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E2.0 Perspectives

Perspectives from the UK’s leading thinkers
on Enterprise 2.0 and its impact on business

A number of the UK’s
leading thinkers on
business, employment
and IT contribute their
insights into the changes
and challenges facing
today’s organisations
as they consider how
Enterprise 2.0 technologies
could help them evolve.

This paper is the latest in a
series of activities designed to
gather powerful views and
insights from business,
academic and IT leaders.
Each person contributed verbatim
quotes to this piece. Their views
are entirely their own, and
make for interesting reading.
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INTRODUCTION
Introduction
Creating future businesses is about more than technology. It is
about embracing change.
Oracle has always worked with its customers to put new
technologies and new ideas to work in a way which enables
those businesses to evolve. Today, web 2.0 technologies and
social tools are very often part of that story, along with embracing
new models about managing company content and portal-style
access. Collectively these are widely known as Enterprise 2.0.
Their integration into new models will further unlock the power
of collaboration, information sharing and new ways to empower
and enable employees to communicate and operate.
Oracle believes that Enterprise 2.0 represents a significant shift
which will change the nature of how businesses and people
work on quite fundamental levels. However, it is an evolution
not a revolution, and many of the steps on the path are already
clear and being taken by thousands of organisations as they
deploy new collaboration, sharing and social tools.
It can be a confusing prospect for some and each company has
to find its own unique path. Not all organisational leaders are yet
convinced of the business case, comfortable with the concept of
social models or conversant with the options – while IT leaders
can have various worries around matters such as security,
complexities of content management, interoperability with
corporate systems or simply the pace and cost of change.
The challenges of bringing Enterprise 2.0 to life may rest as much
on the building of knowledge, understanding and faith as upon
the development of new technologies themselves. Indeed, starting
on the path to Enterprise 2.0 can utilise myriad existing tools,
models and products from a vast range of suppliers and service
providers.
To that end, Oracle has for the past year or more been asking
for input from, listening to and discussing Enterprise 2.0 with
business and IT leaders, as well as future employees, through a
series of events, publications and initiatives. This paper is the
latest in a series of activities designed to gather powerful views
and insights from business, academic and IT leaders. Each
person contributed verbatim quotes to this piece. Their views
are entirely their own, and make for interesting reading.
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PERFORMANCE
IMPERATIVES
Performance Imperatives
The economic pressures of today need no explanation –
every company has to eliminate waste, increase productivity and efficiency.
In February 2010 Oracle commissioned ICM to assess and explore their needs with a view to whether
Enterprise 2.0 offered real potential. The results were staggering, estimating that UK businesses may be
wasting up to £900m per week in wasted time and effort related to factors such as searching through
documentary and email silos and struggling to share information – equating to around
30 million wasted hours each week. The results of the study were widely picked up by
the media, yet came as little surprise to many of the commentators we spoke to.

Vlatka Hlupic, Professor of Business and Management at the Westminster
Business School, University of Westminster, commented:
“That vast inefficiencies exist as a result of having to work with silos of
information does not surprise me. This is the norm in many organisations,
not the exception. Systems are built around the paradigm that specific
experts focus on single points of best practice and knowledge. I believe
that organisations must take a more holistic view and move to
management that views organisations as complex adaptive systems
because every part influences every other; everything must be
interconnected and allowed to collaborate and cooperate because it is
already inter-related.
These ideas about how to view organisations and pushing decision
making and empowerment down are not new at all. The bottom-up
decision-making principle was even advocated by the Puritans in the 17th
Century, and has fundamentally affected US culture and economic
development1. These ideas have been neglected, especially in the second
half of the last century, due to the emphasis on productivity and now,
although they are prevalent, their implementation in modern
organisations remains in early stages.”

IT industry commentator Dennis Howlett contributed that:
“The connected enterprise which E2.0 implies has to contend with the
way in which business has been organised over decades of management
thinking which in itself has been inspired by business process reengineering. At a recent London Wiki Wednesday, I repeated what I
have often said about this topic: content without context in process is
meaningless. There are plenty of examples how this could work and
then fail. Intellipedia2 is my favourite. In the post 9/11 analysis, the US
Department of Defence concluded that information silos prevented the
US from having a good way of coordinating intelligence and that as a
result, vital clues slipped between the cracks. The answer was Intellipedia.
It served to break down the walls between different service arms but
ultimately it failed. The power-base ‘antibodies’ were too strong and
so, while the technology was sound, the management and
organisational basics were missed.”

Dr Babis Theodoulidis, Senior Lecturer in Information Management at
Manchester Business School adds:
“Information management is already a concern for many organisations
especially when they’re handling sensitive personal data. Even today,
many IT professionals do not prioritise information storage and
availability so it is no surprise to find that silos still exist.”
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1 The Puritan Gift – Reclaiming the American Dream Amidst
Global Financial Chaos, by William Hopper and Kenneth
Hopper http://79.170.44.135/puritangift.com
2 Intellipedia is an online system for collaborative data
sharing, based on wikis with varying security sensitivities
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Performance Imperatives
The business case for
Enterprise 2.0 is often
misunderstood, not known
or not entirely trusted –
perhaps for many
executives this is due to
lack of knowledge or trust
in matters ‘social’, but
there is mounting evidence
plus growing belief from
management and business
experts that there is a clear
rationale for change. The
problem, perhaps, is that
the ‘hard’ business benefits
are so intrinsically linked
to what seem to be ‘softer’
gains. This helps social
technologies to be
sometimes still dismissed
as informal, social-only
tools by managers.

3 www.mckinseyquarterly.com/Organization/Strategic_
Organization/The_rise_of_the_networked_enterprise_
Web_20_finds_its_payday_2716

However, academics are hinting that the change may be much more
fundamental than that. Vlatka Hlupic explains:
“Social technology seems to be on the journey to create true
transformation, in a similar way as mobile phones, the Internet, invention
of production lines or introduction of ERP have influenced working
practices. It fulfills the five key criteria for true and lasting organisational
change – it can be clearly described, it is simple to use and replicate, it
changes the nature of work and there is a clear business case as well as
growing evidence of its increasing use. Reflecting both of these, a
December 2010 McKinsey study ‘The rise of the networked enterprise:
Web 2.0 finds its payday’3 showed that more networked enterprises are
market leaders and achieve better performance than companies which
are less well interconnected. They are using social technologies to do so.”

Dr Tazeeb Rajwani, Lecturer in Strategic Management at Cranfield School
of Management, added that:
“Today, CTOs have a hard time making a business case for a technology
(Enterprise 2.0) that is not particularly well understood nor can, as yet,
show that it delivers a return on investment. For many organisations,
even those that would otherwise include the longer-term strategic view
in their technology buying decisions, immediate cost considerations take
precedence. Senior decision makers can all too easily see an E2.0
implementation as a costly distraction – i.e. it doesn’t deliver fast benefits
– which will impose substantial change within the company over which
they have no control. Some would see the social networking aspects of
E2.0 as potentially risky, again because of the possibility of change which
they neither understand nor control.
Yet Enterprise 2.0 is, without doubt, incredibly powerful. Using E2.0 can
help organisations improve the ease and transparency of their
knowledge sharing activities which, in turn, enhances effectiveness. It
also reduces knowledge duplication.
E2.0 empowers peer-to-peer content creation and sharing which has
been shown to have an extremely positive impact on innovation. Open
innovation will be a key benefit of Enterprise 2.0 as it provides the tools
and technology to extend the organisation’s innovation activities into the
wider world. With E2.0, innovation becomes a dialogue or conversation
and not a monologue.
E2.0 allows organisations to create the personalised communication
platform that customers want and are used to having in their personal
lives. People want to engage directly with an informed supplier/
organisation that very clearly takes their needs/voice seriously. They
won’t be satisfied with automated or impersonal responses.”

