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1 Starting point 

All larger and a significant portion of smaller businesses have launched initiatives 
around Enterprise 2.0 or social business. An essential part of the transformation 
is the technological aspect. Employees have to be equipped with the right tools to 
enable them to be part of a networked and agile organization. However, the IT 
department is no longer the sole advocate of this transformation. C-level 
executives have taken the driving seat and improving access to intellectual capital 
and making the workplace more attractive for future talent is now on their agenda. 
They recognize that social technologies can accelerate the transformation of their 
business and that such a transformation needs to start with an organizational 
intent and a clear vision of the future workplace.  

It is a very attractive proposition to empower employees with the power of social 
networking and commercial internet services. The needs of the organization and 
the expectations and requirements of future employees are significant influencers. 

Even though this development signals an end to IT being seen as a business 
burden and more of vital part of information work, the business-driven deployment 
of various tools has led to the development of two scenarios. Both of these 
threaten to severely hinder the ability of organizations to adopt the concept of 
social business.   

1.1 Enterprise 2.0 / Social business 

There are various perspectives on the concepts of Enterprise 2.0 and social 
business. Our very pragmatic point of view is based on two core characteristics 
that define a company that is transforming itself by embracing social principles 
and technologies:  

¥ Business value is generated through networks where the key 
characteristics of the organizational framework are formality and 
hierarchy. Managers and leaders have evolved into coaches and guides 
for their subordinates and success is defined by collaborative 
achievements. A ‘we help each other’ culture is established and mistakes 
are an essential (and accepted) component of successful and sustainable 
operations. 

¥ The digital workplace has adapted successful patterns from social and 
commercial media in order to equip employees with the ability to 
overcome geographical and functional borders. It has been created as a 
service for all employees and bridges established and new ways of 
communication, collaboration and networking. Information is managed by 
relevance and considered to be a living DNA that contributes to the 
efficiency as well as the effectiveness of daily operations. 

We would like to emphasize that implementing IT platforms that mimic 
established social and commercial internet services is not a sufficient step 
towards socializing business operations. 
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1.2 The scattered landscape of social tools 

“Communications needs a blog.” “We need a wiki.” “We need a Yammer 
account.” Among the many requests the IT department has heard recently, these 
are some of the most common. Social tools have been introduced by a lot of 
companies, depending on the technological knowledge of the requesting person 
or their level of autonomy (that is, their budgetary and organizational power). 
Since the enterprise architecture, business cases, requirement analysis, tool 
evaluation and deployment have not been properly planned, the social tool 
landscape of a lot of companies looks something like this: 

 

Figure 1-1 – Divison-based social infrastructure, © Tieto Corporation 2011 

Parts of the business will have been enabled to operate in a more connected and 
collaborative way. However, when it comes to cross-functional or inter-unit 
collaboration, there will be significant challenges because it will be difficult to find 
a common denominator beyond the ‘old’ tools of email and face-to-face meetings. 
This is a paradox since the real benefits of implementing social technologies 
within an enterprise are expected to come from breaking down organizational 
silos and increasing transparency, openness and participation across the 
workforce to improve collaboration, innovation and responsiveness. From a cost 
and maintenance perspective, the scenarios illustrated above are probably the 
worst that can happen to IT departments, but the implications are even more 
severe when it comes to getting sustainable business value from the investments 
being made. 

1.3 The social business silo  

The second scenario has more resonance for corporations that want to explore 
the potential of social tools on a broader scale. Unfortunately, in most cases it is a 
very tool focused approach. A generic platform – mimicking established social 
internet services – is put in place with the expectations that employees will adapt 
the new channel to network and create value (if the second is even a named 
goal). 
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Figure 1-2 – Social silo, © Tieto Corporation 2011 

The major challenge here is the social component of the communication and 
collaboration infrastructure, which is wholly disconnected from IT operations and 
therefore also from business operations. The best illustration of this separation is 
the enterprise search function, which most likely will not govern social platform 
content and files. So highly valuable content and well-tagged information (which 
are two of the major benefits of social information management) are not part of 
the search results. Furthermore, employees have to make an additional effort if 
they want to be part of the new social community. They sometimes have to 
(re)create content in the social platform as there is no integration with the actual 
business operations such as project work. 

