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Conclusion
Study participants felt that they were behind their competitors—or the market in general—when
it came to their social networking initiatives. Based on the results of this field research project,
Burton Group concludes that such perceptions were unfounded. Many organizations have yet to
make an enterprise-wide decision on social networking technology. Even in those that have,
most projects are in proof-of-concept or early stages of deployment. Burton Group also
concludes that organizations are struggling with many non-technology issues within social
networking initiatives (e.g., business case, metrics, policies and controls, roles and
responsibilities, employee participation models, and cultural dynamics).
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Synopsis

The media, blogs, and vendors are all abuzz about social networking tools, and some enterprises have started to
roll them out. When discussing the topic with Burton Group clients, the rationale behind social networking
initiatives often falls into one or more of the following: expertise location, community building, and talent
management. In some cases, IT viewed social networking as a technology endeavor. This perspective was
especially common when social networking functions were already part of existing collaboration platforms. In
those situations, IT organizations felt it was sufficient to just “turn on” those features rather than look at vendor
alternatives. However, even in cases where strategists had identified business and IT drivers for social networking
projects, many still had a noticeable level of uncertainty regarding the business case and return-on-investment
from such tools.

Given this large-scale uncertainty, Burton Group initiated an in-depth field research study to help clients
understand the business, organizational, and technical factors to consider when formulating social networking
strategies and initiating internal projects. Over a three-month period, Burton Group conducted 30 interviews with
65 business and IT personnel representing 21 organizations. The group included both Burton Group clients and
non-clients.

Based on analysis of the field research study data, a common pattern that characterizes the progression of social
networking initiatives emerged. The 15 key findings categorized below outline the critical issues strategists will
almost certainly encounter:

Getting started is difficult, but not impossible:

1 No consensus exists on the applicability of social networking.

2 Social networks could address old and new challenges.

3 Orchestrating the business case is more art than science.

4 Determining funding, value, and return on investment (ROI) is a struggle.

Addressing business and cultural needs early on is critical:

1 Cultural dynamics come to the forefront.

2 Governance cannot be an afterthought.

3 Plan early or pay later: legal, human resources (HR), security, and compliance.

4 HR departments have a strategic role.

Facilitating social participation requires creative thinking:

1 Effective adoption strategies are the tipping point for success.

2 “Corporate Facebook” sites are a common starting point.

3 Profiles and expertise take center stage.

4 Social networks and community building go hand-in-hand.

Enabling social environments is challenging for IT organizations:

1 IT organizations search to find a social purpose.

2 User experience trumps features.

3 Platform approaches are winning out.

This overview provides an outline of the study, explains its methodology, and summarizes actual findings. A
series of documents will follow with each companion overview diving more deeply into areas covered in this
overview.
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Analysis

Media coverage of consumer social networks has been exhaustive. Extensive discussion of social networking in
business articles has outlined benefits of social networking tools—especially the role they will play in helping
employers recruit Generation Y (Gen Y) employees. Blog postings by subject-matter experts have explained how
social networking can help transform management structures and enable organizations to leverage the knowledge
of current and past employees. Vendors have also joined the cause by marketing products as enterprise-class
social networking platforms.

A Need for Clarity Amid the Hype
In light of these market and societal dynamics, Burton Group clients have cited many different reasons for making
social networking tools available within the enterprise. The following could summarize the rationale for such
efforts:

• Provide technology expected by younger workers (i.e., Gen Y).

• Augment strategic talent initiatives (e.g., recruitment or alumni) and address aging workforce pressures.

• Enhance team-collaboration and community-building efforts.

• Leverage knowledge held by employees (i.e., knowledge-management strategies, including expertise location
and employee-led innovation).

• Implement the next generation of information-sharing and collaboration tools (e.g., Web 2.0 or Enterprise 2.0).

However, even in organizations that identified business and IT drivers for their social networking initiatives,
many still had a noticeable level of uncertainty regarding the business case and return-on-investment from such
tools. This dilemma prompted Burton Group to initiate an in-depth field research study on the topic that would
alleviate this uncertainty and help clarify the benefits and risks associated with social networking within the
enterprise. Identifying the business, cultural, and technical factors to consider when formulating social networking
strategies and initiating internal projects would help clients make appropriate decisions on how to best proceed for
their respective organizations.