David Terrar, CEO of D2C, a dedicated web 2.0 consultancy, has hands
on experience of implementing web 2.0 solutions but notes that even
small changes can prove beneficial:
“Measuring ROI is a real difficulty at the moment. What we are
seeing is that organisations are justifying wider use of social media
technologies by tracking the cost savings in relatively small
improvements, for example, in reducing travel costs by having more
web meetings, and investing that money saved in larger projects.”
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It may be that the IT industry needs to do much more to draw the business
strands together, says Bryan Glick, Editor-in-Chief at Computer Weekly:
“Making the business case for E2.0 is never going to be easy, not least
because it involves communicating some rather nebulous concepts.
It’s even more of a challenge in a post-recession world when
customers are primarily interested in a fast return on investment.
Vendors need to learn to communicate more effectively which means
stripping back the clever phrases and talking to the customer, in clear
language, about their problems and interests. Vendors need to
produce as many case studies as possible as they’re the best way of
proving the business case for any new technology.”

Elaine Doherty, Principal Business Consultant for Innovation at Logica,
believes that social technologies are going to be key to future
performance:
“As new devices and application platforms proliferate across the
three digital channels, it is becoming increasingly difficult for
organisations to engage effectively with customers. Instead of the
traditional touch points – retail outlets, call centres, catalogues etc,
consumers can currently access organisations across the three digital
channel (web, social and mobile) however very few organisations are
able to engage with customers real-time in these channels.
A cross-channel seamless brand experience is the foundation of
effective customer engagement. But there’s little chance of that
happening as the proliferation of new touch points across multiple
channels is in itself problematic for organisations with an operational
structure that isolates people and processes into silos. Social media
is too often seen as an optional add-on to current activities, for
example, an existing marketing initiative. But social media is more
than a tactical ‘nice to have’, it is a channel which demands a strategy
and full implementation plan if it is going to help improve
productivity, reduce cost and fuel business growth.”
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UNLOCKING
INNOVATION
Unlocking Innovation
Innovation has long been
linked to performance
enhancements.
Professor Vlatka Hlupic believes that social technologies will play
an increasing role:
“Social technologies can greatly increase the speed to
relationship between employees by reducing the time it takes
to get to know people and what they do. Social tools can enable
real knowledge-sharing, peer recognition and create user
communities of practice and passion that people create
themselves. These are a route to innovation, as well as faster
access to business info and an ability to act. People can form
strong social networks which effectively create informal
organisational structures within which work gets done – instead
of it only happening through formal structures.”

Elaine Doherty, Principal Business
Consultant for Innovation at Logica also
participated in our 2010 Enterprise 2.0
Thought Leadership event and helped to
drive Logica’s initiatives for a smarter
and more mobile working environment.
She explains some of the clear
differences between consumer social
media and social media for the enterprise
– structured and access-managed social
environments within which employees
can share project and team information,
access sophisticated search tools, enjoy
good integration with enterprise content
systems and build relationships.
CLICK
FOR
MORE

Vanessa Robinson is Head of HR Practice
Development at the Chartered Institute of
Personnel and Develoment (CIPD) and
believes that the benefits to company
performance really stem from the
individual:
“CIPD research has found that people
feel more fulfilled at work when they
have a clear understanding of their role
within the organisation. They also work more effectively when they
feel that their contribution has been recognised and that they have
a voice.
When a member of staff feels involved and valued, they tend to be
more committed and more productive. Enterprise 2.0 technology
can be used to break down barriers within the workplace that
undermine the employee’s sense of belonging and fulfilment.
Better knowledge sharing capabilities, more collaboration and
improved communication can all improve employee engagement
and satisfaction.”
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Changing Faces
“Organisations that are
considering these technologies
need to ask themselves a vital
question: If we do this, what is
the impact on people? How can
we get the most from these
technologies without losing
sight of the human aspect?”

The Next Generation Workplace
is a simple label for a real
challenge facing employers now
and in the future.
Last year Oracle started to explore what young
people thought the next generation workplace
should look and feel like, convening a group
of 16-21 year olds to ask them directly. They
generated some refreshing ideas...

CLICK
FOR
MORE

The challenge for businesses is going to be how to bridge the divide
between what they want and can use effectively, and what works for
organisations.

Professor Cary L. Cooper CBE, Robertson-Cooper

We asked Neil Fenton, chairman and founder of 10Duke, a European leader
in bespoke social media platforms, for his thoughts on the coming change:
“Social networking has pervaded our personal lives to such an extent
that it has redefined the way in which we conduct our most important
relationships. It’s never been easier to make our voices heard – and that’s
how we like it.
As individuals, we’re very comfortable using an ever increasing range
of social networking tools and technologies to communicate and
collaborate. For many, particularly the young, social networking is part
of the fabric of their everyday lives. Indeed, we now have a couple of
generations – ‘digital natives’ – who‘ve hardly known a world without
instant messaging, social networking sites, YouTube, blogs and, more
recently, Twitter.
For businesses today, operating in a world populated by social
networking savants is both a challenge and a huge opportunity.
Customers and employees want the same level of two-way, fast
communication and collaboration they enjoy in other areas of their lives.
When businesses don’t – or can’t – respond, they can expect no mercy!”

Dr Tazeeb Rajwani from Cranfield School of
Management echoed the sentiment that the
drive for change is coming as much from
within employee groups as from the outside:
“While structural change is the
prerogative of the employer, with social
networking tools the pressure for change
is already coming from employees. Social
networking tools are an accepted fact of
life for them in their personal lives. They
understand the benefits and want to have
access to these tools at work – not to
waste time but to help them do their jobs
more effectively.”
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Changing Faces
We asked well-known psychologist Professor Cary L. Cooper from business
psychology company Robertson-Cooper for his thoughts about the impact of
change on workforces:
“Clearly there are some upsides to these
technologies for employees. You have access to
powerful information from lots of platforms and
they enable you to interact in new ways. But you
may have too much information – you could be so
information-overloaded that it creates real
difficulties. There may be so many potential
relationships and ways to interact that you
become relationship-overloaded too. The systems
might also help you to identify valuable
relationships to develop, but it can't all be done
virtually. You can do much more virtually than in
the past but the bottom line is that to make a
relationship work with anyone you have to have real-time meetings and
face to face interaction too.
The international and global advantages of social technologies are
great – and will help staff reach colleagues who are further afield – but
already some companies have banned intra-office email within buildings
because staff were not meeting and developing even local relationships.
Sitting in front of a computer all day also isn't healthy either physically
or psychologically. Sometimes it’s more important to do things person
to person – because that’s where relationships come from.

An open minded management
and focus on the culture is one
of the elements highlighted by
Claudio Tancini from Zurich
Financial Services as he
explains, from Oracle’s second
Enterprise 2.0 Leadership Event,
how the company has worked
on collaboration and customer
contact, enabled by Enterprise
2.0 technologies.
CLICK
FOR
MORE

Companies considering these technologies should also be considering
what advice people will need about how to use it – especially for the
upcoming generation of employees. They will be completely au fait with
technology, highly technically literate and heavy users of social tools –
but companies are going to have to help them understand how to
manage that technology
in their work and the
relationships they need
in their job. That getting
One thing that organisations are
things
done
with
already noticing is that it may not be a
colleagues, clients or
choice as to whether to integrate
customers will be about
social technologies but, rather, how
building and sustaining
and when to embrace them. Neil
those relationships and
Fenton at 10Duke is very familiar with
in that technology can
this phenomenon – and has a
only get you so far.”
cautionary message for those who

may try to resist. He says that:

“Employers are already facing a growing culture of
technology self-service in which employees reject
the standard in-house applications, like email, in
favour of social tools, such as Facebook, with which
they’re already familiar. The choice employers have
to make is whether to fight a losing battle or
leverage a culture shift that capitalises on the
employees’ existing skills. While Enterprise 2.0
offers an ideal solution, many businesses are wary
of making a decision which they believe will result
in a complicated and protracted implementation
process which will be a drain on budget. To put it
bluntly, that’s just wrong!”
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FACES
Changing Faces
Bryan Glick, Computer Weekly, pointed out that
the future impact on boardrooms themselves may
not be as far away as we assume, or as limited to
the younger generation:
“The internet is 21 this year – the same age as
the typical university graduate. So we now have
a generation that has grown up with technology
as a mainstay in their lives. As these people
mature, they’ll progress from being new
recruits through to management and, in some
cases, to C-level roles in which they’ll be
responsible for the strategic direction of their
organisations. It’s only a matter of time, therefore, until the growing
influence of this, and subsequent generations, of social media savvy
workers, dominates the business world.
There’s also a huge number of experienced, older people who are just
as willing as their younger counterparts to incorporate social media
tools and technologies into their working lives.”