1.4 Socializing business operations 

In our experience 1.2 is the most common scenario in mid-sized and large 
organizations. The next challenge will be to merge the two silos, to apply the 
learning from the experimental phase and to identify the parts of the organization 
where a more socially inspired digital workplace could add additional value as it 
becomes seamlessly integrated into business operations. 

In the process of introducing the new opportunities inspired by social and 
commercial services on the internet and adapted to the context of an enterprise, a 
company has to do two things: 

¥ Prioritize where to start and where the improvements will deliver the 
quickest impact.  

¥ Identify the right change management approach to ensure that individuals 
in the organization are able to adapt their behaviours and practices 
regardless of their technological knowledge or familiarity with social 
media. 

In section 5.3 we discuss the need for change management in more detail. We 
recommend that the approach should be based on a number of prioritized 
challenges. Understanding the conditions which prevent individuals and teams 
from achieving goals in a timely manner or which cause frustration and 
disempowerment should help to identify good starting points. 



Opinion Paper   
   
Tieto, Enterprise Solutions   
Digital Business Consulting | Tieto Future Office ®   
   
 

   
  page 6/23 

 
  
   
© 2011 Tieto Corporation  

 
 

2 Reason why – the value of being a social business 

When executives and managers are forced methodologically to prioritize the three 
categories illustrated below, operational excellence is – in 95% of the cases – 
their number one priority, corporate DNA their second and people their third.  

 

Figure 2-1 – Three layers of value creation for social business, © Tieto Corporation 2011 

The reason is quite obvious: performance models and career paths are strongly 
connected to it. Getting things done efficiently is what organizations so far have 
built their business upon. Re-using existing intellectual assets and enabling 
people to perform to their full potential is recognized as the required next step in 
the evolution of information and knowledge work productivity. However, few 
organizations have managed to take this step. Social business can be the key to 
unlocking this next level if it’s understood as an integrative and connecting 
element of all three layers, which are described in the following sections. 

2.1 Increasing operational excellence 

Efficiency. Using the minimum resources possible to achieve goals is basic 
economics. Students are taught that principle in semester one of any degree that 
has anything remotely to do with economy. Social business can help to increase 
efficiency by addressing a simple principle that has found its way into the latest 
leadership and management literature: it’s less about what you know and more 
about knowing where to look and who to ask.  

The digitalization of businesses has laid the corner stone for building powerful 
networks and utilizing the power of those networks. All that has to be done now is 
to join up the dots (or rather, to enable them to connect by themselves) and make 
sure that the concepts of collaborative intelligence and crowdsourcing find their 
way into the organization. Now is the time finally to unleash the power of 
operational networks that solve problems and act upon opportunities in a fraction 
of the usual time. This can now be achieved with significantly fewer resources 
and by activating underused resources such as expertise hidden in distant 
corners of the enterprise. Connecting the right people with each other and 
connecting everyone with the right information at the right time essentially is what 
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social business is about. It allows large enterprises to operate with similar agility, 
responsiveness and ability to innovate as a small startup business. 

2.2 Building and activating the corporate DNA 

Effectiveness. Re-using as much existing information as possible and learning 
from past successes and failures to increase efficiency is the basic approach. 
Over the past few decades organizations have tried to tackle this field with 
initiatives such as knowledge management, expertise databases and formal 
training. Unfortunately, capturing, labelling, organizing and storing information as 
digital content hasn’t contributed as much as expected to the agility and 
responsiveness of organizations.  

The major shortcoming of many previous knowledge management initiatives (as 
well as all sorts of data mining and competence management) is that they have 
relied on employees being willing to make the extra effort to record their 
knowledge so it could be stored in a database and owned by the organization, 
without getting so much as a pat on the shoulder in return. It also required them to 
be pro-active in their search for existing knowledge and to know exactly what to 
look for to have the slightest chance of finding it. It’s even worse if the person that 
has to solve a problem doesn’t know that at least 40% of the solution already 
exists somewhere in the system.  

Social principles and technologies can be used to activate and feed knowledge, 
tacit as well as as well as documented, into business operations. Social metadata 
generated from our interactions with a certain piece of information, can be used 
automatically to flag up related data that may be useful in a social project 
workspace, for example similar to the product recommendations on Amazon.com.  

