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Intros and  
Speaker Perspectives  (20 min.) 

Panel Discussion 
and Audience Q&A  (25 min.) 

Key Lessons (5 min.) 
Submit your questions > 

or on Twitter with #jivecast 
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The Social Business Imperative. 
Consumer Web forcing innovation. 
Customers demand social. 
Employees demand social. 

500M Facebook 

65M smart phones in 2010; 3M iPads 

1.7B on Internet, 25% of world population 

$150B Cloud services by 2013 500M Facebook 

5B iPhone app downloads 

230M Zynga 



The biggest from > to 
in a generation 

> engagement management 

what chatters what matters 

baby boomers millennials 

crm community 
email collaboration > 

> 
> 

> 
shouting authentic dialog > 



Jive.  
The new way to business. 

Drive revenue, profits, and innovation. 



•  1st  in revenues & growth 
•  1st  in product footprint 
•  1st in product innovation 
•  1st  in deployment / service expertise 
•  1st in analyst recognition 
•  Top investors – Sequoia and Kleiner Perkins 
•  3,000 customers 
•  15,000,000 users 
•  8,000,000,000 page views per year 

Jive. First In Social Business. 



Innovation Acceleration 
Corporate Communications 
Expertise Location / Corp Dir 
M&A Integration 
Contact Center Enablement 
Sales & Channel Enablement 

Social  Commerce 
Social Marketing 
Community Service 
Account Management 
Customer Innovation 
Events 

Product Launches 
Community Recruiting 
Social Brand Management 
Service Everywhere 
Social Selling 
Competitive Intelligence 

Social Business Imperatives 
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Three Trends of Social Business 
12 

1) Everyone is media 

2) Customers don’t care about your 
department 

3) Real time is *not* fast enough 
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1) Everyone is Media 
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Rubbermaid Empowers Ratings and Reviews 
14 

Stats: Review readers 
show 10% incremental 
increase in revenue per 
visit 
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Walmart’s 11 Moms gives consumers a voice 
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2) Customers don’t care what 
department you’re in 

© 2010 Altimeter Group Used with creative commons http://www.flickr.com/photos/faikevin/3176938440/ 
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17 

Customer don’t care what department you’re in 
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  Now, with social tools, every employee can talk to 
customers and prospects.   

  Yet, this could create confusion with clients.  
  New systems will be needed to centralize data so 

customers have a holistic experience.  

Customers deserve a holistic approach 
18 
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Marketing Sales Service & 
Support Innovation Collaboration Customer 

Experience 

2. Social 
Marketing 

Insights 

3. Rapid 
Social 

Marketing 
Response 

4. Social 
Campaign 
Tracking 

1. Social Customer Insights: The 5M’s

5. Social 
Event 

Management 

6. Social 
Sales Insights 

7. Rapid 
Social Sales 

Response 

8. Proactive 
Social Lead 
Generation 

9. Social 
Support 
Insights 

10. Rapid 
Social 

Response 

11. Peer-to-
Peer Unpaid 

Armies 

12. 
Innovations 

Insights 

13. 
Crowdsourced 

R&D 

14. 
Collaboration 

Insights 

15. Enterprise 
Collaboration 

17. Seamless 
Customer 
Experience 

18. VIP 
Experience 

16. Extended 
Collaboration 

© 2010 Altimeter Group  
Attribution-Noncommercial-Share Alike 3.0 United States

The 18 Use Cases of Social CRM
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3) Real time is *not* fast enough 

© 2010 Altimeter Group 

Used with creative commons http://www.flickr.com/photos/faikevin/3176938440/ 
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Evolution of the web 
21 

Asynchronous 

•  News sites 
•  Press 

releases 
•  Blogs 

Real Time 

•  Status 
updates 

•  Chat tools 
•  Check-in 

updates 

Intention 

•  Scheduling 
•  43 Things 
•  Plancast 
•  Facebook 

Events 
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Social media triage 
22 

Can you add 
value? 

Evaluate the 
purpose 

Respond in 
kind & share 

Thank the 
person 

Unhappy 
Customer? 

Dedicated 
Complainer? 

Comedian 
Want-to-Be? 

Negative Positive 

Yes No 

Do you want 
to respond? 

No 
Response 

No 

Yes 

Take reasonable 
action to fix issue 
and let customer 
know action taken 

Are the facts 
correct? 

Gently correct the 
facts 

No 

No 

No 

Yes 

Are the facts 
correct? 

Does customer need/
deserve more info? 

Yes 

Explain what is being 
done to correct the 

issue. 

Yes 

Is the 
problem 

being fixed? 

Yes 

Let post stand and 
monitor. 