Elaine Doherty at Logica points out that some companies may have little
choice as to whether to embrace change or not:
“In any of the many roles they play, for example, as an employee, a
customer or business partner, people now have very different
expectations of technology, which organisations cannot afford to
ignore. Back in 2008, an article in CIO magazine titled ‘Nine out of Ten
users said they could work better if they could bring their home
computer into work’, claimed that users were already finding web 2.0
applications easier to use and more productive than legacy enterprise
applications. In 2011, as consumers continue to embrace new
technologies, the increasing disparity between their personal
experience of technology use and that on offer within an enterprise
technology environment will inevitably drive a reappraisal of the
corporate IT agenda.”

Finally, Vanessa Robinson from the CIPD raises an interesting point
about ensuring that the human factor is considered from a balanced
perspective – and not always assuming that technology is for
everyone:
“There are many companies in which a large percentage of the
workforce does not need to use a computer or any other
communication device to do their job. In companies of this type,
implementing E2.0 technologies could create a new demographic
within the workforce, the technically ‘disadvantaged’. Rather
than enhancing their sense of involvement, a greater use of
social media and social networking technologies could result in
employees in this situation feeling increasingly isolated. It
would be ironic, and counterproductive, to allow certain
sections of the workforce to become effectively disenfranchised
as the rest of the company enjoys the benefits of increased
democracy. How far the employer is aware of, and addresses
discrepancies, such as the uneven access to communication
technology and devices, will determine the degree to which
employees benefit from an E2.0 implementation.”
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NEW
DEMANDS
New Demands
Employees will not be the
only stakeholder group
influencing companies to
embrace change in the
next few years. Dr Babis
Theodoulidis at
Manchester Business
School highlights the
changing role of the
customer as key driving
force in the need for
Enterprise 2.0:
“Until now enterprises thought of the customer as a separate entity
with no real connection into the business. As a result, organisations
have failed to include the customer into the equation when modelling
business processes. But, in an E2.0 future, it will not be good enough
to view the customer as a peripheral concern on the fringes, at best, of
the organisation.
For the social enterprise, the customer is at the centre of its business
model around which all other actions and activities are planned. For
instance, when an organisation is revising its approach to customer
service, the customer can no longer be seen as the passive recipient of
a predetermined service over which they have no control or comeback. That will be asking for trouble as whenever the organisation gets
it wrong, or the customer isn’t satisfied, the negative feedback will be
visible for the world, including competitors, to see.”

Companies which embrace
Enterprise 2.0 are changing the
competitive landscape. Ubank, an
Oracle customer, provides a great
example of a company which is
Enterprise 2.0 from the core, not
only delivering services to the
customer via multiple channels
but built around online and social
principles. With bank accounts up
and running in 10 minutes,
integrated social tools and Skype
integration, it has found its cost of
customer acquisition decreasing
significantly while its ‘MoneyBox’
YouTube channel is hugely popular.
CLICK
FOR
MORE
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MINDSET
MATTERS
Mindset Matters
How to create the environments that will best utilise
the skills of an intensely technology-savvy
workforce is one of the challenges of the day.
We asked commentator on enterprise IT, Dennis Howlett, for his
thoughts about how companies would need to act. His input raises
some interesting questions about how cultures, as well as IT
topologies, may need to adapt too...
“The revolutionaries in the Twitter gallery think that we’re on the
cusp of a wholesale recasting of how business is organised and that
it will come from the bottom up. Try selling that to the C-suite. Future
generations may well adopt these tools as naturally as they have
been drawn to Facebook but that’s not the immediate problem.
Some wrap the issues up in ‘culture wars’ and ‘change
management’. This is wholly the wrong way to look at this. The
question about whether employee needs or wants is germane here.
There is a whole generation of organisational restructuring that has
left management feeling that it is in control while beneath, middle
management carves out power bases as a way of insulating
themselves. That does not go away by layering social tools over the
top, throwing them over the fence or even mandating their use. It
doesn’t go away when management smiles benignly and attempts
to bring in a new order. Those in the trenches are suspicious.
There are two possible ways to reach the goal of the socially aware
and active enterprise: a change in top management that brings in
change or existing management’s equivalent of experiencing the
alcoholic’s rock bottom. There doesn’t seem to be much in between
but then that is in the nature of revolutions.”

The importance of management mindset and approach was reinforced
by Professor Vlatka Hlupic from Westminster Business School:
“The traditional view of management views organisations as
machines comprised of independent objects. Management has been
all about how to create order, control, stability, predictability and so
on. The majority of organisations are led using this paradigm, which
was fine when a production economy was dominant. There is a
growing body of research evidence that says that in future
organisations must be run differently, as complex adaptive systems.
Social media applications can be seen as the oil which will allow
these new kinds of engines to work. They support the development
of critical internal and external connections that will allow
companies to become more adaptable, resilient, with more
empowered people who share knowledge far more easily. When
organisations are managed and led as complex, adaptive systems
they recognise that people are not cogs in a machine. They allow
self-organisation, collaboration and the delegation of trust and
responsibility rather than tasks, so that decisions are made by those
with the most suitable knowledge, not only by those at the top of
the hierarchy. This kind of culture is going to be needed simply to
survive in this increasingly complex, unpredictable and volatile
business environment – but delivering it is a big challenge.”
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“There’s an inherent assumption
that tools will do the job. Wrong.
Tools will facilitate wellmanaged change –
that’s it.”
Dennis Howlett, IT commentator

MINDSET
MATTERS
Mindset Matters
David Terrar of D2C also
highlighted the cultural challenge:
“The biggest barrier to change is
culture, not actual technology.
Even within a more democratic
enterprise, we will still have
some form of hierarchy which
dictates operational and working
relationships within the
company. We are seeing some
evidence of a willingness to
change existing business culture,
notably in the flattening of the
typical hierarchical structure that
has been the standard within
most organisations.
It’s exciting to see how even
very traditional senior
executives in companies with
conventional ‘command and
control’ business models have
adopted Enterprise 2.0 tools with
great success. Ingrained working
habits should not be seen as an
unsurpassable barrier to
essential cultural change. Just
because an organisation does
something in one way today
doesn’t mean it can’t change in
the future.”

Rob Bamforth, Principal Consultant, Communications,
Collaboration and Convergence at independent IT
analyst firm Quocirca, had thoughts which were in
similar vein:
“As organisations move towards a social
enterprise model, there will be an impact on the
decision making process. At present, decisions
tend to be made by clearly defined groups of
senior people. Involving more democratised units,
such as community interest groups, in the process
has been shown to be beneficial.
Decision-making doesn’t have to be hierarchical. Indeed, a more socially
networked approach in which informed individuals or groups collaborate
could result in a faster and more effective process.
Some organisations are already using a ‘Red Team’ approach in which
different groups are allowed to operate separately with the most
successful approach chosen for adoption.
As they move towards becoming a social enterprise, organisations will
experience a blurring of the barriers that currently exist. Eventually, all
the blurred edges will reform but to become a successful social
enterprise, the organisation has to ensure that the new business model
coalesces around the customer and not business processes or
departments as is currently the case.”