Social technologies will furthermore help to build the corporate DNA in a way that 
can more easily be connected to operational challenges. Storing information in a 
structured way is no longer simply a case of making folders and having standard 
file names. It is now based on contextual tags (author, workspace, project, client, 
date, type) and the information users add to it when sharing, consuming, 
discussing and rating information. The fact that there is only a tiny fraction of 
untagged pictures on flickr.com and literally no untagged pictures on Facebook 
shows that people actually tag information – as long as doing so gives them a 
certain value. Even files are shared with additional information, or at least a 
reason why someone is bothering their social or professional network with this 
particular piece of information. 

Looking at enterprise search, this approach might even solve the challenge of 
rubbish in/rubbish out. Installing a couple of search servers in the basement 
which then index the waste that has been stored in terabytes of files won’t deliver 
the value and the support employees expect from their digital work environment. 
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2.3 Retaining, winning and connecting talent 

People are our best assets. This phrase is probably used by all corporations 
that rely on employee performance. So far the introduction of social business 
platforms has been targeted at this level of optimization – even though ranks 
bottom in priority among operational managers. That is why social platforms 
haven’t yet contributed significant value to the corporate value chain. It is not that 
it hasn’t contributed any value at all, but that the real boost in business value has 
yet to be seen.  

What has been achieved so far is the knowledge that there is something in ‘social’ 
that can be used to unleash peoples’ potential. Making it happen hasn’t been 
easy. Personal profiles are a good example of this. In contrast to the polished, 
rich and up-to-date profiles on professional networking sites, the personal profiles 
on many digital work systems are simply a collection of silent, static entries 
containing insufficient information – if they have been completed at all. So, why is 
that?  

The answer is quite simple: there is no real value to the personal profiles, unlike 
the ones on professional networking sites which are used by head hunters. It is 
actually even worse, because networking and joining forces beyond functional or 
geographical borders is not part of employees’ job descriptions. Get your job 
done. Focus on achieving your personal objectives upon which you are measured 
and evaluated. Use the tools you have to hand and don’t bother others with your 
work. And if you have to, ask clear questions that can be easily answered without 
interrupting colleagues who also work for themselves rather than for the shared 
purpose of the enterprise. 

People would be more motivated to set up and maintain personal profiles if they 
could be translated into job/career opportunities, recognition for contributions 
made to the success enterprise, the possibility of meeting new and interesting 
people that are suggested based on personal information, or quicker onboarding 
into a new organization or team. But as long as they have no real value, personal 
profiles within organizations will not be able to compete with their internet 
counterparts in terms of the quality of the information. 

Being able to win new talent for an organization might be connected to this 
sooner than later. New employees – if they are talented and willing to contribute 
beyond the average – aren’t only after the money any more. More and more 
people are primarily interested in pursuing their passions, making new 
connections, enhancing their networks and joining forces with others to solve 
problems quickly and expertly. For that they simply expect a decent pay packet. 
Satisfaction and motivation at work comes from being able to realize your own 
potential by teaming up with other people who share the same passion. If a 
company can offer neither the culture nor the service infrastructure to achieve 
this, talented individuals are most likely to find another place to spend their 
valuable time. 
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2.4 Guest comment: thoughts on social business from a practical perspective 

Matz Mattern is director of internal services at renewable energy company juwi 
Holding AG. He is responsible for operational enablement as well as the 
wellbeing of all ‘juwis’, as its employees call themselves. His department is 
responsible for the entire ITC infrastructure as well as all in-house catering, 
property planning and facility management, purchasing and back office services. 

Over the past few years awareness of the need to change global energy and 
resource management has increased significantly. juwi is driving the revolution in 
how we access, use and re-use energy. Like many technology companies we 
have grown from a two-person business operating out of a garage into a globally 
operating enterprise – sometimes doubling in size and business volume year on 
year. This growth, as well as the organization of our business, has led to a lot of 
consideration of two key issues: how we can retain the human element which is 
essential to us as a company and how we can ensure business productivity and 
effectiveness at the same time. Many companies trade the social part of the 
business for a streamlined and optimized corporate engine. Since we are still 
privately owned and led by the two founders this is not – and will not be – an 
option. 

