Publication: Tablal page 6
Date: 4 April 2014
Headline: Harnessing the power of social media

Harnessing the power of social media

or newmedia has been all the
rage. While such broad an-
TOourcements tocay are SOmMon-
lace, justa few facts will ilustrate
oW pervasive and important o
media ha to both incivicuals
and organianons. Accoring to re-
cent reports from companies such as
IBM, Facebook and Google:
® Arnew person begins using the Im-
ternet once every eight seConcs.
® Facebook kas 131 bilon uzers,
® New sodal media users are increas-
:rqgiv. 3ooezdng social media viamo-
bile

e,
® By 2015, more than half of the
wonld's Internet uiers will redée in
the Asia Pazifie.
@ China kas the world's largest Inter-
ret commurity with more than 618
nmilionusers. =
® WeCkat, the popular zosis] media
platform in Chirs, hae 355 million a¢-

FOR the last several vears, social

social media?

The answer is yes.

First, social media offers ar oppor-
tunity to harness what kas been called
the r of crowds. To fllustrate,
Urilever engages in ze-driven
Open Inrovation by Imviting anyone
to contribute to the company’s sustain-
able livirg objectives by submitting “a
raw fornmila, aé'::; e 'q1=;:1, new

ckaging or a frech desizn solution™.
o Ir. 3 sacond example of how amall
acts submitted by the crowd can lead
to big busines: outcomes, Singapo-
rear: film-maker Tan Siok Siok creat-
ed a full-length domumentary by
crowd-sourcng contnbutions directly
from Twitter users. The came teck-
rique could be applied, for exanple,
10 LW Procuct or service iceas.

tive user. The r of crowd-soureng
Given these numbers, itshouldbe  comes Eom the network. Bigesr,
rosurprize that organisa- broader networks terd to of-
tions are investing in ﬁ feran organston greater di-
their online media proper- | I versity of ideas and contribu-
ties. But, while a firm’s J tions. Smaller networks of
Facebook page or e-com- like-minded people nside an
mere presence in We- orgarisation tend to be more
Chatmay be important homogenecous. Additionslly,
o customers, are there peopk are often willing to
other advantages that make a emall contribution
bugreses canfind with NETAEY where larger requests are of-

ten met with a frowz.
Crowd-sourcing, in effect, imvolves
s large mumber of people each making

3 emasl] contribution. Socisl media
channels such as Twitter are proving
to be an excellent platform for tigger-
ing such crowd responses.

Secord, social charmels are alzo
changing the rature of intemnal em-
ployes ard B2B conmumications. This
i ofter: called Enterprize 2.0, Plat-
forms such as Chatter, offered by
Salesforoe, function quite similarly to
Facebook and are an ffordable, relia-
ble and cost-effective means of com-
muricsting.

Tke real value of bringing sodial
charrek into the organiation, via Ex-
serprize 2.0, is the ability toinnovate
busgines: prosesze: and find advan-
tage. A 2010 study by MckKinsey re-
ports that orzanisations adoptng -
cial charrels for imtemal 1use expes-
enced faster resporse times from inter-
ral experts, reduced commumicstion
costs, reduced travel costs and m-
proved stakeholder satizfaction.

The question today, therefore, i
notwhether or not an organization
ka3 Facebook page. The question to-
day & whether or ot the firm i Gis-
covering how to use soxial charmes to

inrovate, improve its business pro-
CSSELE AN c OOmPurICatons
more effective. )

Having 3 Facebook page & nolong-
er u:og. Tocay the orlne game is
ircreasingly about finding measurable
business advantage, For many firme,
sozis] media offers a visble, important
ard ofter. untapped platform for dis-
povering that aavantage. The chal-
lenge, ther, iz 1o take thoze first step:
untl] you begn finding the formula
that works for your business,
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