Vanessa Robinson from the Chartered Institute of Personnel and
Development recommends a steady hand on the tiller as organisational
roles, structures and expectations change:

“Management is not
synonymous with control.
The organisation’s role
should be that of a host at a
party, making introductions
and helping communities
interact.”
David Terrar, D2C

“The process of becoming a social enterprise needs to be a carefully
managed, gradual evolution from a cultural as well as technological
perspective. Business processes and structures will change as the
company moves closer to becoming a social enterprise. The lines that
mark the boundaries between departments, and their responsibilities,
will start to blur as will the rules that define roles and, again,
responsibilities, defining the traditional hierarchy. Continual
communication and consultation are essential to prevent anxiety and
confusion amongst the workforce. The workforce needs to understand
where they stand today and what to expect in the future. Continual
education will also be necessary to help employees deal with new
technology and new business models.
CIPD research shows that there is a tension with E2.0-type technologies
because many organisations want to be in control. The default response
to an implied or perceived ‘threat’ can be to impose more regulation.
Given that the social enterprise model demands more openness and
collaboration, employers may occasionally react instinctively by
imposing controls that are counter-productive and confusing. It’s a
waste of time and effort for employers to facilitate and nominally
encourage communication without being prepared to listen and,
importantly, respond.”
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Professor Joe Peppard is Professor of Information Systems
at Cranfield School of Management and is Director of the
School’s IT Leadership Programme. He has a cautionary tale:
“It’s wrong, and potentially dangerous, to believe that
any technology offers a ‘solution’. Technology is only an
enabler. Any change has to start with people and
processes. Businesses can’t expect employees to
embrace collaborative working just because they have
deployed collaborative technology! If there isn’t a culture of collaboration,
with any supporting processes already in place, then there’s no point in
implementing the technology. The experience of one technology company,
which installed collaborative tools on all employee desktops, provides a
case in point. The company believed that their IT-savvy workforce would
easily become accustomed to using these new tools – but they were
wrong. The workforce weren’t used to working collaboratively, nor was
there a culture of collaboration nor were there the structures and
incentives in place to help adapt to this new way of working.”

Dr Tazeeb Rajwani, also from Cranfield School of Management, said that:
“As far as innovation is concerned, organisations cannot hope to harness
the full power of E2.0 with their present structures. Most companies do
not have the fluid, flexible structures and working processes that will
make the most of E2.0’s power. The technology can’t do everything. Nor
should it be the first element that they look at changing. Organisations
need to get the basics right first. They need to look inwards and assess
their processes and culture, before they think about implementing E2.0.”

EMERGENT
RISKS
Emergent Risks

Bryan Glick of Computer Weekly
pointed out, however, that it may
not just be the executive
management teams who need a
slight attitude adjustment...
“Corporate IT departments operate
on a ‘command and control’ basis:
always have done; still, to a great
extent, do. They operate in a highly
structured way, which was a
reasonable way to behave given
that the IT department’s roots are
in the highly structured traditional
enterprise. With the advent of the
Internet, the world outside the IT
department started to change.
Structures started to erode. And
now, with E2.0 and social media
tools and technologies, we’re
moving into a new environment
dominated by unstructured
information. Getting rid of the
silos, and improving productivity,
demands a cultural change in the
management of information. The
IT department needs to relinquish
its adherence to Command and
Control and learn to be more
open and inclusive in its approach
to its users. Information exists to
be used and it’s partly down to
the IT department to find new
ways of ‘storing, using, rating and
accessing business information’
that replicate the experience users
have with consumer technologies.”

Bryan Glick from Computer Weekly believes that, along with all the opportunities that
Enterprise 2.0 may bring, some risks need to be understood and managed:
“Any organisation considering the social enterprise model should be
aware of the data protection issues they will encounter. The privacy
policies of the most popular social media sites have been the subject of
controversy for the past couple of years. There’s an increasing focus on
privacy legislation too, particularly from the EU and also in the US.
It’s early days as far as controlling wikis and usage of social tools are
concerned. We’re not even all that sure what we need to do, especially in
a business context. In addition, organisations don’t have the same sort of
sophisticated tools for managing and monitoring social media as are
available for email – e.g. e-discovery. User behaviour will also present
potential problems as most people have a generally lax understanding and
awareness of the responsibility they have in maintaining online privacy at
work, their own and that of other people. Without clear guidelines and
regulations in place, it would be very easy for an employee to adopt an
overly relaxed attitude in the workplace. And, of course, any privacy
infringements, even those caused in error, by an employee are ultimately
the responsibility of the employer. It is in the organisation’s interest to
invest time in understanding the new requirements imposed by
maintaining data protection in a social media environment. It could be that
we’ll see the creation of new roles, such as internal Community Managers,
to ensure the organisation fulfils its data protection responsibilities.”
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Bian Salins, head of Social Media
at BT Care raises the point that
integration may be a risk too:
“There are always problems/
issues/risks with any new
business activity and social
technology is no different.
Problems might include new
systems being integrated
with existing systems or
new processes having to be
put in place that might not
align with current processes
and traditional metrics not
being applicable. At the end
of the day, it’s a change of
mindset not just at senior
level but across the
business functions.”

ARE
WE
THERE
YET?
Are We There Yet?
Many thousands of organisations around the world
have started to transform their businesses, but many
more remain on the cusp of change.
Within the IT industry itself there is plenty of debate, discussion and
disagreement about whether Enterprise 2.0 is inevitable and what the
concept itself represents.

Dennis Howlett’s view is typically
pithy:
“Enterprise 2.0 is a technology
play originally proselytised by
Professor Andrew McAfee of
Harvard and enthusiastically
picked up by marketers and PR
types anxious to develop ‘expert’
practices in social media. The
social enterprise is a term that
expresses the bleeding obvious
but often does so in ill-defined
ways. People are social beings
so the notion that the enterprise
is in itself ‘social’ has come as
some sort of revelation is
somewhat disingenuous.
However, there is a positive way
to look at this which is to use the
term to express the informal
manner in which things get done
inside an organisation that lies
outside the strictures of the
organisation chart. It’s a good
way of understanding why Betty
in the corner (for example) is the
go-to person for solving
particular problems rather than
according to organisationally
defined flows. Both terms lead
towards ideas around
collaboration though I believe it
is much more nuanced than that.”

Dr Tazeeb Rajwani from Cranfield School of
Management believes that we are only at an
early stage, but blames this in part on the
economic landscape:
“To me Enterprise 2.0 means the availability of tools that help users
collaborate more effectively – such as blogs, wikis and other social
networking tools. The adoption rate is low but these are high risk times.
Money is tight and organisations are having to prioritise their buying and
implementation decisions. Adoption rates would have been higher in
financially less straitened times. It is only a matter of time before the
growth in importance and power of social media will ultimately force
organisations to act. Having said all that, there is some sign of
acceleration in take-up. It’s impossible to pinpoint a single reason for this
development. But there are a number of effective implementations
out there that demonstrate the business benefits of effective E2.0
utilisation. It could be that these very successful deployments are exerting
a positive influence.”

Bian Salins from BT agrees:
“Tip of the iceberg! Enterprises usually tend to take one of 3 approaches
– jump on the bandwagon, dip their toe in but not fully engage or ignore
it and hope it will go away. However, ignoring is not an option any more
so businesses that did get in early are now more matured and have built
it into the framework of their businesses. Brands/Enterprises that take
social media seriously will know that the bigger challenge is building it
into the core framework of the business and getting internal processes
right before making it a success and success is what we all chase so
embracing it is the best way to go.”
Dr Babis Theodoulidis from Manchester Business School agrees, but notes that
customer demand is driving organisations of all kinds to start to take action:
“Enterprise 2.0 implementation rates are still low. The private sector is
leading the way but there are signs that E2.0 tools and technologies are
being implemented by public sector bodies on a targeted basis, in areas
where it is thought they will have the most immediate impact. The
adoption of Enterprise 2.0 by organisations in both the private and public
sectors will be driven by a growing demand for closer and more informed
interaction. We know that the public in general want better access to more
detailed information. There are already well documented examples,
particularly in the public sector, of the massive response prompted by
previously unreleased material being made available online for the first
time. When the UK police made more of its records available online, the
computer system crashed under the weight of the massive public
response.”
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ARE
WE
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Are We There Yet?
Rob Bamforth from Quocirca sees it
a little differently:
“Enterprise 2.0 has been around for a number of years and so I’d now
suggest we’re one iteration further along and are currently in phase 2.1.
In E2.0, the focus was on expanding communication and collaboration to
‘anybody’ on an unstructured basis. With E2.1, we’ve reached a point
where the true social enterprise is possible. E2.1 allows for a much wider
and more distributed approach in which the enterprise engages in bidirectional communication beyond current customers and into the wider
community.
With E2.0, there was essentially one community but now we can see a
model emerging in which structural patterns can form dynamically from
the bottom up. The result is a greater number of discrete networks – or
communities – populated by like-minded people or interest groups.
Rather than communicating en masse with the crowd, an organisation
can now tailor its communication according to the requirements of the
particular community. Communication isn’t always going to be with the
enterprise. Interaction will not be restricted within the community walls.
Communities can, and will, communicate with one another, increasingly
without the involvement of the enterprise.”