Contextual Research Study Methodology
The approach taken for the field research study was based on Burton Group's Contextual Research (CR)
methodology (refer to the “What Is Contextual Research?” section of this overview), which leverages
observational methods popular within contextual inquiry and contextual design practices. To help organizations
understand the type of information sought, CR project materials described four areas Burton Group would inquire
about when study participants shared their perspectives on, or experiences with, social networking within the
enterprise:

Expertise location:

• Discovering “who knows what” (finding subject matter experts)

• Discovering “who knows whom” (finding someone with a relationship to a particular person or association
with some organization)

Community building and professional networking:

• Interacting with peer groups (sharing best practices)

• Building relationships with colleagues

• Leveraging informal contacts

Recruitment and retention:
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• Adapting to a new job, professional support, professional development, mentoring from current and prior
employees

• Attracting new hires, tapping into experience of alumni and retirees

Tooling:

• Using technologies to support social networking, knowledge management, and talent management needs

Over a three-month period, Burton Group conducted 30 interviews, totaling 45 hours of conversation, with 65
business and IT personnel representing 21 organizations. For additional information and statistics on the field
research study (including demographics of participating organizations, the interview sessions, and post-analysis
process), refer to the “How We Did It” section of this overview.

What We Discovered
Almost universally, organizations participating in the study felt that they were behind their competitors—or the
market in general—when it came to their social networking initiatives. Based on the results of this field research
study, Burton Group concludes that such perceptions are unfounded. Many organizations have not yet made an
enterprise-wide decision on social networking tools. Even in those organizations that have set a direction, many of
those projects are in proof-of-concept or early stages of deployment. Burton Group also concludes that regardless
of industry sector, or where organizations are in terms of IT direction, organizations are struggling with non-
technology issues such as business case, metrics, policies and controls, roles and responsibilities, employee
participation models, and cultural dynamics (e.g., community building).

Indeed, based on analysis of the study data, a common pattern that characterizes the progression of social
networking initiatives emerges. The 15 key findings categorized below outline the critical issues strategists almost
certainly will encounter:

Getting started is difficult but not impossible:

1 No consensus exists on the applicability of social networking.

2 Social networks could address old and new challenges.

3 Orchestrating the business case is more art than science.

4 Determining funding, value, and return on investment (ROI) is a struggle.

Addressing business and cultural needs early on is critical:

1 Cultural dynamics come to the forefront.

2 Governance cannot be an afterthought.

3 Plan early or pay later: legal, human resources (HR), security, and compliance.

4 HR departments have a strategic role.

Facilitating social participation requires creative thinking:

1 Effective adoption strategies are the tipping point for success.

2 “Corporate Facebook” sites are a common starting point.

3 Profiles and expertise take center stage.

4 Social networks and community building go hand-in-hand.

Enabling social environments is challenging for IT organizations:

1 IT organizations search to find a social purpose.

2 User experience trumps features.

3 Platform approaches are winning out.
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No Consensus Exists on the Applicability of Social Networking

Before a social networking initiative even gets off the ground, study participants discussed the challenge of trying
to position “social anything” within a business environment. Regardless of whether study participants themselves
were supportive or skeptical of social networks, their accounts revealed that social networking engenders a broad
range of opinions. Viewpoints generally fell into one of the following four categories:

• Social networking is a confusing topic.

• Social networking is similar to past attempts to improve information sharing and collaboration (e.g., knowledge
management).

• Social networking has no relevance in the workplace, or has no applicability to business activities.

• Social networking could have a transformational impact on organizations.

The diversity of opinions found during the study often stood in stark contrast to each other. For instance, one
interviewee mused that “social networking sounds like a ‘Willy Wonka' story” while another participant argued
that, “the principal driver of this has to be intellectual output, not financial benefit.”