For that reason we have started to look at social business or Enterprise 2.0. The 
main trigger for me as the person in charge of internal services – for the wellbeing 
and enablement of our staff – was the fact that people are at the centre of this 
approach. Having a networked company with a collaborative work culture 
appealed to me in particular. 

Our employees face the same challenges as most mid-sized and large 
companies: finding the right people and having relevant information to hand at the 
right time are not always easy. Collaboration in decentralized and multi-functional 
teams becomes more and more complex. In particular, if you keep on expanding, 
you naturally start to lose transparency due to the sheer size and distribution of 
your business operations around the globe. Our gut feeling was already telling us 
that tackling this with an IT- and platform-driven approach would not work. We are 
a people-driven company and we have to drive the solutions to these challenges 
ourselves.  

So implementing a social business approach is a natural move for us. We believe 
that if we connect our talented people with each other and with the relevant and 
valuable information we will profit from it in the long run. We want to enable 
everyone who is facing a challenge to quickly get in touch with the person who 
can help them – and to ensure that all new juwis (of which we have many every 
single month) become a part of the community quickly. Our determination to 
achieve this, however, is not driven simply by economics. It is the only way to 
maintain our corporate culture and to express that we care for each individual that 
has chosen to be a part of our journey. 

Managing the transformation of our very personally networked company into an 
Enterprise 2.0 organization is one of the key tasks for our management. We have 
to take people by the hand and explain how it works, even though the average 
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age of juwis is well under 35. We have to change our established ways of 
communicating, in our case an extensive use of email, and information 
management. We have to make clear that each and every employee has to 
understand: what YOU are doing here is supposed to make US better. Every 
action has an impact on others. Every piece of information and knowledge should 
contribute to the larger picture and perhaps help someone you have not met in 
person to do their job better.  

For juwis, social business will not be a replica of Facebook or LinkedIn. Just 
launching a social platform to nurture information exchange among people who 
have an affinity with social media will not help us in the long run. Our approach 
will be to use the best social and commercial media communication and 
information management techniques in our business operations. In so doing, we 
want to achieve five key goals: 

¥ Ensure that all juwi colleagues can carry out their work troublefree and 
with the necessary fun factor. 

¥ Use our knowledge and expertise effectively to make the best of the 
resources that are available to us. 

¥ Connect challenges to experts and make sure that our people’s talent is 
accessible anywhere at any time. 

¥ Establish a digital workplace that meets the expectations of our existing 
talent as well as that of our future colleagues. 

¥ Eliminate about 80% of all emails and move the information exchange to 
other, more efficient channels. 

We can do this only if social business is not simply an ordinary IT platform but an 
ideology that defines how we get our job done. For us, Enterprise 2.0 means work 
and collaboration culture 2.0, management 2.0 and leadership 2.0. We believe 
that our existing culture will be an excellent starting point for this transformation. 

--- 

juwi is one of the world's leading specialists in renewable energy. The company was 
founded in 1996 by Matthias Willenbacher and Fred Jung. The CEOs have developed juwi 
from a two-man office to a company with operations worldwide, more than 1,400 
employees and an annual turnover of approximately EUR 800 million in 2010. As well as 
solar power, wind energy and bio energy, its activities include hydropower and geothermal 
energy plus ‘green buildings’ and solar electrical mobility. In the wind energy sector juwi 
has constructed more than 500 wind turbines with an output of more than 800 MW; in the 
solar sector it has built more than 1 500 solar power plants with a total output of more than 
800 MW. It is rated by employees as one of Germany's best employers. The company was 
in the top 20 at the country’s ‘Great Place to Work awards in 2011. The juwi group is 
headquartered in Germany and has subsidiaries in France, Italy, Spain, the Czech 
Republic, Greece, Poland, Bulgaria, Great Britain, India, South Africa, Chile, the USA and 
Costa Rica. 
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2.5 There is no ‘I’ in team – but there’s a ‘ME’ if you look hard enough 

Social business is mainly mentioned in the context of collaborative (‘WE’) work. 
We would like to emphasize that the individual (‘ME’) perspective is an essential 
aspect and driver of social business. In particular, with regards to adoption rates 
and engaging individual employees, their individual perspective has to be taken 
into consideration.  