Bryan Glick of Computer Weekly believes that the relative rates of change
of different technology types are shifting:
“We are at a crossroads in terms of how technology is being used. For
the first time ever, consumer technology is getting more focus than its
business counterpart. In the past, technology products and systems were
created for the business market. A consumer version would come onto
the market maybe a year or two later, at which point the original product
would have been surpassed by an updated version. These days, the traffic
increasingly moves in the opposite direction. Technologies, particularly
social media, networking and mobile, that have already been in use for
several years by consumers, are only now being considered for use by
the majority of business and public sector organisations.
One of the reasons for this turnaround is the emergence of the
technically literate consumer with very different expectations of
technology. If we ever do look back on a ‘revolution’ in technology, it will
be in the ‘consumerisation’ of enterprise technology. Whether or not it
turns out to be a successful revolution that benefits both business and
the workforce – for example, by allowing a better work/life balance, is
yet to be seen.”

David Terrar of D2C believes that the fundamental of time is also at
work here:
“We’re looking at a period of change that can take anything from 5
to 20 years. Smart companies are already coming on board with E2.0
but take-up rates are still relatively low in both the private and public
sectors. There is a tendency for some industry sectors to ‘get’ the
social tools concept more easily than others. The media industry came
on board more quickly, probably because communication is a crucial
part of their model, while manufacturing is more cautious. On the
whole, though, it comes down to whether individuals ‘get’ it or not.
Age can be a factor but, contrary to general belief, it’s not always
the young who have the most intuitive understanding.”
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One area of Enterprise 2.0
thinking that companies are
rapidly adopting is engaging
their audiences online – at
an event on the subject
organised by Oracle’s
Enterprise 2.0 team last
year, Mike Saunders,
director of digital media at
the Royal Botanic Gardens
at Kew spoke on the topic.
CLICK
FOR
MORE

Bian Salins, BT – leading the way in
social tools to support customer care:
“Within BT we’ve been able to
demonstrate the use of
technology to improve our
customer service. By building
our own monitoring and
workflow tool as a piece of
research we’ve been able to
embed social activity into our
call centres and allow our
agents to service customers
who are complaining about us
in social environments. This has
allowed us to embrace a
changing environment, turn
customers from angry to
becoming advocates, create a
recognised service brand and be
quoted as leaders in the social
support space. We also use
social technology internally to
help drive ideas and decisions –
this means embracing the
culture from within. Once you
adopt that culture from within,
it’s easier to get buy in and
understand the business
benefits of such technology.”

ARE
WE
THERE
YET?
Are We There Yet?
Professor Peppard from Cranfield School of Management, on the other hand,
is slightly less bullish:
“I don’t think we are at a point where we can make any sort of claims on
behalf of Enterprise 2.0 technologies just yet. However, there definitely is
the potential for E2.0 to make a significant impact. For example, I’ve been
working with one major retailer in helping them identify what future
employees will expect from the company. Their analysis is that this future
workforce will have grown up with social media technologies and be
comfortable using it in their daily life and are therefore likely to expect to
communicate with the same fluency and ease within the workplace.
Consequently, future employees are likely to expect immediate feedback
on their performance and not have to wait for the formal annual or biannual performance appraisal process. In that case, I can see social media
technologies having a significant influence on the way in which
companies manage and interact with individual members of staff.”

Whether the language of the Enterprise 2.0 technologies will even be
relevant is a question, as Elaine Doherty of Logica highlighted:
“The ‘consumerisation of enterprise IT’ is gradually
redefining the way in which organisations understand
the role of technology in achieving profitable growth.
It’s no secret that consumer technology is way
ahead of anything used in the enterprise.
Consumers themselves are happily incorporating
each of the three digital channels – web, social
media and mobile – into the fabric of lives through
their use of an ever expanding range of mobile
devices and application platforms.
While they are more comfortable than ever using
technology, many consumers still have only a basic understanding of
technology. Most wouldn’t even understand terms like ‘cloud’
computing, yet they are utilising this daily. The point is that they don’t
need any special skills or expertise as even the most innovative devices
and applications are designed to be easy to use. Some forward-thinking
organisations are using social applications to engage consumers in their
product design as well as service improvements
– ‘collective
intelligence’ which is cost effective, fuelling growth as well as creating
brand advocates. The benefits would be exactly the same if organisations
encourage employees to share ideas that help the organisation to do
things differently to deliver business benefit.”

Professor Mike Hardy, Head of Partnerships at the British Council believes
that while British businesses are ready for Enterprise 2.0 versus business
communities in some other geographies, complacency is unwise:
“In my experience, we are among the best; I am one of those that
think employees will feel more comfortable that businesses are
moving forwards quickly – but we have a reasonably flexible labour
market and that helps. The most interesting thought however is what
I refer to as the ‘leapfrog’ scenario. If Africa is growing at a growth
rate faster than most of Asia, let alone Europe and North America –
why would their organisations not leapfrog our tendencies and
practices? This is highly likely. Just think of a population that joins
the WWW wirelessly – never having been wired. No dial-up nor
cabled experience – just wireless via cell-phone technologies or
satellites. What does readiness actually mean?”

Far-reaching impact
how the British Council seeks
to influence using social tools
As a cultural relations agency the
British Council seeks to engage
in relationships, with people
worldwide, that grows understanding, strengthens trust and
creates opportunities for people
(particularly younger) in the UK
and in other countries.
Social tools create new, and
growing challenges to the way
the organisation can work and
does work. How it will work is an
even bigger challenge. It is not
cultural power that creates
opportunities for the future so
‘cultural exporting’ and ‘nation
branding’ are not what cultural
relations are about. The British
Council seeks to present a
contemporary and multi-faceted
view of the UK and put it up for
debate and critical appraisal. The
British Council does this through
cultural encounters and relevant
and appropriate networks and
communities. Social tools
transform how this works and
also the way such encounters
develop. Those whom initiate
cultural encounters are far less
likely to be led to predict the
consequence, or end-game of
the encounter because of the
dynamics, the iterations and the
interdependencies of the many
dimensions within social tools.
In Egypt, in 2007 there were 70K
Facebook members, by February
2011 more than 5 million people
are socially networked; so, reach
and encounters will be of and
between many more – the tradeoff will be that though the British
Council can reach more, it will
not necessarily be able to control
or predict the ‘so-what?’