Social Networks Could Address Old and New Challenges

Even though participants held divergent views on the viability of social networking, people did acknowledge that
today's organizations face enormous people-centric challenges. The following statements generalized the areas
where social networking could conceivably help organizations:

• We need to connect people globally.

• We need to address generational shifts.

• We need to break down barriers.

• We need to “know what we know.”

• We need to collaborate better.

• We need to innovate from the bottom up.

• We need to learn differently.

Orchestrating the Business Case Is More Art than Science

The business case for social networking is difficult to put together, present to management, and gain approval for.
There were a variety of reasons for this attitude expressed in virtually all interviews. Even the term “social” often
would derail conversations, leading some organizations to user other terms such as “corporate social networking”
or simply “professional networking.” Common challenges confront proponents and decision makers alike:

• Understand what solution people are actually asking for.

• Discuss the topic in a manner relevant to business environments.

• Present the project in way that allows people to get behind it.

People involved in successful social networking projects pointed out approaches that worked for them. Tactics
proponents found effective include:

• Base the conversation on organizational priorities.

• Find multiple stakeholders and business champions.

• Campaign for support “behind the scenes.”

• Be specific—examples of real work scenarios help.

Determining Funding, Value, and ROI Is a Struggle
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Given challenges with getting social networking efforts off the ground, it came as no surprise to discover similar
blocking factors related to budgets, metrics and benefits. Social networking was widely viewed as a discretionary
project. In addition, explicit and tangible impacts are difficult to ascertain (although pilot results may provide
some use case scenarios and proof points). There also seems to be a debate brewing regarding the maturity or
relevancy of methods for assessing business value of projects that target organizational effectiveness versus
traditional functional or process-centric business requirements:

• ROI is the wrong focus vs. ROI is still appropriate.

• Current approaches for analyzing web systems are sufficient vs. no best practices on what to measure in social
environments.

• Current web usage analysis tools are “good enough” vs. social network analysis tools are needed (but not
mature).

This predicament makes funding even more complex to attain (and sustain).

Cultural Dynamics Come to the Forefront

Participants cited culture as a factor to address early on in social networking initiatives because it influences all
aspects of its acceptance. As one participant described his environment, “we have a classic company
communication model—we communicate ‘at' people rather than ‘with' people.” The belief that social networks
can undermine institutional structures and decision-making can cause leadership teams to view such endeavors
nervously. Proponents, however, felt that social networks were an effective means to catalyze people's potential or
to bring about needed cultural change. Commonly cited inhibitors to social networking efforts included:

• Management practices that were control-centric

• Workplaces that were conservative and resistant to change

• Environments where relations between management and employee were formal or had an unspoken “social
etiquette”

Governance Cannot Be an Afterthought

Study participants consistently identified governance as an important element to include within social networking
projects. For governance programs to succeed, interviewees felt that stakeholders needed to be involved early in
the effort. One or more of the following statements represented how participants felt regarding how projects
should address governance efforts:

• Governance programs should be centralized.

• HR, legal, security, and compliance groups should be actively involved early on even if they are not official
project sponsors.

• Policies and procedures should be defined and updated on a regular basis.

• Social networking sites should have specific usage procedures that address conduct and confidentiality
situations.

• Participants in social network sites should have some ability to self-regulate their community behavior.

Plan Early or Pay Later: Legal, HR, Security, and Compliance

The study also found that gaining active involvement from stakeholders (e.g., marketing and sales) and groups
that deal with policy formation and risk assessment was a best practice during the early stages of social
networking initiatives. Although people tend to focus on the benefits of social networks, interviewees also
identified issues and risks associated with such systems:

• Including participation in (and contributions to) social networking systems in performance-review practices can
raise HR issues.
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• Social information posted by employees can complicate ownership and portability of data if employees leave
the organization.

• Concerns regarding compliance and discovery issues influence tooling to handle logging, audit, and related
controls.

• Issues related to non-exempt workers pose significant issues for participation in community and social-network
sites.

