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Enabling a Social Business 
with IBM Social Collaboration 
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Agenda

● Introduction to Social Business
● Social Business Use Cases
● Getting started as a Social Business
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People are transforming the 
way they interact...

The world is connected: economically, socially, 
and technically

and transforming the way they 
purchase goods and services...
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...and this transformation presents new challenges

Marketers: less control over their brands 

Organizations: paralyzed by security and 
governance concerns

Human resources: difficulty increasing worker 
effectiveness

Product development: deliver new products and 
services quickly and at lower cost
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“69 percent of respondents report that their 
companies have gained measurable business 

benefits, including more innovative products and 
services, more effective marketing, better access to 

knowledge, lower cost of doing business, and 
higher revenues.” Source: How companies are benefiting from Web 2.0: McKinsey 

Global Survey Results, September 2009

Stand-out organizations are addressing these 
challenges with new forms of collaboration

https://www.mckinseyquarterly.com/ghost.aspx?ID=/Business_Technology/BT_Strategy/How_companies_are_benefiting_from_Web_20_McKinsey_Global_Survey_Results_2432
https://www.mckinseyquarterly.com/ghost.aspx?ID=/Business_Technology/BT_Strategy/How_companies_are_benefiting_from_Web_20_McKinsey_Global_Survey_Results_2432
https://www.mckinseyquarterly.com/ghost.aspx?ID=/Business_Technology/BT_Strategy/How_companies_are_benefiting_from_Web_20_McKinsey_Global_Survey_Results_2432
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What does a Social Business look like to 
different business leaders?

Customer 
Experience

Marketing 
Processes

Product 
Development

Customer 
Experience
Marketing

Deepen 
relationships  

with customers

Generate new 
ideas faster

Enable a more 
effective workforce

Operations, 
Human 
Resources

Business As Usual

A Social Business

● 'Push' marketing via 
traditional channels

● Control over brand image 
and brand communication

● Drives advocacy and more 
sales through trusted 
relationships

● Invest in R&D
● Generate new ideas 

internally
● Test ideas in market

● Speed time to market and 
gain market share with break-
through ideas and products

● Email and phone based 
communication

● Knowledge kept in silos

● Save money by reaching out 
to professional networks to 
respond faster to business 
decisions and opportunities
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Social Business Initiative

Outcome

● Deployed a social collaboration platform to 
bring together legal professionals in new 
ways

● Accelerated the growth of the PLI client 
base by 1.25% per day

● Created a social innovation platform to 
source new service ideas from a broader 
base of employees

● Added 554 new “voices” to the dev 
process during first six months

● Published the first idea a mere ten 
minutes after launch

● Deployed a social collaboration platform to 
help 20,000 people in 200 locations work 
together effectively

Social Businesses deliver powerful outcomes

● Significant savings from faster formation 
of consulting teams to address customer 
needs
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Agenda

● What is a social business
● Social Business Use Cases

● Deepen Customer Relationships
● Generate Innovative Ideas Faster 
● Enable an Effective Workforce

● Getting started as a Social Business
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Deepen Relationships with Customers
Stakeholders: Marketing, Sales, and Customer Service

Challenges
●Do you need to create a social 
site where customers interact with 
customers in positive ways? 
●Would you like to have more 
effective  marketing campaigns 
and sales prospecting to grow 
your customer base?
●Do you need to resolve customer 
challenges faster in your call 
centers?

Deepen 
relationships  

Generate 
new ideas 

Enable an 
effective 

workforce
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Deepen Relationships with Customers
 with IBM Social Collaboration
● Create customer communities on your 

site to allow customers to interact, rate and 
recommend, building brand advocates 

● Encourage key spokespeople to take part 
is conversations with customers in 
blogs and forums building brand loyalty

● Provide live chat on your website for 
instant communication between 
customers and customer service speeding 
problem resolution and lowering costs.

● Leverage your existing IT investments 
by integrating these services in existing 
portal and commerce sites, saving time and 
money in deployment 

Deepen 
relationships  

Generate 
new ideas 

Enable an 
effective 

workforce



Dedicated to providing the legal community with the most up-to-date, 
relevant information and techniques

● More than 100,000 attorneys
● Providing the legal community with the most up-to-date, relevant 

information in a variety of formats and media
● By bringing together in one place rich information resources, leading 

expertise, easy ways of collaborating and the people who care, they 
can improve the practice of law by helping clients be better lawyers

Business Result:  Practicing Law Institute forged closer relationships with 
their clientele,  connected customers with expert content and accelerated 
the growth of PLI's client base  by 1.25% per day. 