Proof of this lies in the fact that Facebook has been able to attract more than 
750m active users1 without providing any proprietary content. Everything on 
Facebook has been created by users of the service, boosting its popularity to a 
hitherto unseen level. Social business services will experience the same 
challenge. Without people contributing actively, as an integrated part of their daily 
work, they will be silent and add no apparent value. The centre of the quadrant in 
the illustration below will stay empty and so no value will be created in terms of 
efficiency, effectiveness or networked expertise. 

 

Figure 2-2 – the ME/WE perspective on information work; © Tieto Corporation 2011 

We strongly recommend approaching a social business initiative with the ME-
perspective in mind as well. Social business will contribute value whenever 
communication, collaboration and networked intelligence are required. But 
networks don’t develop without nodes that can be connected or without being 
able to establish frequent two-way communication between any these nodes. 

For the sake of completeness, the above illustration goes beyond just social 
business. It addresses the Tieto Future Office® approach to future digital 
workspaces that includes administrative and classic business services, such as 
business intelligence and CRM as well. 

  

                                                        
1 Source: Facebook.com, August 2011 (http://liten.be//DRzAc)  
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3 Generations in the digital workplace 

Too many social business initiatives are motivated by the expectations that digital 
natives2 might have of the digital workplace. We believe that the first generation 
of digital natives will – possibly begrudgingly – to some extent accept today’s 
working environment and IT landscape. They are still used to using email and 
services that are accessible through multiple interfaces.  

The post-email generation (or second generation of digital natives) will be the real 
challenge. They will have never learned to use communication and collaboration 
tools as we have, because for them the digital landscape will have evolved into an 
integrated service that seamlessly integrates with their online and offline lives. 
They will be the first generation which is more comfortable reading information on 
screens than on paper, and which rarely communicates via email. 

 

Figure 3-1 – Common denominator of generations, © Tieto Corporation 2011 

Designing future and social media-inspired workspaces for the post-email 
generation isn’t the solution, either. The major challenge will be to close the gap 
between the existing talent in an organization and the future workforce. 

Change management initiatives and the roadmap towards a social media-inspired 
workspace has to take this into account and ensure that the gap is as small as 
possible.  

  

                                                        
2 Wikipedia http://liten.be//pBu3i  
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4 Motivating social behaviour vs mimicking platforms 

We have already referenced Facebook and its 750 million users. A more 
important fact is its ability to keep users on its service for up to seven hours3 at a 
time. Without proprietary (and very attractive) content, that is an impressive 
statistic. Furthermore, it illustrates what social business is about: motivating 
intrinsic behaviour in employees and encouraging social media behaviour in the 
workplace: 

 

Figure 4-1 – Social media behaviour, © Tieto Corporation 2011 

Looking at the quadrant, it is probably the blueprint behaviour of an extremely 
effective and heavily networked information worker. If workplace tools are 
considered to be – and managed – as services, which are geared towards their 
users’ needs and preferences as well as being designed to be intuitive to use, 
corporations will be able to unleash a potential that has so far been hidden within 
hierarchical and formal structures. 

Seeking inspiration from commercial and social internet services is definitely 
recommended in this context. For example: 

¥ Understanding the mechanics of the broadcasting channel Twitter and 
how easy it is to follow people (@name) or hash tags (#subject) can be 
key to revolutionizing internal information and knowledge distribution. It’s 
never been easier to stay on top of certain subjects with minimal effort. 

¥ The easy rights and role management that Google has designed for its 
social service, Google+, can be the solution to one of the major points of 
pain in large organizations. Even in a social business, it is not feasible for 
everyone to have access to everything. Therefore, it is necessary to 
manage access rights in dynamic environments and with less technology-
savvy users simply and intuitively.  

                                                        
3 Source: Nielsen, 2010 (http://liten.be//3BaCt)  
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5 Perspectives on transformation 

When initiating their transformation into a social business, companies have to 
take into account three major influences on its eventual success:   

¥ Understanding and addressing organizational obstacles 

¥ Ensuring and nurturing a cultural transformation  

¥ Making ‘social’ part of the actual business operations 

5.1 Organizational 

In chapter 2 we briefly described the levels at which a social business approach 
can add value and deliver a real ROI, even in a couple of measurable KPIs. As 
long as people are driven and measured by goals that are tied solely to business 
operations ( 2.1), the other two layers will be considered simply as additional 
effort/work. Social business services have to create the glue between the layers.  

