to deal with the 
problem no one likes to dwell on: The notion of social 
collaboration—everyone in the enterprise sharing infor-
mation and working together—is too hard to be left to 
the people who need to collaborate. And two, one of the 
best uses for the technology comes, ironically, not from 

connecting people to people but from connecting inani-
mate machines to people—as well as to other machines. 

Driving these market shifts is the painful realization, 
now that organizations have some experience with enter-
prise social networking software, that many people aren’t 
born particularly social or collaborative. The end result is 
technology that facilitates something people don’t always 
do that well merely automates mediocrity. This comes as 
no surprise to anyone who has studied the social origins 
of collaboration: Thomas Hobbes argued way back in the 
17th century that ruthless competition, not congenial co-
operation, was the dominant behavioral paradigm of an 
innately selfish species. Life, Hobbes famously said, was 
“solitary, poor, nasty, brutish and short.”

His conclusion, that cooperation only happens under 
the watchful eye of a strong central government, has 
been vilified by social commentators ever since. But 
in the modern corporation—a hierarchical, centrally 
organized system that would make Hobbes feel right at 
home—his point is well taken. The failure of the “build it 
and they will cooperate” vision for enterprise social net-
working software has proven Hobbes right once again. 

What the market has realized instead—whether ven-
dors are taking their cues from Hobbes or not—is that 
social collaboration craves a centralizing governing force. 
That doesn’t mean the boss must lead and curate the 

http://searchcontentmanagement.techtarget.com/news/2240208336/Social-business-benefits-include-increased-revenue-expert-says
http://searchcontentmanagement.techtarget.com/news/2240208336/Social-business-benefits-include-increased-revenue-expert-says
http://searchcontentmanagement.techtarget.com/feature/Five-questions-to-ask-before-investing-in-an-enterprise-social-network
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effort, though that would be a good idea. Rather, what 
is needed are the softer command-and-control incen-
tives that come from putting collaboration into context 
and making it part of a specific process: Here’s the task 
we need to collaborate on, here’s a template for how to 
collaborate and here’s a sensible workflow to make sure 
we’re all aligned with our collaborative tasks.  

So a collaborative process like a new product introduc-
tion would follow a standard operating procedure that 
determines who from development, manufacturing, sales 
and marketing should participate. It would include a set 
of links to a wiki or document repository and a workflow 
that would orchestrate their efforts.  

Adding social collaboration to business processes 
shows users how to collaborate and why it has value. The 
two fundamental concepts missing in social collabora-
tion tools—how to do it and why it’s important—move 
front and center. 

Putting machines into the equation broadens the 
effort’s context and extends business processes—since 
collaboration will be part of machine intelligence. Hu-
man-machine collaboration works well in areas like 
asset maintenance and field service, where increasingly 
intelligent machines—turbines, pumps, extractors, ro-
bots—can communicate in real time across a network. 
A maintenance worker, parts procurement specialist or 
even someone in customer support can “follow” a given 
set of physical assets using enterprise social networking 
technology—much like people do on Twitter—and let 
the gadgets communicate among themselves when they 

need replacement or repair. The worker then uses the 
software to kick off the remediation effort and enlist 
other people, or machines, as needed.   

With context and process now part of the equation, 
and with machine collaboration providing a compelling 
use, the prospects for social collaboration in the enter-
prise are improving. It may still seem more Utopian than 
utilitarian, but at the very least it’s come a long way from 
its Field of Dreams origins. And it’s about time. n

JOSHUA GREENBAUM is an independent industry analyst and founder 
of Enterprise Applications Consulting in Berkeley, Calif. Email him at 
josh@eaconsult.com or follow him on Twitter: @josheac.
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Today’s enterprise social 

networking—and the failure 

of the “build it and they will 

cooperate” vision—prove 

Thomas Hobbes was  

indeed ahead of his time.
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YOU CAN MAKE a strong argument that the pre-eminent 
theme of this year’s HR Technology Conference & Expo-
sition, held in October in Las Vegas, was the rise of social 
media as a collaboration platform.

Not long ago, organizations were unsure about what to 
make of the social media sites that were infiltrating their 
traditional defenses one tech-savvy employee at a time, 
seeing them as subversive threats to official channels of 
communication. Now they’re co-opting social media as a 
user-friendly, familiar way for employees to collaborate, 
moving with the force instead of resisting it—and ulti-
mately turning it to their own purposes.