Practising Law Institute
Growing customer base
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Generate Innovative Ideas Faster 
Stakeholders: Product Management, Research and Development

Challenges
●Do you need to deliver new products 
to market faster?
●Are too many great ideas and insights 
getting lost?
●Do you have externally focussed 
'listening' strategies?
●How do you support relationships with 
top customers?

Deepen 
relationships  

Generate 
new ideas 

Enable an 
effective 

workforce
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Generate Innovative Ideas Faster
 with IBM Social Collaboration 

●Cultivate external communities bringing together partners, customers, and 
R&D to bring more product ideas into the product development process
●Support virtual customer councils with forums and regular e-meetings with 
top accounts for sharing product strategy and getting frequent feedback
●Leverage tagging of shared files, bookmarks, blogs, communities to gather 
more product ideas across organization boundaries

Deepen 
relationships  

Generate 
new ideas 

Enable an 
effective 

workforce
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China Telecommunications Corporation
   Streamlines innovation and speeds development

The need:  
To stay competitive, the Shanghai branch of China Telecommunications Corporation (China 
Telecom) needed to increase its advantage by leveraging new services. With the 
anticipated addition of a new third generation (3G) license, the company sought an 
innovative solution to help accelerate telecom service creation and better leverage its 
employee base through a unified innovation process. 

The solution: 
China Telecom created an integrated innovation platform that enables collaboration among 
employees, partners and customers. The solution, with a Web portal for user access to 
input ideas, increases the chance of market success for new services, creates a unified 
innovation process for the company’s greater employee/partner community, expands the 
sources of innovation and helps filter quality ideas. 

What makes it smarter:
 Enabled marketing teams to analyze new intelligence gathered directly from consumers’ 

Web 2.0 entries and launch new services with the knowledge that subscriber demand 
exists

 Reduced opportunity costs and risk by expanding sources for new product ideas and by 
improving idea quality, increasing the chance of marketing success

 Allowed 554 new “voices” into the development process during the first six months of the 
platform launch, with the publication of the first idea a mere ten minutes after launch

“The IBM solution enables us to 
deliver exciting products to the 
marketplace at a faster pace than 
ever before.”

—Niu Gang
Associate Director, 

Shanghai Research Institute,
China Telecommunications

Solution components:
 IBM System x3650
 IBM DB2 for Linux
 IBM Connections
 IBM WebSphere Application Server
 IBM Services for Lotus
 IBM Idea Factory Asset
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Enable an Effective Workforce
Stakeholders: C-Suite, Operations, Human Resources, IT

Challenges
●Are you doing more with fewer 
resources?
●Do you have more remote and 
distributed employees?
●Is communication and visibility limited 
across the team?
●Would you like to lower your travel 
costs?
●Are team documents and communications 
difficult to access? 

Deepen 
relationships  

Generate 
new ideas 

Enable an 
effective 

workforce
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Business Need:  To bring distributed work groups 
together

Sogeti has 20,000 employees in 200 locations across 14 
countries.  They were looking for a solution to help those 
people work transparently across these barriers. 

Solution: IBM Connections was selected over 
Microsoft because of its people-centric approach 
rather than a document centric design

Value to client:  
● Improved internal knowledge sharing and placed dynamic networks for expertise within easy reach
● Speed the formation of consulting teams to address customer needs saving time and significant 

costs.
● Led to the creation of a service offering for customers built on Lotus Connections called 'TeamPark.'

Sogeti, Project TeamPark
Assembling the right team fast
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Agenda

● Introduction to Social Business
● Social Business Use Cases
● Getting started as a Social Business
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Your journey to becoming a social business

● Make the business case
─ Don't get stuck in Analysis Paralysis
─ Focus on tangible objectives, not tools

● See how social looks in action by 
testing different scenarios and entry 
points:  

─ Employee Intranet
─ Virtual Team Places
─ Collaborative Decision Making
─ Customer-facing Communities

● Identify the socially active in your 
enterprise

─ Who are already using social tools to 
succeed?

─ Let them be evangelists!