There is no reason why the construction and maintenance of the corporate DNA 
shouldn’t be a direct result of business operations, almost as an automatically 
created by-product. Respective support services have to be designed so they are 
not huge hurdles for people such as project managers to overcome. Looking at it 
the other way around, it is even more obvious: accessing the corporate DNA to 
add effectiveness to the operations shouldn’t require any additional effort at all. 
The support services of a modern digital workspace should remove that burden 
from employees. 

The same principle applies to the people layer ( 0). Personal profiles should 
evolve and become richer automatically based on the contributions and results a 
person delivers over time and the people and content with which they interact. 
From time to time some pro-active tuning might be needed. From generated 
content and documentation as well as delivered solutions, profiles can be 
generated that allow:  

1) others to identify the required experts or to get a picture of another 
colleague by simply looking at the personal profile online;  

2) the system to link them to relevant and useful information by simply using 
the profile as a search query and matching it back to the respective 
information and source. 

Another factor that has to be addressed in this context is the impact of social 
business on operations management. Strict formality and a rigid hierarchy don’t 
go well with a networked organization. Even though there will always be the need 
for a formal structure that gives guidance and keeps things grounded, managers 
will have to know at which point they have to switch to a new role. 

We suggest training managers to reposition themselves as coaches or trainers. It 
is important to let go and increase your employee’s autonomy. Today’s managers 
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will be tomorrow’s guides to corporate networks. Facilitating new connections and 
directing people to the right node can be significantly more valuable than 
managing them as resources and supervising how they do their job. 

Changing the definition of management roles will not only nurture a collaborative 
culture, it will also help the managers affected deal with their fear of loss of power. 
This concern shouldn’t be underestimated, particularly in organisations with a 
long history and a well-established set of rules about how they do things. 

Of course, we are well aware that this future concept of work and management 
cannot be fully applied to all organizations. In particular, when a company has 
certain functions such as contact centres that are established and measured in a 
solely task-orientated way. However, even in companies that deal mainly in task 
and transaction-oriented work there will be a chance to establish a collaborative 
culture and take advantage of the current revolution in business IT. For example, 
a support desk contact centre could establish a best practice community for 
solving recurring issues significantly faster. Another possibility is to implement 
solutions that make it possible to tap into expertise residing anywhere outside the 
contact centre organization to handle exceptions and complex problems faster. 

5.2 Cultural 

At the core of the transformation into a social business is the evolution from 
cooperation to collaboration. In a nutshell, this means that employees start co-
creating new value and assets for the company instead of solely contributing input 
and/or advice in the creation process. A networked organization lives off the 
nodes that continuously develop and change depending on context, requirements 
and situation. It’s a highly agile environment. This new level of agility 
automatically leads to the next layer of Enterprise 2.0: a help culture that actively 
seeks to educate and improve the use of informal learning methods. Therefore, 
it’s acceptable not to know everything as long as you are willing and able to reach 
out to others that can compensate. A side effect of this will be an organization that 
is continuously learning, because each individual will be regularly confronted with 
new and relevant inspiration or knowledge. Mistakes are an important part of this 
help culture. Some projects and initiatives have to fail in order to support the 
learning process – assuming that this failure happens once and is learned from. 
As the American statesman and inventor Benjamin Franklin once said: “I didn't fail 
the test, I just found 100 ways to do it wrong.” 

At this stage we have to reference section 0 once more, since in this cultural 
process the ME perspective has to be taken into account. Even though social 
business is a way of enabling collaborative intelligence and co-creation, each 
individual must have the chance to exist and develop. Striving for collaboration 
should not get in the way of individual work and goals as these will continue to 
exist. So part of the cultural change will be to make the community aware that it is 
still made up of individuals and that it has to ensure a ME/WE balance. 
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5.3 Operational 

A question we are often asked is how organizations should approach the 
transformation into a social business. From our own experience, we have decided 
to stick to the ‘social’ element of the Enterprise 2.0 concept and concentrate on 
people relationships: 

 

Figure 5-1 – Four stages of people relationships,; © Tieto Corporation 2011 

Our basic belief is that the closer social business services are to how people 
actually work, the more likely they are to adopt them. As long as they are 
perceived as a better alternative to the old ways of doing things, people will learn 
and use them and thereby influence their peers and increase adoption throughout 
the organization. Moving from broadcasting and intranets (1) to an increase in 
productivity (2), nurturing informal networks of expertise or passion (3) to actually 
connecting networks beyond corporate borders (4) is our view of the basic 
roadmap outline. Our experience of Enterprise 2.0 roadmaps will have some 
influence on this principle to a certain extent, even if they were initially geared to 
solve operational challenges.  