Professor Mike Hardy, CMG OBE, Head
of Partnerships, British Council
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BARRIERS
Barriers
Could the IT industry itself be the
cause of one retarding factor?
Bryan Glick, Computer Weekly, believes that a language gap between vendors and their customers
may be getting in the way:
“Enterprise 2.0 is one of those terms that is used more by vendors than their customers. It’s
the same with ‘social enterprise’. The CIO – who will inevitably be one of the most influential
participants in any discussion with a vendor – would regard that phrase as marketing-speak
which they wouldn’t think to use themselves. Customers will talk about their interest in the
various elements instead, such as improving productivity, better collaboration, getting closer
to customers, improving the organisation’s use of internet tools, breaking down internal
barriers to improve access to data, etc.
There is still a language gap between vendors and their C-level customers. In the past,
vendors were criticised for their excessive use of technical terminology. Even techies had
trouble wading through the technical detail in which the business benefits were buried (if
they were in there at all). Customers still don’t fully understand what vendors have to offer
but today the barrier is an over reliance on marketing terms that are open to misinterpretation.
Terms like ‘Enterprise 2.0’ and ‘social enterprise’ can often backfire as they are sufficiently
vague to allow for different interpretation. Where a vendor may think a term suggests
something that is ambitious and strategic, the customer‘s interpretation may centre on the
risks and potential expense of a major implementation project.”

Could it be sheer confusion
which gets in the way?
In the area of social tools in particular,
there are a vast number of options.
We put this question to Bian Salins of BT, who responded:
“Confusion is definitely a show stopper. The element
of choice is always difficult in decision making. The
main thing here is to understand what your objectives
are. For BT, we knew we wanted to start our social
strategy in service… for this to work effectively; we
needed technology that would be easy to use and
allow us to build into the fibre of our business. We also
knew that customer data, audit trails, work flow were
all important aspects for us so we went with a very
clear wish list when landscaping the tools out there.
When we found there were none that met our needs,
we undertook a piece to research to build such a tool
and that has paid off massively. My
advice would be to be clear not
just about your strategy but about
what your long term picture is and
the needs of your business – then
shopping won’t be so tough!”
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The barriers that some firms see
and worry about may in some
cases be unnecessary, believes
Elaine Doherty of Logica:
“Organisations will often cite
employee issues such as training
as one of the barriers to adopting
Enterprise 2.0 technologies.
They’ll express anxiety about the
potential barriers to adoption and
the ability of employees to ‘get’
the new technologies. “How can
we be sure that our people will
be willing to start using these
new social media tools?” is a
familiar query.
But there’s nothing to get – as
would be obvious to anybody
taking time to analyse the speed
and ease with which people get
to grips with new devices and
applications in their personal
lives.”

BARRIERS
Barriers
“The majority of businesses retain business
practices – the where, when and how of
work – defined from a pre-technology
world. Of course, these practices have been
adapted over time but there are still very
few organisations that have an operational
structure, processes, and culture to derive
optimal performance from E2.0 technology.”
Professor Joe Peppard, Cranfield School of Management

Dr Babis Theodoulidis from Manchester Business School believes that fears
are certainly retarding decisions to implement Enterprise 2.0 action and
argues that employees will need to take on their own share of responsibility
for ensuring that new dynamics work:
“For many organisations, the inherent threats they see in ‘exposing’
information to ‘outsiders’ may deter them from implementing E2.0.
Information management will become an even more pressing issue in
an open, transparent and highly collaborative environment in which
organisations can be more readily held accountable. However,
organisations cannot be expected to shoulder all the responsibility.
Whether as an employee, client or customer, individuals need to
understand that greater access and control also means greater
responsibility. We will all have to learn to adapt quickly to new ways of
accessing and managing information.”

Fears raised their head again, in feedback from Professor Hardy, British Council:
“Fear! Lack of perceived control, fear of employee resistance. Difficulties
in constructing calculable business plans in a context where the costs of
NOT doing something are probably more than the benefits of taking a
stab in the dark. Lack of knowledge and understanding – plus a general
risk adversity. Better the devil you know, even if you know he’s a devil...”

Professor Peppard at Cranfield School of Management believes awareness
is an issue:
“Outside of the CIO, there is typically a low level of digital literacy in the
average boardroom. This is problematic not just for E2.0 but for IT
investment in general. They don’t need to understand the nuts and bolts
of technology but they do need be open to the opportunities that it can
provide and understand how technology can be harnessed to generate
real business value.
Many senior decision makers still see social media as being something
that is externally focused and not as a tool that may help them better
manage the enterprise. Indeed, many worry that employees may spend
too much of the working day using social networking tools on personal
matters. So much so, in fact, that some companies already have
embargoes in place that restrict access to social media to departments
such as marketing where there’s an obvious need.”

Vlatka Hlupic from Westminster
Business School believes that
management models are often
to blame:
“The main problem is a lack of
awareness of the unsuitability of
traditional management styles for the
future. Many leaders simply haven’t
realised it is the wrong paradigm –
because it worked in the past – but it
cannot work in the present and future.
Many organisations are now
knowledge-based and knowledge
workers cannot be managed and led in
the traditional manner.
The second problem is the fear of
letting control and authority go. There
is a paradox however: because when
leaders do let go of some power and
authority they get more power back in
return as they are recognised as true
leaders. Performance tends to rise,
people are more engaged, there is less
stress and absenteeism. Everybody
wins, because leaders are freed up to
focus on strategic matters.
What is required is a shift in mindset.
When this happens, and a critical mass
of executives start to think in a different
way it will spread with a ripple effect.
This change in organisational culture
will benefit everyone from leaders to
individual employees to teams – the
whole climate will change, the
language people use will change, and
overall performance will rise.”

Bian Salins from BT agrees that
proving the business case may be
the key to success:
“Fortunately all of BT’s senior
management team get social, embrace
social and encourage it. However, this
is not consistent across organisations.
The main hurdle is proving the business
benefit in terms of £s. For most senior
execs who have to run a business
when faced with a list priorities where
one set can prove savings/revenue
back into the business where another
shows more soft metrics, there’s no
guessing what will get the backing.
Social technology needs to also
advance to capture social profile data
that can be linked back to customer
data and also allow business to derive
pure metrics that can translate into
financials.”
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WAYS
FORWARD
Ways Forward
So what advice might businesses
take from these varied voices and
points of view?
Perhaps simply that there are ways forward for
any company and certainly every company which
dares to envisage a new future.
Bian Salins of BT is optimistic and highlights a
great example of innovation thinking and new
social enterprise ways of doing business:
“I think social technology is going to play a
crucial part in big organisations in the near
future. If you look at how instant messenger is
now used widely to communicate across sites/
teams/ departments, in the same way the
potential of using social to extend that
communication piece is far greater. Using
social for internal crowd sourcing is also something we’re looking
into – not only to tap in to innovative ideas but to avoid duplication
which occurs in large organisations. Finally, we will reach a level of
maturity where it would be foolish not to tap into the employee power
to manage social interactions. You only have to look at the success of
Best Buys’ Twelpforce4 to see how organisations can usefully allow
social engagement for the benefit of the business.”

Connect,
Communicate,
Collaborate –
the three pillars of E2.0
Oracle’s Andrew Gilboy and Peter
Silvester explain how companies can
take the first steps to evolve towards
Enterprise 2.0 by bringing together the
technologies they have first and
learning more about enterprise
content management, collaboration
tools and portals.
CLICK
FOR
MORE

Vlatka Hlupic of Westminster Business School believes that organisations
of any kind stand to benefit:
“Knowledge-based organisations stand to gain enormously, but the
boundaries between knowledge and non-knowledge organisations
are fuzzy. All organisations need and use knowledge, so the
Enterprise 2.0 principles will work in all organisations including the
public sector if implemented properly. There is still a place for
hierarchical leadership in some areas, such as where quality control
is important. In some case study organisations we have seen
traditional management approaches used in manufacturing and
production while other parts implement a newer approach, such as
in R&D where productivity and innovation were key.”

Bian agrees, and adds that:
“I think all Retail organisations should already be engaging and
adopting social technology. I know the Financial Industry is a bit reticent
to use social but there’s great opportunity there for someone to take
the lead. I also think supermarkets should definitely be at the forefront
but for some reason aren’t – customers are always sharing their
experiences in supermarkets and every day activity and it’s a great way
not just to link into local activity but to offer a better service online.”
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4 Twelpforce is an initiative by US
electronic retailer Best Buys to
engage hundreds of its staff in
delivering online customer support
and promotions using Twitter, with
associated work on Facebook
and YouTube.