Human resources departments resisted the changes 
brought by social media as much as anyone. Now they’ve 
embraced “social recruiting,” casting the net more widely 

and precisely in the hunt for talent. The conference 
featured vendors of Facebook recruiting tools and other 
social talent management products, along with analysts 
and users with the evidence to prove enterprise social 
technology has gone mainstream.

Now HR departments could become the champions of 
enterprise social networks. And not just because they’re 
called on to draft policies and carry out enforcement, but 
also because at their best, they’re still driven to help peo-
ple—and enterprise social networks are about nothing if 
not people. Human resources leaders are poised to play 
the essential role in making collaboration tools an inte-
gral part of their organizations.

Collaborative Learning to the Fore
Human resources finds itself in the social media spot-
light because the corporate functions it traditionally 
manages are where social media is making the most 
headway. Besides recruiting, training and education 
processes are being transformed by the more communal 
methods enabled by social media. Proof was plentiful at 
HR Tech—and not just from vendors eager to sell. Users 
stepped forward with real examples.

In a panel discussion, representatives from four large 
companies—Hewlett-Packard, Humana, Sodexo and 
State Street Bank—explained how they used social 

HR’s Moment to Shine
With organizations coming round to the once- 
threatening notion of social media collaboration,  
human resources finds it’s uniquely suited to  
lead the effort.

HINDSIGHT 
DAVID ESSEX
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networking technology to foster collaborative styles of 
learning and knowledge sharing. All four use River “so-
cial learning” software from Denver-based Triple Creek, 
but also general-purpose enterprise collaboration tools 
such as Microsoft SharePoint and Yammer and Sales-
force.com’s Chatter and Yammer to encourage mentor-
ing, coaching and knowledge sharing.

Moderator Stacey Harris, a human resources consul-
tant at Brandon Hall Group, said 62% of organizations 
surveyed by her company are using some form of social 
learning, and of those, 22% said employees must have 
access to training on a daily basis. “The only way to really 
meet those needs in most organizations is to have some-
thing that’s more collaborative, to have something that’s 
more networked and connected,” Harris said.

The New Social Frontier
The case studies presented by the panelists all involved 
using social networks to expose workers’ areas of ex-
pertise, so colleagues can tap into them or gather like-
minded people for teams and projects. This all seemed 

suspiciously like a repackaging of late ’90s knowledge 
management, which also used internal networks. The 
difference between then and now, one vendor later ex-
plained, is that knowledge management depended on 

building a document repository. Today’s new, social  
media–based collaborative learning is decentralized, a 
peer-based paradigm built on relationships. It can also 
provide a feedback mechanism for employee develop-
ment and performance.

Hewlett-Packard first introduced the social learning 
concept in the finance department, though a global 
rollout of the peer-to-peer learning and performance 

management system is planned. 
Health insurance provider Humana 
uses collaboration tools to encourage 
adviser-learner relationships instead 
of traditional mentoring. Sodexo, 
a provider of on-site services rang-
ing from arena food concessions to 
home-based concierges, finds that its 
social mentoring program has erased 

Percentage of recruiters who use social media- 
enabled processes to attract talent today. The per-
centage is expected to rise to 55% in 12 months.
SOURCE: CEDARCRESTONE’S 2013–2014 HR SYSTEMS SURVEY  
OF 1,266 HUMAN RESOURCES AND IT MANAGERS WORLDWIDE48

SOCIAL MEDIA IS  
TRANSFORMING NOT ONLY  
RECRUITING BUT ALSO  
TRAINING AND EDUCATION 
PROCESSES.
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functional silos and helped some employees discover a 
talent for teaching, including a New Jersey maintenance 
manager who leads a popular course in meditation. State 
Street Bank used its enterprise social network to run a 
10,000-employee “innovation rally” that generated 400 
new ideas.

For sure, there’s a whiff of this year’s “next big idea” 
in the enterprise social media collaboration concept. All 
of this could peter out, and companies could go back to 
unhappily half-using SharePoint or turning to other tools 
with strong collaboration features.

But the prevailing winds augur more favorably. As one 
HR Tech attendee observed, the term human resources 
has become nearly synonymous with talent manage-
ment. And as the umbrella for managing an employee’s 
progression through an organization, talent management 
is where HR concentrates its efforts to help people reach 
their potential. It’s always been a collaborative effort. 
Advocating enterprise social networking technology lets 
human resources prove what it has long known: People 
grow best in the fertile soil of community. n

DAVID ESSEX is an executive editor in TechTarget’s Business  
Applications and Architecture Media Group. Email him at dessex 
@techtarget.com.
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