One word of advice: there will always be early adopters – which is good – and 
there will always be those who simply cannot be convinced to adopt new 
practices, something which will never change. Setting your organization’s 
adoption rate target at 100% will lead to failure. Don’t forget, there are still some 
people out there without computers or who have an assistant to read and reply to 
their emails. 
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6 The seven habits of a networked organization 

Stephen R Covey came up with The Seven Habits of Highly Effective People4, 
one of the leading concepts in management literature. Since we are considering 
the concept of creating the mind set necessary for implementing a social 
business, we have taken the liberty of interpreting these habits according to our 
understanding of Enterprise 2.0. 

6.1 Be proactive 

Looking at the current state of organizations, being proactive is essential. If you 
want to attract the real thought leaders and drivers in social business and unlock 
the talent in your organization, then now is the time to transform. Furthermore, 
you have to be comfortable with the fact that the first step is always the hardest. 
Don't expect a company to turn social by itself. It needs support. And by support, 
we don't mean tools. We are referring to a company’s fundamental belief in 
changing how it works and promoting a collaborative culture.  

6.2 Begin with the end in mind 

In our experience a lot of organizations are either in the middle or pretty much at 
the end of their experimental phase with social tools. Now they have to integrate 
them into business operations and enable them to change current work practices. 
It is vital to approach this with a clear vision of how the social organization is 
supposed to operate in the future. Otherwise, the business will end up with a 
landscape of disconnected social services that won't be able to join up the dots 
and tear down functional barriers. 

6.3 Put first things first 

Key to success is a clear roadmap with an answer to 'what's in for me?' for each 
affected employee at each stage. Introducing social business to relieve 
operational work is the most promising approach. The next phase is connecting 
people with common subjects or interests. Launching the corporate social 
network first will most likely leave a company with an internal chatter stream. But 
it will be hard to see or measure the impact on business operations.   

6.4 Think win-win 

Social business is based on the word ‘social’. By nature a social business 
initiative needs to be people-centric and people-driven. If the participants have 
nothing to gain, the transformation into a social business will not happen. 

  

                                                        
4 Ref. to Wikipedia „The Seven Habits of Highly Effective People” (http://bit.ly/oEwfAs)  
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6.5 Seek first to understand – then to be understood. 

Too many organizations lack a talent for listening. Listening to what people are 
saying about challenges (and not a wish list) and taking a real interest in what 
they are trying to achieve their goals is the only starting point in delivering great 
workplace services.  

6.6 Synergize 

Again: social business is social. It grows by empowering people and allowing 
them to build, nurture and make use of their relationships with each other. It's 
meant to tear down functional and geographical barriers and unleash hitherto 
unrecognized excellence. It can be useful to start the process on the first day by 
gathering together everyone who has a real stake in the process or might have a 
good idea. You need to identify and take notice of the employees with the will to 
drive your organization’s evolution into a social business. Social business is much 
greater than a communication or IT initiative. It's about a new way of generating 
value.  

6.7 Sharpen the saw 

Change usually fails because it's not engineered to be sustainable. If the initiative 
doesn’t incorporate the loop of listening, adjusting and applying what’s learned, it 
will be a one-off initiative with no impact... and some frustrated individuals. 
Sharpening the saw means really monitoring and feeling the transformation and 
supporting it by carrying out as much hand holding as necessary. All this effort will 
pay back at the end of the day. 
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7 Socialized business operations (steal with pride!) 

7.1 Welcome on board (onboarding) 

Business challenge: 

A lot of companies struggle with the induction of new employees into their 
business. In interviews and workshops, managers have stated that it takes 
between three and six months for a new team member to be up and running 
within the organization and fully productive. If consumers needed that amount of 
time to appreciate the value of a social or commercial platform it would be out of 
business pronto. 

