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Introduction

It could be stated that the industrial era was 
a brief period during which workers were 
constrained in the manner in which they 
communicated. Social media is bringing this era 
to a close. Work and social conversations 
can no longer be compartmentalised and 
managed from above. From a corporate 
perspective this is leading to a loss of control in 
respect of the corporate messages. 
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Command and control as a 
management style needs to 
be replaced by one based on 
trust. The wall that separates the 
business from the wider world is 
crumbling thanks to social media, 
and this is unwelcome from a 
security perspective.
This white paper provides 
forward thinking CIOs with some 
insights in to how social media is 
changing business for the better. 
It also provides some guidelines 
in respect of how this can be 
managed from an IT perspective.
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Man’s need to be sociable
In the first white paper in this series we looked at how 

the relationship between work and life has ‘evolved’ over 
time. The role of social activities in respect of economic 
matters has followed a similar path.

In the agricultural era business interactions were conducted 
across the hedge or at the livestock mart. Social niceties 
were critical to establishing trust. Of a typical business 
conversation, a very low percentage of that would be 
commercial in nature.

With the industrial era and the focus on being paid for one’s 
time rather than output, social interaction within working 
hours was discouraged. Business conversations thus tended 
to be high-commercial low-social. Towards the end of the 
industrial era with the arrival of new technologies a goal for 
many organisations was to eliminate the social element of the 
transaction by eliminating the humans on either side of it.

Now that many organisations are automating themselves to 
‘commodity death’, the world is waking up to the fact that 
value can be added by reintroducing (creative) humans back 
into the organisation and actively encouraging them to talk to 
each other.

This new era is referred to as the digital economy but it is 
also the trust economy and perhaps should be called the 
social economy.

This is being driven in part by the expectations of digital 
natives who expect to be able to freely communicate when 
and where it suits them. As they become eligible to work they 
will gravitate to like-minded organisations. 

As consumers of content they are likely to play video games 
as much as watching passive TV or videos. In fact they are 
likely to do both concurrently using the TV and the so called 
second device.

The organisational implication of this competitive video 
mind-set is that businesses that can embrace gamification 
techniques (aka games) into their business processes will 
find a whole generation of eager players. Current trends 
suggest that if you can work zombies into the game so much 
the better.

The business risk is that these workers will not be told what to 
say. They are used to sharing their innermost and sometimes 
ill-considered thoughts with anyone who will listen.

Trying to harness workers in terms of what they say and who 
they say it to will be futile.

An interesting observation is how few tweeters there are 
associated with high end service companies such as 
management consultancies. Their HR /PR functions have not 
yet worked out how to handle this loss of control and have 
consequently ramped up the control.

This is just one reason why the command and control model 
of business leadership is not only out of date but is looking 
increasingly ridiculous.
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Business needs to be social
The adversarial customer - supplier battles that have 

played out across the market stalls for the last few thousand 
years is now out of date. Imagine overhearing a conversation 
in a cafe between two people who are discussing the need 
for a plumber. As a plumber you see this as an opportunity 
so you interrupt the conversation to announce your capability 
and availability.

The two conversationalists look at each other and look at 
you as if you had come in off the street begging for change. 
However if you were known to either party then that would 
have led to a different outcome.

The new business model requires you not just to be good at 
what you do but to have a reputation for it. It is also driven 
by referrals and buyers rather than the sellers and their 
interruption-marketing.

It pays to be paranoid. Be concerned if people are NOT 
talking about you. This will drive the demand for social 
intelligence tools. 

Economic pressures require both businesses and individuals 
to come up with smarter ways to release economic value 
and to do so at the lowest possible price. Think retail 
outlets selling cigarettes individually rather than by the pack. 
However they have developed a model to socially connect 
cigarette-loving but economically disadvantaged people to 
build consortia to order to purchase by the packet. Or home 
owners who rent out their spare bedroom on an ad hoc basis. 

To organise such business models requires an infrastructure 
that supports social interaction. This is sometimes referred 
to as collaborative consumption and is set to grow in terms 
of how it can be applied to business disruption in a post-
Lehman Brothers world.

We are even seeing social models applied to financial 
trading, whereby home traders who are outperforming the 
market are selling their trading decisions and thus building 
up a following of shadow traders. To assess the best traders 
and access their talent requires a social media platform.

Of course we cannot exclude crowd sourcing. Harnessing 
the wisdom of crowds both within and beyond the corporate 
boundaries is well on its way to becoming common practice. 
We no longer have to guess as to what the market wants 
and we no longer have to rely on our own people to solve 
our problems.

But be aware that inviting the market to tell you what it thinks 
may lead to hearing the truth. One upmarket grocery in the UK 
wanting to create more mass market appeal launched a social 
media campaign to address this. Unfortunately it received 
comments on its site along the lines of, “This is where I shop 
on my butler’s day off”. So this social media initiative actually 
reinforced the image it was trying to shake off.

Enterprise social media is underway. The issue organisations 
are finding is that the feudal chiefs of the various business 
units are often not interested in collaborating with their 
colleagues (read rivals) in the other units. It won’t be 
long before the extent to which you are engaged socially 
becomes a key part of one’s performance review.

There is still some uncertainty over which social media 
platforms are deemed appropriate for business to business 
engagement. LinkedIn is a safe bet and Twitter can work well 
too. The former has the cosiness of an old school private 
club whereas Twitter is more akin to a prison yard. You can 
congregate with like-minded people (aka a gang) but bear 
in mind that you are rubbing shoulders with other less like-
minded people (other gangs). Any of whom might without 
provocation decide they don’t like you and act accordingly.