● Find an executive sponsor
─ It's not a technology issue – it's a 

social, cultural issue.
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Vodafone Example
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IBM Social Collaboration Platform 
   Scalable and flexible to support Social Business

 BI BPM  CRM ECMWeb/Online experience HCM

Social Business

IBM Connections, Lotus Quickr®, IBM Sametime®

Social Everywhere

Deepen relationships  
with customers

Generate new 
ideas faster

Enable a more 
effective workforce

Strategize, customize, deploy, and support your social business with 
IBM Global Services, IBM Solutions Services for Lotus, IBM Business Partners

Make business applications social by integrating with IBM applications:  
IBM Customer Experience Suite,  IBM Cognos 10,  IBM FileNet and Content Manager

Social Collaboration Platform

Services and Business Partner solutions
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IBM Connections 3
      Centerpiece of IBM Social Collaboration Platform

New!
●Recommendation of content and people using analytics of 
social assets

● Discover what you don't know and who you should know
● IBM is the first to provide this capability 

●Enhanced communities and forums help increase sales 
and reduce support costs

● Support for sub-communities
● Improved community member management
● Multiple forums in a community
● Stand-alone forums with Q&A

●Email digest & getting started page accelerate adoption 
●Social everywhere to drive your social business

● New integration with WebSphere Portal,  Lotus Notes, Microsoft 
SharePoint

● Expanded mobile support for iPad, iPhone, Nokia, Android 
● Enhanced LotusLive Connections  with communities

●Compliance and auditing to deliver value of social 
software to regulated industries
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IBM Cognos 10 + IBM Connections
   = Collaborative Decision Making

●Turn dashboard insights into team 
action with activities integration 
●Use search integration of Lotus 
Connections assets to discover the 
information you need fast for 
collaborative decision making

●Build decision networks to engage the 
right people at the right time 

Beta Customer Feedback of the Integration: “In making decisions we need to access the right 
stakeholders and experts.  Social Media allows us to bring those people together and access the 
Trusted Information in Cognos 10.”

New!
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IBM Customer Experience Suite

● Support conversations and information sharing with and between users 
with capabilities such as wikis, blogs, forums, communities, ratings, 
commenting, tagging, shared bookmarks & files, and activities for organizing 
work & ideas.

● Allow users to find the right people based upon their profile: expertise, 
projects,  responsibilities, and interests.

● Enable customers to get problems resolved quickly with click-to-chat 
functions.

● Improve SEO and brand awareness by syndicating content across the 
web, into other online properties, such as Facebook.

●  

New!



©2010 IBM Corporation 24

Coremetrics: What Does it Do / How Does it 
Work
With Coremetrics customers can:
Anticipate customer preferences and predispositions 

based on a historical view of browsing behavior 
across multiple channels.

Automate the management of marketing campaigns, 
enabling immediate delivery of specifically-tailored 
content to individuals in response to past and 
current browsing behavior.

Syndicate personalized content to the right channel at 
the right time (web sites, emails, ad networks, and 
more).

(Repeat) the process. Every new bit of information 
collected makes the data more relevant, and the 
marketing programs get better and better.

The Continuous Optimization Platform
• Continuously updates visitors’ lifetime browsing 

behavior  (LIVE  Profiles™).
• Optimizes based on many visits over time, not just 

a single visit.
• Incorporates data from online and offline behavior.
• Improves customer offers on a continuous basis.
• Makes optimized content selections in real time.
• Automatically drives customers through the 

conversion process.
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Social Media By The Numbers

• 500M+ Active Users
• 50%+ Login per Day
• 200M access via Mobile
• 40% of users “Like” companies
• 51% of users between 18-34
• 57% Female
• 70% of users are outside of U.S.

• 100M+ Registered Users
• 41% tweet regularly
• 37% tweet via Mobile
• 51% follow companies, brands & products
• 44% of users between 18-34
• 53% Female
• 60% of users are outside of U.S.

Sources:
Facebook.com Press Room
Exact Target/eConsultancy Marketing Survey, 2010
PalatnikFactor.com, Twitter Demographic Report
iStrategyLabs, Facebook Demographics & Statistics Report
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Despite the Investment, Social ROI is Rarely 
Measured

• 84% of professionals don’t 
measure Social ROI1

•56% of companies say they try to 
achieve increased sales through 
social media, but only 24% 
evaluate sales as a metric. 2

1. Mzinga and Babson Executive Education, “Social Software in Business,” September 8, 2009
2. Chris Pirillo, “Social Media Statistics,” Feb 2010
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Coremetrics Social
Social ROI & Brand Conversation

• Social ROI. Monitor the 
effectiveness of referrals from 
Social networking sites and the 
downstream impact of Social 
impressions.

• Brand Monitoring and 
Engagement. Track real-time 
conversations about your brands, 
products and competitors on both 
Facebook and Twitter.

• Social Aggregation.  Rollup all 
conversation and analysis across 
bands and sites by user defined 
categories and business units.
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Challenge • The university’s online marketers wanted 
to understand if social media — in 
particular, Facebook —would enable them 
to extend the Seton Hall experience to 
prospective students.

• Interactions on Facebook might be enticing
qualified prospects to visit the website 

throughother channels such as search or 
direct load. But they didn’t have a way to 
make a direct connection between the two.