Value proposition to employees: 

“If you let us know about your competences, interests, passions and work 
experience we will connect you with colleagues and information that might be 
valuable and relevant to you. Use your personal profile to make sure that the right 
information is always only one click away.” 

Service proposal 

As part of an onboarding service (the welcome and briefing part of the recruitment 
process which complements the mentoring programme), new employees are 

encouraged to use this less stressful time to 
create their personal profile. As part of the 
process they will be connected with all the 
relevant information and people that in their 
formal or informal vicinity. Project teams, expert 
groups and ‘we help each other’ networks will 
form much faster – faces in the cafeteria will 
become familiar much quicker. Contacts will 
multiply (seven people you know are connected 
to this colleague) and relevant documents can 
be brought to people’s attention (colleagues that 
had a look at this file have checked out the 

following files as well). 

Business value 

Makes new employees more comfortable in their new work environment; shorter 
time-to-productivity for new employees; decrease in need for training by-line 
manager and/or HR; continuously expanding expert networks.  
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7.2 Social project service 

Business challenge: 

Interviews and workshops have revealed that the disconnection of information 
and documentation from project-related communications is challenging. In 
particular, if teams expand or individuals are absent it leaves gaps in information 
continuity. A further challenge is the combination of multiple ways of maintaining 
information and the use of Web 2.0 tools. Each team has to work out its own way 
of organizing and using things such as workspaces, wikis, blogs and shared links. 
The natural reaction – in particular for teams with less affinity with digital media – 
is to regress to their usual, traditional ways of working. 

Value proposition to employees: 

“We offer you a service that consolidates everything related to your project. Here 
you can formally and informally stay in touch with the project team. Information 
and communication related and relevant to the project can from now on be found 
in one place. So information about successful business approaches might be 
readily to hand to guide you in what to do and how.” 

Service proposal 

A one-stop-shop with direct access to (easy-to-maintain) content repositories and 
contextual communication elements. Users don’t have to switch between intranet 
and productivity tools. They will find everything in one place to communicate with 
team members, store content, take/leave notes or create and manipulate content 
in any form, whether it is stored in a wiki or a document. To keep the corporate 
DNA active, information and success patterns from other parts of the business 
need to be pulled into the social business project if they seem to be relevant. To 
support the ‘we help each other culture, colleagues who are not part of the project 
but whose expertise and experience could prove useful are recommended to the 
project team. 

Business value 

Increased efficiency in project operations; decrease in project overruns and 
related costs; continuous improvement in effectiveness through the re-use of 
generated solution knowledge and the connection of expertise to current business 
challenges; continuous growth of informal expertise and experience networks; 
increased communication and documentation efficiency. 
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9 About 

Tieto 

Tieto is the leading IT service company in Northern Europe providing IT and product 
engineering services. Our highly specialized IT solutions and services complemented by a 
strong technology platform create tangible business benefits for our local and global 
customers. As a trusted transformation partner, we are close to our customers and 
understand their unique needs. With about 18 000 experts, we aim to become a leading 
service integrator creating the best service experience in IT. 

http://www.tieto.com 

www.twitter.com/tietocorp  

www.facebook.com/TietoCorporation  

 

Tieto Future Office® 

Tieto Future Office® is Tieto's solution for the digital workplace which reflects the trend 
towards the consumerization of business IT. Inspired by social and commercial media, 
Tieto Future Office®  supports large- and medium-sized companies in their efforts to: 

¥ improve efficiency in their day-to-day business operations;, 

¥ increase effectiveness by activating and matching existing expertise and 
experience to  current business challenges; 

¥ connect experts and skills beyond their functional and geographical borders; 

¥ create an attractive workplace for existing and future talent. 

Tieto designs, develops and implements services based on standard and individualized 
software solutions always geared towards clients’ specific business challenges. Its 
services cover the full spectrum, from Enterprise 2.0 strategy development through to the 
roll-out and maintenance of the new workplace services. Tieto itself runs one of the most 
comprehensive digital workplaces in Europe setting a clear benchmark for the future of 
information and knowledge work. 

http://www.tieto.com/futureoffice 
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