The degree to which organizations are sensitive to open sharing and community participation by employees
varied. In industry sectors that deal with confidential and proprietary information, a prominent discussion item
centered on the issue of control levels. As one participant said, “we have to watch for people walking away with
information . . . we have to watch for patterns in information access—especially information that is of high-value
. . . not just for compliance reasons but to protect our competitive advantage.”

HR Departments Have a Strategic Role

Participants often noted that business issues raised by generational shifts within an organization's workforce are
creating opportunities for HR departments to transcend their traditional role as an administrative area. Several
enterprises interviewed expect to lose sizeable portions of experienced workers over the next few years as the
“boomer” generation retires. With fewer younger workers to replace them, competition between companies to
attract and retain talented people will increase. The need for leadership teams to undertake strategic talent
initiatives provides HR groups the opportunity to enact programs for recruiting and retaining employees, and in
some cases, former alumni of the organization and its retirees. The study found that such perspectives often bring
the conversation to the topic of social networks:

• Social networking tools enable organizations to leverage relationships with retirees (e.g., expertise or
mentoring) and alumni (e.g., gaining referrals on job candidates or re-hiring past employees).

• Gen Y workers have high technology expectations and may turn down job offers or leave organizations that do
not have social networking tools.

• New employees need help getting established in the organization in terms of relationships (e.g., peers or
communities) and learning “how things are done” in their new work environments.

One participant felt that helping people navigate through intangible cultural nuances was a strong reason to
leverage tools that help visualize pathways for workers to connect with one another: “In order to get anything
done you have to work through the folklore . . . a lot of things get done based on people's social networks,” he
said.

Effective Adoption Strategies Are the Tipping Point for Success

Establishing thriving social environments within a business workplace where participation and contributions are
often voluntary (i.e., outside the prescribed roles and responsibilities of an employee) was one of the most
discussed areas in the study. Interestingly, participants with a knowledge management background were not
surprised that such employee engagement issues would be a problem. Interviewees identified a wide range of old
and new tactics to help gain and sustain adoption of social networking systems:

• Make early adopters feel special, pay attention to their feedback, and enable grass-root champions to have some
level of ownership in the effort.

• Assume that a mix of approaches will be necessary—content, community, events, and contests to gain and
sustain participation; market efforts internally.

• Recognize active contributors and community leaders.

• Balance viral adoption opportunities with formal deployment schedules.

• Check to make sure that all audiences (e.g., mobile workforce, hourly employees, and certain work
environments) have easy access to computers.
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“Corporate Facebook” Sites Are a Common Starting Point

In the eyes of many organizations, Facebook's popularity makes it an attractive model to emulate behind the
firewall. However, because Facebook is such a well-known example, it sometimes created another issue to
overcome. Namely, that people had problems translating the way they interact on the consumer site to the way
they should interact in a workplace-version of that site. Mimicking Facebook can confuses employees that have
accounts on the consumer site. Still, participants cited reasons why a dedicated social networking site made sense:

• Social network sites help attract Gen Y employees.

• Employees can find coworkers with similar interests and expertise.

• Informal interaction helps build relationships and community.

• The site becomes a more casual “place” for people to go that is different from work-centric websites.

Profiles and Expertise Take Center Stage

Even though employees work within the same enterprise, they may not know much more about each other than
title, department, and reporting chain (e.g., supervisor or manager). Creation of a searchable employee profile
system that provides a richer context of that individual (e.g., projects, community associations, professional
interests, and hobbies) was an often-cited topic in the study. Some participants pointed out that deploying an
employee profile system does not mean that employees understand how to use it or why it is important. Expected
benefits from profiles and their use as a form of expertise location are reasonable, based on study findings.
However, overcoming profile adoption barriers often means resolving many non-technology concerns as outlined
below:

• Profiles are viewed as the lynchpin for meeting expertise location needs.

• Social networks allow people's experience to come out in a natural way.

• Persuading people to maintain their profiles in a timely manner is difficult.

• Expertise systems need to include ways to indicate a person's reputation.

• Use of unofficial sources of expertise can sometimes raise risk concerns.

• Benefits from profiles and expertise location are difficult to measure.