WAYS
FORWARD
Ways Forward
David Terrar of D2C has observed many companies engaged in E2.0
transformation and says:
“We’ve seen community projects work from the bottom up and
from the top down. The key is in helping people – as individuals,
in teams and as a collective workforce – to change their habits.
The best way to go about this is to start by explaining the
benefits and answering the unspoken question that will be
paramount in the employee’s mind which is “what’s in it for
them”.
There’s no reason to believe that creating this kind of change in
an enterprise involves throwing out everything that’s been built
up since the day the company was established. That’s
emphatically not the case. This is not about drawing a line in
the sand between what we did then and what we plan to do in
the future. It’s about integrating the best of the new
technologies into existing systems and processes to improve
productivity and profitability. The way forward is in integrating
social media tools into existing processes and legacy systems
to help mine the intelligence that is there.”

Neil Fenton of 10Duke adds:
“It makes business sense to view an Enterprise 2.0 as part of
the regular technology renewal cycle. Companies with this
mindset will build an E2.0 element into the next planned
enhancement of their CRM or ERP system. Too many
businesses are under the impression that becoming a social
enterprise is an all-or-nothing endeavour. They see what’s out
there and want it all – now. The irony is that this approach
usually results in a mammoth implementation process, which
inevitably will not deliver, and yet will be a drain on budget for
months if not years. An effective implementation has to be
conducted on a small-scale basis, trial basis. We advise clients
to start with a clear understanding of their business needs and
objectives, and then to go live as quickly as possible. Assess
what will deliver most value now and go for it! Once in live use,
it’s easy to see and assess performance. A small scale
implementation can also be adapted and refined through to the
point at which it is delivering optimal performance without
repercussions on a wider level.”
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CONCLUSION
Conclusion
At Oracle, we believe that whatever the stage of development the
industry or its customers are at in this broad ranging area that
the general direction is inexorable, inevitable and necessary for
organisations that wish to adapt to the future needs of their
employees. While each organisation is going to be distinctly
different, the huge potential for performance and profitability that
is inherent in the enterprise 2.0 concept is ignored by business
at their peril. More powerful content management, ubiquitous
collaboration and increasingly valuable communication flows
within and outside organisations should be embraced to some
degree by all organisations but, inevitably, that will also mean
some changes in culture, organisational habits and leadership
styles too.

“Any large organisation that doesn’t
step up to the plate and take social
media/networking very seriously
will lose the trust and respect of
their own customers and, over time,
the market in general.”
Dr Tazeeb Rajwani PhD MA BSc
Cranfield School of Management

More work, exploration and discussion will help organisations in
every sector to benefit, whether they are from the financial
services, manufacturing or public sectors to name but a few.
2011 promises to be a seminal year as the uptake of social and
web 2.0 technologies continues to accelerate. It’s going to be an
interesting ride.

For more information contact:
Colin Fitzpatrick, Oracle Enterprise 2.0 Specialist
Email: colin.fitzpatrick@oracle.com
Telephone (UK): 0870 8768 765
www.oracle.com for more information on Portals, User Experience and E2.0
To receive further brochures and information visit www.oracleassets.com
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Rob Bamforth
Rob Bamforth is a Principal Analyst working with independent IT analyst firm Quocirca Ltd since 2004,
focussing on the areas of communication, collaboration and convergence. His experience combines his years
spent in sales and marketing, with an in-depth understanding of technology development and deployment,
which together give him an approach that focuses first on the business need, with technology as the
supporting service. During his career he has actively promoted the business benefits of emerging technologies
such as the Internet and Java. Rob has presented at innumerable industry events, as well as working closely
with standards bodies. When Rob first joined the analyst community in 2002 at Bloor Research, he established
the wireless and mobile practice later extending his focus to cover to the impact of the convergence, or as he
would rather say, ‘collision' of IT and Telecommunications industries with his work at Quocirca. Rob has written
numerous articles and many reports on the impact and management of mobile devices, the evolution of
service providers, mobile email momentum, visual communications, VoIP and unified communications. Rob
also presents at conferences, contributes in video interviews and webinars, and provides market analysis
support as a strategic advisor to the Mobile Data Association.
The areas of communication, collaboration and convergence are broad, and include aspects of employee
mobility or business process efficiency, environmental impact of communications, and supplier or industry
convergence. Rob’s coverage ranges from large enterprise to SMB and the public sector; he also identifies
with the needs of service providers in dealing with all their customers, including consumers. Rob is regularly
quoted in both technology and mainstream business media and is a regular contributor of analytical content
to IT-Analysis, silicon.com, blogs on Computing and tweets via twitter.com/rob_bamforth.

Professor Cary L.Cooper CBE
Cary is a Director and founder of Robertson Cooper, and Professor of Organisational Psychology and Health
at Lancaster University. He is recognised as a world-leading expert on well-being and is the media’s first
choice for comment on workplace issues. He is a Fellow of the British Psychological Society (with the Division
of Occupational Psychology awarding him a lifetime achievement award), The Royal Society of Arts, The Royal
Society of Medicine, Royal Society of Public Health and the British Academy of Management. He is also the
Chair of the Academy of Social Sciences and the author of over 100 books.

Elaine Doherty
Elaine Doherty is a member of Logica’s Innovation team and is accountable for the Interaction Enterprise and
Consumer social networking propositions and Digital propositions. Elaine’s early career was spent in Media,
working as an ad manager. She then moved into Telecoms and has enjoyed leading Global strategy, product
and marketing teams within large corporates such as Lucent technologies and Motorola Global Handsets. Her
experience includes helping manage start-ups with SurfKitchen and Freedom4 before joining Logica late 2007
where she develops our digital propositions as well as works with our clients to develop their digital
engagement strategies and customer experience solutions.

Dr Tazeeb Rajwani
Tazeeb Rajwani, PhD, MA BSc is a Lecturer in Strategic Management at Cranfield School of Management, one
of Europe’s leading business schools. He also holds visiting faculty positions at Kings College London, ALBA
in Greece and EM Lyon in France. He has been a Director of Strategy at a high-tech start-up, where he still
holds an advisory position. Prior to these roles he held a management position at KPMG Corporate Finance,
where he was an Innovation Champion and member of the Thought Leadership group at KMPG Europe. His
unique role at KPMG also included managing large complex projects globally with a particular focus on
Corporate Finance. Prior to KPMG, he held visiting faculty positions at London Business School, University of
Notre Dame and University of Nottingham. He conducts research into competitive strategies in global firms.
His research focuses mainly on competitive advantage, organisational capabilities development and strategic
political management. He has written various academic papers, book chapters, reports and white papers on
these themes. His research has been reported in the commercial press, including the Irish Times and Financial
Times. He is currently working on a book commissioned by Oxford University Press on ‘Aligning for
Advantage: Business Strategy for the Political and Social Arenas’.
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Bryan Glick
Bryan is the Editor-in-Chief of Computer Weekly, the UK’s best-known and longest-established business
technology publication. He is responsible for managing and developing all of Computer Weekly’s editorial
content, covering the 120,000-circulation weekly newspaper, Computerweekly.com web site, blogs, video,
podcasts, web seminars, social media, events, community and the CW500 IT leadership group. Before joining
Computer Weekly in November 2009, Bryan was editor of Computing, having worked on the publication since
2000. He was responsible for Computing gaining two successive nominations for Business Media Brand of
the Year at the PPA Awards. He has also written for other specialist magazines and national newspapers. Bryan
is a regular contributor to TV and radio broadcasters on technology issues, including appearances on Radio
4’s Today programme, BBC Breakfast, BBC News, Channel 4 News, BBC World, ITV News, CNBC, CNN, Sky
News, Channel 5 News, BBC Radio 5 Live, and BBC World Service. Prior to becoming a journalist, he worked
in the IT industry for more than 10 years, for companies including ICL, Intentia and Thomas Cook. Bryan holds
a first-class BSc degree in Computer Studies from Southampton University.