No 

Yes 

No Yes 

Yes 

Assess the 
message 

Based off workflow of US Airforce 
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Three Trends of Social Business 
23 

1) Everyone is media 

2) Customers don’t care about your 
department 

3) Real time is *not* fast enough 



Premier Farnell  
Dianne Kibbey 
Global Head of Communities, 
Portals, and eProcurement,  
@dkibbey 
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About Premier Farnell plc 
•  Leading multi-channel, high service distributor of 

electronic components 

•  Operations in 24 countries and trading in over 100 
covering Europe, North America and Asia Pacific  

•  Global customer base of more than 2 million customers 
in engineering, purchasing, and MRO.   

•  Stocking over 400,000 electronic products with access 
to over 4 million more, representing 3,500 leading 
suppliers 

•  4,100+ employees worldwide 

•  Headquartered in London and listed on the London 
Stock Exchange 

•  Companies in the Premier Farnell Group include 
Farnell, Newark, CPC, Premier Electronics, Farnell-
Newark, MCM, Akron Brass and TPC Wire & Cable 
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community 
a social, religious, occupational, or other 
group sharing common characteristics or 
interests and perceived or perceiving itself 
as distinct in some respect from the 
larger society within which it exists 
(usually prec. by the): the business 
community; the community of scholars.  

Source: dictionary.com 

a group of electronic design engineers 
connecting across the globe to share  
common issues, solve design problems,  
and trial and discuss new technologies 
and innovation.  Distinct because of the 
industry they are working in and what they 
are creating.  

Source: Premier Farnell 

element14 
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What is element14? 

•  A community of and for 
electronic design engineers 

•  Named after silicon – the 14th 
element of the periodic table 

•  An essential element in the 
electronics industry 

•  Now an essential part of how 
design engineers do their jobs 

  “Why hasn’t anyone thought of 
this before?”   

Usability Research Participant, April 2009 
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•  Access to other engineers!!! 

•  Access to industry experts & new products to speed designs 

•  Global site – Collaborate in any language (now 9 official 
languages + Google translate) 

•  Unique technical content – reviews, multi-vendor 
comparisons, legislation updates…and much more 

•  Personal home page – see what you want to see 

•  Easy to purchase when ready 

Benefits to our members 

  “Finally a single place I can ask questions, 
look up answers and buy a part”   
Usability Research Participant, April 2009 
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   How is element14 different from other 
sites already out there?  
•  There are information sites  
•  There are sites to purchase  

But there are no other sites like element14 that 
combine the end-to-end design process for the 

engineer:  the power of community with the ability to 
procure the right parts for the design 
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From element14, Pete can 

Design Engineer Pete is 
looking for a processor for 
his multi-media application 
he is designing. 

-  Ask a design question 
from colleagues and 
experts around the world 

-  Test and review new 
products, access useful 
tools, attend a training 
event 

-  Access the vast amount 
of technical research 
including app notes, 
block diagrams, technical 
updates 
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- See element14 community content in 
addition to Products and/or 
Datasheets (results pulled from our 
eCommece websites) 

From search results, Pete can: 

- See links to products “embedded” 
right into the content 

- See products that are related or 
referenced in the content in the right 
hand “Related Products” panel.  

- Pete can then add any of these 
products to his Parts List to later be 
sent to a shopping cart or emailed 
to a buyer. 

Related Products/Content 

On all content on the site, Pete can: 



Panel Discussion 

#jivecast on Twitter 



Discussion Topic 

Actual results from integrating social 
strategies with eCommerce initiatives 

#jivecast on Twitter 



Discussion Topic 

Key elements of a community 
solution and broader social strategy 

in driving ecommerce results 

#jivecast on Twitter 



Discussion Topic 

The budget and org chart shift 
to incorporate social initiatives 

#jivecast on Twitter 



Discussion Topic 

The future - how social initiatives 
need to grow and mature 

#jivecast on Twitter 



Key Lessons 

#jivecast on Twitter 



Three Trends of Social Business 

38 

1)	  Everyone	  is	  media	  

2)	  Customers	  don’t	  care	  about	  your	  department	  

3)	  Real	  <me	  is	  *not*	  fast	  enough	  
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Your Plan: Develop a Strategy 
39 

1) Empower your customers voices above yours 

2) Invest in Social CRM Systems now 

3) Be ready for real time, then start to anticipate 
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Lessons Learned 

Do’s 

•  Buy or Build – decide where to spend your time 

•  Have a Community moderation\facilitation plan 

•  Usability – have clear calls to action 

•  Keep members at the forefront and listen to what the  
community wants  

•  Network with others building community.  Leverage the 
“wisdom of the crowd” 
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Lessons Learned 

Don’ts 

•  Try to be all things to all people – pick your primary model 

•  Over Moderate 

•  Let your site become a “spectator sport” 

•  Assume if you build it, they will come 

•  Be unprepared for success, (under resourced) 



Thank You! Continue the Conversation… 

Join the conversation with @jivesoftware 
    @adammertz 
    @jowyang 
    @dkibbey 

Connect with peers & experts in the Jive Community 

Join us at JiveWorld in San Francisco in September 