Social Networking and Community Building Go Hand-In-Hand

A side effect of social networking initiatives is the realization that community building becomes an essential part
of gaining employee adoption (regardless of whether the topic exists in the project plan). Communities on social
network sites generally fell into one of the following categories: ad hoc groups (e.g., clubs), project teams, or
communities that are more formal, such as those recognized by management (e.g., professional practice areas or
forums for company-sponsored programs). Other reasons cited by participants as to how communities help:

• Bringing people together around a common interest

• Allowing people to connect and share information with their peers

• Providing a stable set of relationships during organization change

• Enabling employees to get to know each other informally

• Letting people learn how things “really get done”

IT Organizations Search to Find a Social Purpose

9

BURTON GROUP 7090 Union Park Center Suite 200 Midvale · Utah 84047 · P 801.566.2880 · F 801.566.3611 · www.burtongroup.com



Social networking projects can appear ambiguous to IT organizations as they try to relate such initiatives to
experiences with process-specific systems (e.g., sales automation, customer service, and marketing campaigns)
that have concise design and functional specifications. While in a few instances, IT organizations were effective
at jumpstarting social networking initiatives, in most situations study participants positioned the IT organization
as being more of a hindrance than a help because it was in one or more of the following states:

• Enterprise-centric: More comfortable with delivering traditional systems that meet explicit functional
requirements

• Resource-constrained: Unable to focus on post-deployment factors that determine adoption of social
networking systems

• Operationally focused: Preferring solutions from existing platform vendors; reluctant to introduce smaller
vendors into the environment

The perception that IT has become too operationally focused and identifies what it does and its value to the
enterprise by aligning with the products it supports was called out by one interviewee who said, “[IT] people are
not thinking about what's best for the company, but rather what's best for SharePoint. Ops is a consideration, but
at the end of the day, it's the business that counts.”

User Experience Trumps Features

The study was not a vendor or technology investigation so there was no overt attempt to elicit information from
participants on features they would like to see in various products. However, interviewees were free to talk
broadly about their viewpoints on social networking—including tools. When conversation did touch on social
networking features, opinions fell into one of the following categories:

• A well-designed and effective user experience helps tremendously with adoption efforts.

• Systems need to accommodate an increasingly mobile workforce.

A search capability (to locate people, places on the site, and content)—as well as having a question-and-answer
function with some type of ranking or rating feature—were requirements people mentioned frequently during
interviews.

Platform Approaches Are Winning Out

Most organizations were equating social networking solutions with selection of a platform that supported some
combination of blogs, wikis, community spaces, and employee profiles. Study participants felt that platform
decisions were a response from IT organizations to deliver a common user experience, improve operational
efficiencies, and avoid introducing multiple smaller vendors to the environment. A few participants felt that wikis
alone were another option for building a community site but such an application did not deter efforts to deploy a
specific “Corporate Facebook” site for social networking. While the study did not attempt to rate solutions, some
vendors repeatedly came up in conversations:

• IBM (Lotus Connections), Jive Software (Clearspace), and Microsoft (Office SharePoint Server 2007) were the
most frequently cited platforms.

• Deployment of Jive's Clearspace platform was the most likely alternative to Microsoft's Office SharePoint
Server. IBM's Lotus Connections platform resonated with those committed to Lotus Notes or IBM WebSphere.

What's Next?
This overview is the first in a series of deliverables. Companion overviews will dive more deeply into the 15 key
findings outlined in this overview with each subsequent overview addressing a group of related issues:

Getting started with enterprise social networks:
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• No consensus exists on the applicability of social networking.
• Social networks could address old and new challenges.

• Orchestrating the business case is more art than science.

• Determining funding, value, and ROI is a struggle.

Addressing business and cultural needs:

• Cultural dynamics come to the forefront.

• Governance cannot be an afterthought.

• Plan now or pay later: legal, HR, security, and compliance.

• HR departments have a strategic role.

Facilitating social participation within the enterprise:

• Effective adoption strategies are the tipping point for success.

• “Corporate Facebook” sites are a common starting point.