Professor Vlatka Hlupic
Vlatka Hlupic is a Professor of Business and Management, Director of the Emergent Leadership and
Development research group and Director of the Executive Coaching and Leadership Development
Programme at Westminster Business School. She received a PhD in Information Systems at the London School
of Economics, as well as Dipl Econ. and an MSc in Information Systems from the University of Zagreb. She
has published over 150 articles in journals (including Harvard Business Review), books and conference
proceedings mainly in the area of leadership, knowledge management, business process change and business
process modelling. Vlatka is an associate editor, a guest editor and a member of Editorial Boards for a number
of international journals.
Due to an international recognition of her work, Vlatka’s biography has been published in numerous
international directories. Vlatka has a multi-disciplinary interests and background. She is a Certified Master
Coach, Chartered Engineer, European Engineer, Fellow of the British Computer Society, Licenced Master NLP
Practitioner, Psychological Kinesiology Practitioner, and Co-Chairman of the Academic Advisory Board of the
Behavioural Coaching Institute. She is also a selected member of the Round Table Scholar programme, one
of the world's preeminent consortia of consulting professors.
She has been also acting as an expert adviser for research projects sponsored by several governments. Her
latest research focuses on improving performance through distributed leadership styles. As a part of this
research, she has co-developed the 6 Box Model – an Ecosystem for Sustainable Performance that is currently
being piloted in several organisations.

Dennis Howlett
Dennis Howlett has been providing comment and analysis on enterprise software since 1991 in a variety of
European trade and professional journals including CFO Magazine, The Economist and Information Week.
Today, apart from writing about innovation for professional services organisations on his own account, he is
a founding member of Enterprise Irregulars, an advisory board member for Constellation Research and
challenger of perceived wisdom at ZDNet’s Irregular Enterprise. Prior to, Howlett was technology and tax
partner in a British firm of Chartered Accountants for 10 years. Prior to that held various senior finance roles
across a broad range of industries.

Vanessa Robinson
Vanessa has oversight responsibility for the research and dissemination undertaken by the HR Practice
Development Team in the Chartered Institute of Personnel and Development (CIPD). She has particular research
interest in the areas of talent management, the future of the HR function and the impacts of technology on
effective people management. The way new social technologies (for example Web 2.0) can contribute to higher
organisational performance is a current area of research focus. Her specialisms are Leadership, Management
of change, Mergers and acquisitions, Organisation development and Outsourcing. She holds a first degree in
psychology and a masters degree in human resource management and is a Chartered member of the CIPD
as well as a Chartered Accountant. Much of her earlier career was spent in various consulting roles.
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Neil Fenton
Neil is Chairman and Founder of 10Duke. He is an entrepreneur and research scientist with a variety of interests
in software and information systems. He has a strong track record in creating and developing new
technologies and helps some of the world’s leading brands, such as Nike, Adidas, the BBC and others utilise
new technology to enhance their core offering. He created the world’s first online and mobile video sharing
system, called FotoJive, in 2004. The head of Nokia R&D described FotoJive as “the best distributed content
platform since Skype.” Neil is currently involved with a variety of companies focusing on social media, video
creation and semantic technologies. A Canadian Rhodes Scholar, Neil holds degrees from Princeton, the LSE
and Oxford.

Professor Joe Peppard
Professor Joe Peppard BBS MSc PhD FICS holds the Chair in Information Systems and is Director of the
Cranfield School of Management’s IT Leadership Programme. He is also Adjunct Professor at the University
of South Australia. Over the years he has held academic appointments at Loughborough University, Trinity
College Dublin, Groningen University, and the University of Sydney. The focus of Professor Peppard's research
and teaching is in the area of information systems and technology. Through his research he seeks to challenge
dominant orthodoxies as he believes that these are contributing significantly to the problems that
organisations have in leveraging information technologies, both operationally and strategically, and ultimately
in optimising the value delivered to the business. To this end, his research falls under five broad themes:
Leadership, Strategy, Innovation, Organisation and Value. Professor Peppard has published widely in academic
and general business and management journals. In 2009 he was awarded the Stafford Beer Medal by the OR
Society for his research. His most recent books include Strategic Planning for Information Systems (Wiley)
and Customer Relationship Management: Perspectives from the Marketplace (Butterworth-Heinemann).His
book The Essence of Business Process Re-engineering (Prentice-Hall) originally published in the mid-1990s,
has recently been translated into Chinese, having already appeared in Spanish and Polish editions. He is
currently working on a book ‘Business Innovation with Information Technology’.

David Terrar
David is CEO of D2C, a consulting firm which provides social media consulting and Cloud based solutions for
content, collaboration, web publishing, online accounting and CRM.. In addition he is Executive Director of
ITBrix LLC, the software company that creates WordFrame, the web publishing and collaboration platform for
building better web communities and PageTypes, their CMS. He is involved in running London Wiki
Wednesdays, is co-founder of the CreativeCoffee Club and Amplified, and is on the governance board of the
Cloud Industry Forum.

Professor Mike Hardy CMG OBE
Professor Hardy is a member of the British Council’s global leadership team with responsibility strategic
partnerships. Until November 2010, Mike led the British Council’s programme or work in Intercultural
Dialogue, a portfolio that comprised the British Council’s international work with schools and skills, networks
of young global citizens and capacity development within civil societies worldwide; the Programme supported
partnerships that help conflict and post-conflict contexts and people and communities in fragile states. This
reflects a career commitment to international relations and cultural dialogue, particularly people-to-people,
and with collaborators on a global stage focused on social justice and development. He is a spokesperson
on this policy area for the British Council. Building on his professional work in Intercultural Dialogue, Mike
has been appointed as lead expert for ‘Identity’ for the Vodafone-sponsored new Future-Agenda Initiative. He
speaks widely at international seminars and conferences on intercultural dialogue and diversity. He leads the
British Councils corporate relationship with DFID, and the United Nations Alliance of Civilisations. Prior to
joining British Council, Mike had a distinguished academic career of nineteen years, latterly as Head and
Professor at Department of International Business at the University of Central Lancashire. Mike was awarded
an OBE for services to education and training in the Middle East and in May 2001 he was honoured by the
Palestinian Welfare Association for his contribution to NGO corporate governance in Palestine. He was the
first non-Palestinian to be honoured in this way. He was appointed as CMG in the Queens Birthday Honours,
June 2010 for his work in intercultural dialogue.
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Bian Salins
Bian Salins is Head of Social Media for BT Care. A journalist turned social media evangelist, Bian’s career saw
her start out as a reporter for India’s first online venture, Rediff.com. She then went on to be Associate Features
Editor for ELLE Magazine before moving to England. Since then, Bian has worked for the likes of the Times
Education Supplement and spent over 10 years at BT in various roles, both editorial (as Managing Editor of
BT Tradespace and Production Manager for BT Business). She now works as Head of Social Media Innovation
within BT Customer Service where she sets the strategy for and manages BT's social media channels for
customer service branded as the popular BTCare offering service through Twitter, internal and external forums,
YouTube and Facebook.

Dr Babis Theodoulidis
Dr Babis Theodoulidis is Director of the Centre for Service Research at the University of Manchester and holds
the position of Senior Lecturer at Manchester Business School. He received a PhD degree in Computation
from UMIST, an MSc in Computer Science from University of Glasgow and a Diploma in Computer
Engineering and Informatics from University of Patras, Greece.
His teaching responsibilities are in the areas of information management and systems at the undergraduate,
MSc and MBA levels. He has also taught executive-development seminars and carried out consultancy work
on the subjects of information management, business and IT strategy, business process improvement and
business intelligence.
Dr Theodoulidis held visiting positions at the School of Engineering, University of Surrey and Athens
University of Economics and Business. He has published over 150 refereed journal and conference articles
and his research work (as Principal or Co-Investigator) has been supported extensively from UK and European
funding bodies since the early days of ESPRIT in 1990 and also directly from industry.
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