Facebook at first appears on first sight to be a no go area. 
Do you really want your great aunt Agatha to join your 
corporate fan page? And are you going to turn down her 
request if she wishes to join? However I have seen corporate 
marketing work well on Facebook. Possibly because people 
take off their commercial body armour on what appears to be 
a socially focused service and are thus are more vulnerable 
to sales and marketing messages.
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Social Capital
So let us look at the variables we need to consider in 
respect of our corporate social lives. These are:

• How socially connected you are. 
• How socially attractive you are. 

They are correlated but are sufficiently different to consider 
separately.

How socially connected you are is sometimes referred to as 
relationship capital. I may well do great business with a given 
mega corporation, but if my relationship capital is low, for 
example I only have one contact at the organisation, then I 
am at risk of losing that source of revenue. Thus we need to 
grow our relationship capital in respect of the organisations 
with whom we want to have deep relationships. There are 
other factors involved beyond number of contacts, including 
contact seniority, influence and nature of the relationship.

You may be well connected because of your persistence, but 
it does not necessarily mean that you are socially attractive. 
This is ultimately a reflection of your brand. Organisations 
have a brand, whether they nurture it or not. Increasingly 
individual branding is not the sole domain of actors and 
sports stars. Remember that being socially attractive makes 
building your relationship capital a lot easier.

People are relatively price-insensitive when they attribute 
positive social characteristics with a brand. Think Apple and 
Harley Davidson. You know you have arrived in this respect 
when people have your logo as a tattoo.

Again, in a world where social capital rules, Me plc, matters. 
Each person is their own brand and brand manager. In 
the digital economy, where technology is table stakes and 
people are the differentiator, an organisation’s social capital 
will be the sum of that of its people.  

What would this mean for say the automotive business? 
Consumers will likely choose their cars not so much on 
technological features but on the social cachet of the people 
behind those technological features.

However in the digital economy, defining who your people 
are will be more difficult given the blurring of the ‘business - 
outside world’ boundary.

Organisations are encouraged to consider both 
relationship capital and brand value as tangible entries on 
their balance sheet.

in
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Managing the social enterprise
So these seismic changes present an opportunity for 

the CIO to become more business relevant. They are a threat 
to IT managers who see their role as keeping a lid on the 
technology infrastructure. 

Here are some suggestions as to how IT leaders can be at the 
forefront of this social revolution:

•  A large part of the data coming into the organisation will 
include social content. The corporate data warehouse 
needs to become a social media data warehouse. You 
in turn become the Chief Listening Officer and your 
technology staff rise up the value stack and become social 
media analysts listening out for significant signals. Should 
they spot negativity building up in respect of your brand 
they hand it over to the social swat squad in marketing who 
take it from there.

•  As you work with the business on this be sure the users 
know why they are embracing social media. Is it to build 
awareness, encourage trialling, increased sales velocity 
or weighting? Because if they are unclear it is unlikely 
to be a success and it is in our interest to maximise the 
chance of success. 

•  Review both your organisation’s security policy and 
technology architecture. Are they fit for purpose in this 
socially active world? The trade-off is business agility against 
risk. Assess the leadership team’s stomach for the level 
of risk that social media will introduce. In any case have a 
clear policy in respect of usage and play an active role in the 
associated culture change required.

•  The increased digitisation of customer channels changes 
the game in terms of customer analytics. The IT function 
needs to raise its game in what might be referred to as 
‘big info’.

•  Deepen your relationship with marketing. They are likely to 
be one of your most influential customers.

•  Use social media to inform users of operational IT 
matters. Also use it to reinvent the IT function as a centre 
of excellence in respect of innovation and business 
transformation. Personalise the service by ensuring that your 
staff are sufficiently outgoing to get a buzz from engaging 
with your users in this manner.

Conclusion
It is man’s nature to be sociable. It appears to be the 

case that businesses have little choice but to follow suit. 
Technological advances are such that social media tools 
are pervasive. Organisations trying to hold back the tide are 
fighting a losing battle.

Organisationally, as the world adjusts to what might be called 
hyper sociability, there exists an opportunity to capitalise on 
this by transitioning early and gaining first mover’s advantage.

Personally as a CIO you are encouraged to drive this change. 
Doing so will enhance your business relevance. Again 
holding back the tide by vetoing social media initiatives will 
increasingly alienate you from the organisation, thus earning 
you the social sobriquet of CI ‘No’.

in
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HP is the world’s largest provider of IT infrastructure, software, 
services, and solutions to individuals and organizations of all sizes. 
We bring the advantages of our scale, the breadth and depth of our 
portfolio, our innovation, and our competitiveness to our customers 
every day and in almost every country in the world. HP invents, 
engineers, and delivers technology solutions that drive business 
value, create social value, and improve the lives of our clients.

In Enterprise Services, one of the largest divisions of HP, our strategy 
is to deliver high-value solutions to help clients innovate, manage 
information and risk, and become more agile so they can better 
serve their customers and citizens. 

HP wants to take you on a journey to the Mobile Enterprise of 
the Future, a flexible “as a service” model, where the user rather 
than the device, is driving the computing experience. At its core, we 
aim to lower your operational costs, increase employee productivity 
and business agility, all within the limits of high IT security. For more 
information please visit: 

www.hp.com/mobile/future-enterprise
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