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Change Is speeding up...
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Blogs

Web 2.0

Social Media
Enterprise 2.0
Social Business
#HCX

2003
2004
2005
2006
2008
2012



All to create petter and
more meaningful
connections with each
other.



What do these changes
have in common?



transactions P engagement



CORPORATIONS ARE ONLY SLOWLY
ADAPTING TO THE ERA OF ENGAGEMENT

STATISTICS ON ADOPTION

The Adoption Rates of E-mail, Social Networks, and #SocBiz
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Sources: comScore, Hitwise, and The Radicati Group, Forrester, APC, Intellicom, Neilsen
Norman Group, Social Business Council, NetStrategy//MC
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The Backdrop:
Priorities of Business
Leaders for 2013

Top 10 Business Priorities RankingTop 10 Technology Priorities Ranking

Increasing enterprise growth Analytics and business intelligence 1

Delivering operational results Mobile technologies 2
Reducing enterprise costs 3 Cloud computing (Saas, 1aaS, PaasS) 3
Attracting and retaining new customers 4 Collaboration technologies (workflow)4
Improving IT applications and infrastructure 5 Legacy modernization 5
Creating new products and services (innovation)6 IT management 6
Improving efficiency 7 CRM 7
Attracting and retaining the workforce 8 Virtualization 8
Implementing analytics and big data 9 Security S
Expanding into new markets and geographies 10 ERP Applications 10

SaaS = software as a service; IaaS = infrastructure as a service; PaaS = platform as a service
Source: Gartner Executive Programs (January 2013)

(cc) 2013 Dachis Group. Creative Commons. Some Rights Reserved. 13
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The channel shift has been global & swift

WHO'S INVOLVED?

Brand Managers, Customer Service
Representatives, Public Relations Staff, MASS MEDIA
Marketing Department, Sales Department,
Corporate Communications, Supply Chain
Management, Product Development

TRADITIONAL CHANNELS

. -
L
I' :
.-’ !
\ D e ’ ~
BUSINESS SOCIAL CHANNELS SRS o’
\\\.s ’? \‘
HOW TO ENGAGE Rl SN e
External Social Networks, Customer ; %
Communities, Listening Tools, SOCIAL SOCIAL ‘ v
Social Analytics and BI, Crowd Sourcing NETWORKS SUPPLY CHAIN Y
Services, Governance & Compliance CUSTOMER
Platforms, Gamification Services COMMUNITIES

1.3
billon 5 years
people

From: Social Business By Design, 2012

(cc) 2013 Dachis Group. Creative Commons. Some Rights Reserved.
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But many comypanies
are still just doing what
used to work.



Investing in Engagement
We spend a LOT to try to achieve it...

$600B

A Year



Premise:

Social Is the |deal Platform to
Engage@Scale



What happens when we don’t”




What happens when you do?

Off to the Races: Popular Virals in the First 24 Hours facebook

Old Spice | &b Like

/ wall Info Talk to OS Guy Store Downloads Interns »
/ MEASURES

p— > 0ld Spice + Others ETETES Just Others

comment here - http:/,

:
S
.
S
E
S

SMELL LIKE A MAN, MAN.

Otd Spice

Source: visiblemeasures.com

Y/ A fading brand, catapulted to
QldSpice #1 In its category within 90 days.




Can be used to drive
business outcomes In scale:
Sales
Customer Retention
Customer Care
Product Development
Crisis Resolution



Scale, Data, and an Interactive Medium
Creates opportunity for insight and engagement business value

A

Awareness Passion Mindshare Advocacy

THE ENGAGEMENT PROGRESSION



Current Approach

#FAIL




Bigger staffs #FAIL
You can’t staff into capitalizing on engagement @ scale

A staff of 11




ANOTHER WAY
OF LOOKING
AT THIS

YOUR

COMPAN
Y

'
® <« Social Media
Effort

World

Groupr 24




SO IS there
another approach?



To engage @ scale, we can mobilize our constituents

Lbbiids
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Organize our employees

T( Employees
¥

m i

Organize your
employees to
engage with
the market...




Coordinate our partners

f

... then
coordinate
your partners
to engage with
the market...




Activate our advocates

f

...then activate
your advocates
to engage with
the market

Advocates




Engagement @ Scale

All coordinated and
working together to
understand their own
goals and thelir
contribution to
performance




Because existing advocates don’t cut It...

Credibility of CEOs and government officials plummet
Peers and regular employees see dramatic rise

CREDIBLE SPOKESPEOPLE

2012

Greatest
increase
since 2004

Biggest
declines in
Barometer
history




...and your advocates are
actually better at
engagement than you



With Real and Lasting
Business Value

Effect of Social Engagement According to Senior
Executives in North America, Feb 2012

% of respondents

Improved marketing/sales effectiveness
84% 13% 2%

Increased market share

81% 7% 2%

Improved product/service quality

68% 28% 4%
Improved brand or stock value
67% 29% 4%
Improved speed to market/innovation
65%

Improved collaboration with partners

65%

Improved talent retention

58%

Decreased costs
37%

Advantage [ No impact Disadvantage

Note: numbers may not add up 1o 100% due to rounding

""" PulsePoint Group and Economist Intefhgence Unit (EIU), "The
Economics of the Socially Engaged Enterprise, * March 26, 2012

138492 wwvceMarketer.com
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Fully social organizations get outsized benefits

Tracking the four types of organizations

Organizational type, based on social-technology benefits

Developing, Internally Externally
n=2413 networked, networked,
n=224 n =365
Improvement Internal benefits | 2 18 ]
in benefits,
mean % Customer benefits | 1 13 o3
Partner benefits | 1 | 2 N 1

Extent of % of employees N 39 B 37 P 43 P a8
social-
ml;’golgﬁggf % of customers [ 26 B 37 N s« N 51

respondents o of partners B 40 I 48
Integration, \eryor

% of extremely

respondents  integrated into 18 e 48
employees’
day-to-day work

Source: 201 | McKinsey Web 2.0 Survey

D 55 I 64

I 45 P 80

Only fully social organizations can tap into the
$1.3 trillion social business opportunity

(cc) 2013 Dachis Group. Creative Commons. Some Rights Reserved.
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The problem?