• Profiles and expertise take center stage.

• Social Networks and community building go hand-in-hand.

Enabling social environments:

• IT organizations search to find a social purpose.

• User experience trumps features.

• Platform approaches are winning out.

Reflections and recommendations:

• Updates on the CR study given 2009 realities

• Putting social networks into a broader context

• Recommendations
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The Details

The following information provides additional background to the field research study on social networking within
the enterprise:

• What is Contextual Research?

• How We Did It

What Is Contextual Research?
Contextual Research (CR) is a people-centric approach toward gathering data from the field and using it to
formulate research positions and recommendations that support the IT strategies of Burton Group clients. The CR
process leverages tactics associated with contextual inquiry and contextual design. Burton Group has adapted
these methodologies and integrated them within its research model. The result is a hybrid approach in which
relevant practices from contextual inquiry and contextual design are combined with the in-depth technology
analysis that distinguishes Burton Group in the industry.

Why Is This Approach Different?

CR is unique in that it is driven by the people participating in the field study rather than by analysts. Study
participants tell their own stories with minimal guidance or prompting. The proactive interaction that does occur
is done by the analyst to help facilitate the conversation within the study's focus area, confirm statements made by
participants (to clarify what was said), explore statements more deeply, or ask participants to elaborate on
peripheral comments that raise interesting points. Unlike typical interactions between customers and analysts
(where analysts address issues as the subject-matter experts), participants in a CR study are themselves considered
the subject matter experts. Within a CR project, the analyst acts as the apprentice (there to observe, listen and
extract meaningful information without preconceived assumptions of what is right or wrong). This non-intrusive,
ethnographic-like approach captures an enormous amount of factual and opinionated information. When
combined with stories from other study participants, the collective data represents a unique corpus of perspectives
on a topic that is not easily duplicated through other means (e.g., vendor briefings, industry surveys, and
traditional customer inquiries).

How We Did It
CR projects are approved by Burton Group management. Analysts leading CR projects are trained on the
methodology and are mentored by other CR project leaders as needed. This particular CR project was conducted
in three phases.

Phase 1: Call for Participation

An open “call for participation” was made public on August 19, 2008. To raise awareness of the project,
notifications were published on Burton Group blogs, analyst blogs, and Twitter. E-Mail invitations were also
circulated to Burton Group clients, industry mailing lists (e.g., knowledge-management communities) and
vendors. Several points in the call for participation phase are worth noting:

• The project was open to clients and non-clients and there was no charge for participation (e.g., travel expenses
were borne by Burton Group).

• Representatives from both business and IT areas were asked to participate.

• Both face-to-face and telephone interviews were used to gather data.

• Confidentiality and review procedures were addressed.
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• All participating organizations would receive the resulting research and have the opportunity to discuss its
findings with Burton Group.

The Phase 1 goal was to have 25 organizations in the study. Each participating organization was asked to make
one to three people available for interviews. Burton Group was looking for representatives from line-of-business
groups, human resources (HR) departments, and IT organizations. If desired, group interviews were allowed but it
was strongly recommended that non-technical and technical participants be interviewed separately. As the effort
moved into the next phase, the plan was to have one-third of the interviews conducted on a face-to-face basis with
telephone interviews rounding out the study.

Although 25 organizations did agree to participate initially, 4 later dropped out, leaving 21 study participants. Of
the participating organizations, 16 were clients of Burton Group, and 5 were not. The industry breakdown (guided
by industry sectors assigned to company profiles by Yahoo! Finance) was as follows (see Table 1).

Industry
sector

Description Number of study
participants

Basic
materials

Aluminum, chemicals, oil and gas, steel and iron, etc. 1

Business
services

Accounting, legal, and other professional services 2

Consumer
goods

Appliances, electronics, offices supplies, paper and paper products, etc. 3

Education Academic institutions 1

Financial Banking, investments 4

Government Federal, state, or quasi-governmental agencies as well as non-U. S.
government-related entities

2

Healthcare Drug manufacturers, health provides, etc. 3

Services Consumer services, discount stores, electronics, home improvement,
travel agencies, etc.