Solution • Used Coremetrics Impression Attribution 
tag to identify visitors who also interacted 
with Facebook. 

• Used Coremetrics Social to track ROI of 
social channels alongside other channels.

Results • 25% tuition deposit lift and 18% 
enrollment lift.

• Discovered surprising results regarding 
which channels bring students to the site, 
enabling the university to make more 
informed decisions regarding their 
marketing investment.

Challenge • The university’s online marketers wanted 
to understand if social media — in 
particular, Facebook —would enable them 
to extend the Seton Hall experience to 
prospective students.

• Interactions on Facebook might be enticing
qualified prospects to visit the website 

throughother channels such as search or 
direct load. But they didn’t have a way to 
make a direct connection between the two.

Solution • Used Coremetrics Impression Attribution 
tag to identify visitors who also interacted 
with Facebook. 

• Used Coremetrics Social to track ROI of 
social channels alongside other channels.

Results • 25% tuition deposit lift and 18% 
enrollment lift.

• Discovered surprising results regarding 
which channels bring students to the site, 
enabling the university to make more 
informed decisions regarding their 
marketing investment.

“Without the Coremetrics
data, we would have seen Facebook as only
obliquely connected with top-line 
enrollment and bottom-line revenue goals.
Because of the data, we can see that 
Facebook is a significant and subtly
sophisticated new front in the development 
of markets for the university.”
—Senior Director
of Strategic Marketing
Seton Hall University

Seton Hall Achieves 18% Lift in 
Enrollment through Facebook
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Coremetrics: Use Cases

USE CASE
Drive Visitor Conversion

USE CASE
Site Optimization

• Major carrier experienced low completion rates 
for accounts.
• Goal: Determine where visitors were abandoning 
the application process. 
•Leveraged Coremetrics LIVE Profiles and path 
analysis reports to determine visitor navigation 
and abandonment points.

USE CASE
ReTargeting

USE CASE
Drive Cross Sell 

Opportunities

• Mobile Network Operator wants to increase 
average order value online.
• Goal: Need to create a personalized shopping 
experience and drive cross sell opportunities
• Leverage Coremetrics Intelligent Offer to provide 
relevant product recommendations, such as 
different types of cell phones and ring tones to the 
user based on browsing behavior.

• Visitors are leaving the website to research 
competitor sites, not completing transactions.
•Goal: ReTarget the visitor so that the brand is top 
of mind and they return to the website.
• Leverage Coremetrics LIVEmail and AdTarget
for relevant and personalized emails and display 
ads.

• Carrier wants to increase web site visitors to submit 
account applications.
• Goal: Determine the optimal navigation path and 
update the website to create an optimized user 
experience.
•Leveraged Coremetrics LIVE Profiles and scenario 
analyses (link and clickstream analysis) to 
understand the visitor path and behavior.
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IBM Social Software is the market share leader 

  35% of Fortune 100 have purchased IBM Social             
Software1

 IBM is positioned in the leadership quadrant in the    
  2009 and 2010 Garter Magic Quadrant reports

IDC identified IBM as the marketshare leader in Social Software Platform 
providers3  July 2010   IBM.com press release

http://www-03.ibm.com/press/us/en/pressrelease/32050.wss
http://www-03.ibm.com/press/us/en/pressrelease/32050.wss
http://www-03.ibm.com/press/us/en/pressrelease/32050.wss
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Take the next step on your social business 
journey with IBM

● Read the Whitepaper
─ Total Economic Impact Study: IBM Social Collaboration  → 

http://bit.ly/cmTXTW

● Watch videos on YouTube
─ Social Software has real business value → http://bit.ly/c6elru
─ LotusKnows → youtube.com/collaboration4you

● Take the Assessment
─ IBM Collaboration Assessment Tool: see how you compare with peers → http://www-

01.ibm.com/software/lotus/collaboration/assessment/

● Join the conversation
─ Twitter: #IBMExperience
─ Blog: IBM Collaboration Soapbox → bit.ly/ibmsoapbox
─ The IBM Social Media Aggregator  → ibm.com/social/business

http://bit.ly/cmTXTW
http://bit.ly/c6elru
http://www.youtube.com/collaboration4you
http://www-01.ibm.com/software/lotus/collaboration/assessment/
http://www-01.ibm.com/software/lotus/collaboration/assessment/
http://bit.ly/ibmsoapbox
http://www.ibm.com/social/business
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It’s about 
trusted 
relationships

It’s about creating 
a culture for 
innovation

It’s about creating a social business.

It’s about social 
and business 
transformation

ibm.com/social

http://www.ibm.com/social
http://www.ibm.com/social
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