* 96% of internal and external social business efforts
are not connected

- Source: EYAW  August, 2012

BUSINESS
COUNCIL

- Yet that’s where the most ROl is, by far

High-Level Social Business
Maturity Model

Internal Social Business

; Unified

Stare [LEOEMEISE20 e —— D Social
External Social Business / Business
customer/partner facing Strategy

Optimized
« Strategic executive
focus
Managed « Significant budget
« Active executive « Multi-channel
Structured sponsorship initiatives
Ded d budset « Daily management « Social business
Engaged T et SUOR « Program office unit/center of
« Executive SeHperm et « Professional staff excellence
AdHoc awareness rr:esponlmblhty » Well-defined roles » Guided by business
* No management « Some management : H9r21la prlof|e.ct(sl) and responsibilities intelligence
* No budget engagement S EeRIerR « Requirements
* No structure/ « Pilots ol driven
. Ei;(:eur'lr::nts z :ggz;izgpa“'[”“e . = Where most organizations are in 2012
Egﬁ-ﬁ}]i,‘"oens @ Some Rights Reserved. 2012. nl-l DachisGr by Dion Hinchcliffe

(cc) 2013 Dachis Group. Creative Commons. Some Rights Reserved.
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The Lesson: Social engagement is...
part of a single continuum...
one unified ecosystem

customers +

world ‘6“6“ ’ i
business partners é§ | .
Social m
Innovation Crowdsourcing S/
workers

Social Marketing .

Customer Communities Social Workforce

(cc) 2013 Dachis Group. Creative Commons. Some Rights Reserved.
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But what breakthrough is taking us there?

- Big Data: The Moving Parts

Age & Maturity unsupervised learning

social media analytics
MapReduce sentiment analysis

predictive

MATLAB

BPO Bl

network analysis

M visualization

simulation

From http://blogs.zdnet.com/Hinchcliffe

the growth of data will be exponential for the foreseeable future

terabytes etabytes exabytes zettabytes
Y | P Y | Y | Y |

Tthe amount of data stored by the average company today
(cc) 2013 Dachis Group. Creative Commons. Some Rights Reserved. DG
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We must create operations to engage at scale

Social World

£

online
communities ¢

i

ey i e

i
e Filter ° Big Data Capability for E@S

Vol Bassimans Tramadn

==

|
it

’ ”~

q

u " Business Transformation &

- '\ Feedback Loops

Connect To
Advocates ¢

0

Employees

e Engage At
Scale

@8%%“5 @ Some Rights Reserved. 2012, rlLl DachisGroup by Dion Hinchcliffe

(cc) 2013 Dachis Group. Creative Commons. Some Rights Reserved.
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Engagement at Scale: A High-Impact Example

H&R Block learned in the weeks prior to April 15th, every question that is not
Th S 5 answered immediately was a lost sale.
e Story:
Harnessed 1,000 tax professionals for Q&A in the “Get It Right” social media
| campaign. The effort secured 1,500,000 unique visitors and answered
Th e Res U ItS. 1,000,000 questions. Created an operational hub to dispatch the advocates by
listening and filtering continuously on Twitter and Facebook.

. B, AP

Ask Your Tag Question. s H&R BLOCK

Increased overall sales
that season by 15%.

Y = Created a scaled brand

Source: AdWeek connection with millions.

See the Intuit Example in #Socbiz By Design

® 2010 Dachis Group. Confidential and Proprietary
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Rethinking the Customer Journey
For Sustained Engagement

(cc) 2013 Dachis Group. Creative Commons. Some Rights Reserved.

40



Companies Must Be Present At Today’s Social, Mobile
Touchpoints and Engage Customers At Scale

interact with
the brand

research the
brand

become
aware of the

brand ‘

get help j
- testimonial
learn |}

tr'aditional get a brand The
media recommendation
, Engaged
social Customer
media Journey

@gget{‘.“lt,‘i."’gns @ Some Rights Reserved. 2013. DL-I DachisGroup by Dion Hinchcliffe
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What All This Means

social business processes
(integrated, cross-silo)

L‘l""lil'lﬂﬁ' dey "'ﬂt'i}ll' g
T b analytics
kb engagement '
halo & blur pN
* Coordinated cross-channel Y
engagement |
Sdl * Continuous customer )
experience \ g
e— * Open, transparent, and . Aad b ' 2 i W@ L 2
S participative processes : .‘ @ o A &f p
* Faster, more agile, richer, 2 .48 f‘ ‘3 ‘-ﬁl. = "\dc
WOTrKIO!| more effective outcomes " “‘-“!3 P ™ 2] "
* Less predictability D B . ; 4
HR (hiring/learning/perf)

supply chain

engagement
{r)crcdsmgfy Gt S CGIe

(cc) 2013 Dachis Group. Creative Commons. Some Rights Reserved.

The digitally disruptive CXO wili
have data supremacy.

Corollary: Investment in data-
driven operations must be a
first-class citizen

Brand marketing will look more
and more like other business
functions

The brand experience is
becoming centered around
extended multi-channel _
conversations, instead of media
buys

Companies must be ready at
each touchpoint to engage
using advocates

-Have advocate capital?
-Have #bigdata-powered ops?

-Have performance managed
engagement?

You need all three to succeed.
42
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