3

Technology Computer-related 1

Utilities Electric, gas, water 1

Note: Sometimes the industry sector was raised up one level to avoid study participant from being identified if
they were the only one in a particular category. For example, consumer goods are a subset of services but since
there were three sponsoring firms, that category was broken out. “Basic materials” is a broad category but since
there was only one study participant in a sub-sector under “Basic materials,” the higher-level grouping was used.

Table 1: Breakdown of Participating Organizations

Phase 2: “LEARN”
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Phase 2 concentrated on a sequence of steps referred to as “LEARN,” which stands for logistics (e.g., defining
schedules), engagement (e.g., conducting the interview sessions), assessment (analyzing and consolidating
interview data), review (e.g., allowing organizations to fact-check information), and next steps (e.g., creating the
study deliverables). This phase was carried out over a two-month time frame from September 15 through
November 7, 2008. The large number of people involved in the actual interview process reflected the high level of
enterprise interest in social networking:

• 8 firms provided a single person to be interviewed

• 13 firms providing multiple people to be interviewed

• 65 people participated in interview sessions across 21 sponsoring organizations

These larger commitments were handled either in group sessions or through a series of one-on-one interviews:

• 30 interview sessions lasting 90 minutes on average

• 12 interview sessions conducted face to face

• 18 interviews conducted via telephone

• 45 hours of conversation in total with study participants

Interview sessions included a fairly equal number of business and IT representatives:

• 13 interviews with line-of-business and HR personnel (27 people)

• 17 interviews with representatives from IT organizations (38 people)

Each interview produced roughly 15 pages of notes. These notes formed the baseline for subsequent
“interpretation sessions” with Burton Group analysts on the CR team. Interpretations sessions provide a forum to
review data collected during the interview. An interpretation session was held for each interview session and
averaged 90 minutes each (as long as the original interview with the study participant). These review meetings
served two critical purposes. First, it allowed the CR project lead to socialize interviews with team members to
develop a shared perspective. Second, they were a “sense-making” process that allowed the CR team to immerse
themselves in the data, assess data collected from the interview, and co-create a series of stand-alone observations
(referred to as “affinity statements”). Affinity statements reflect not only the stories shared by participants, but
also Burton Group's analysis of those stories. The approach created an enormous amount of information:

• 60 affinity statements created on average per interpretation session

• About 1,700 individual affinity statements created for use during the consolidation session

After completing all interviews and interpretations sessions, the focus shifted to analyzing individual affinity
statements to identify underlying patterns in the data (regardless of organization). The project team met over a
four-day period to analyze each affinity statement. Using a bottom-up approach, “like statements” were sorted,
filtered, and clustered into groups with each group receiving a label summarizing its key point. Groups of groups,
with a second layer of labeling, were then shaped into a three-layer hierarchy with the top layer assigned a key
theme for that hierarchy. Sequencing the collection of themes into a coherent storyline completed the exercise.
Analysts then examined the narrative created and provided a final set of comments to complete the consolidation
session.

Phase 3: Analysis

The last phase of the project began in December 2008 and will likely continue into April 2009. Providing
deliverables to participating organizations and to Burton Group clients will occur through a series of documents
that analyze study findings, formulate research positions, and provide strategic recommendation to organizations
regarding social networking within the enterprise. Non-clients will be offered the opportunity to discuss study
findings. Burton Group clients can exercise their normal interaction options (e.g., telephone inquiry or on-site
briefing) to discuss the study as well.
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Conclusion

Study participants felt that they were behind their competitors—or the market in general—when it came to their
social networking initiatives. Based on the results of this field research project, Burton Group concludes that such
perceptions were unfounded. Many organizations have yet to make an enterprise-wide decision on social
networking technology. Even in those that have, most projects are in proof-of-concept or early stages of
deployment. Burton Group also concludes that organizations are struggling with many non-technology issues
within social networking initiatives (e.g., business case, metrics, policies and controls, roles and responsibilities,
employee participation models, and cultural dynamics).
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