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Most Social Business programs report to
Marketing or Corporate Communications

Departments that Social Media Programs
Report Under

Marketing | EEREEE /1%
Corporate Communications ||| | | N 30%

Web/Digital [l 11%
Social Media/Social Strategy [} 6%
Product Management | 1%
Customer Service/Support | 1%
Other (please specify) [} 10%

Base: 140 Global Corporate Social Strategists (Oct. 2010) ALTIMETER



In 2011, social business budgets averaged just
$833,000 per corporation

Average Annual Social Business Budget Per Corporation
in 2010 by Company Revenue

Under $250 million . $229,000

$250 million to < $1 billion - $408,000
$1 billion to < $10 billion - $568,000
All Companies - $833,000

$10 billion or more

Base: 140 Global Corporate Social Strategists ,\LTIMETER




Most corporations are at Intermediate levels

Maturity Level of Corporate Social Business Programs
in 2010 (Self-Assessed)

23% 25%
Advanced Novice

intermediate
52%

Base: 140 Global Corporate Social Strateqists ,\LTI METER



Budgets and team sizes vary by maturity

Maturity Drives Average Budget and Team Size in 2010

Novice Intermediate Advanced
Average $66,000 $1,002,000 $1,364,000
Budget
Average 3.1 8.2 20.8
Team Size
Base: 140 Global Corporate Social Strategists "\LT| METER



Corporations organize for social business
differently depending on their maturity level

Maturity Drives How Corporations Organize for Social

Business in 2010

Novice Intermediate

Advanced

Centralized (37 %) Hub and Spoke (49%)
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What i1s Social Business?

Engaging

Source: ifnGet Bol d: Creating a Bold
ISBN: 0132618311, Copyright © 2011, IBM Press

Smarter software for a Smarter Planet.

Soci al Medi a AGENDA for Your Businessbo

Use of collaboration/social

networking to enable global teams
To work more effectively

Outperformers

57%

Underperformers MORE

Source: IBM CIO Study, 2010

Note: Outperformers are derived from an analysis of the compound annual growth rate (CAGR) for
2003-2008 EBITDA within industries. Outperformers represent companies above the median: n=203
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Source: fAGet Bold: Creating a Bold Social Media AGENDA for Your Businesso by Sandy Tart e
ISBN: 0132618311, Copyright © 2011, IBM Press
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Seven Social Business trends in 2011

1. Spending on Staff to Manage social business increases, yet
Investment in Training and Education will be low.

2. Corporations will invest heavily in Ad and Marketing on social
networks, though fail to truly engage or leverage the social graph.

3. Advanced buyers will spend nearly 3X more on Boutique Agencies
than Traditional Agencies.

4. Nearly all buyers wil |l Il nvest I n
ROI problem to be solved.

5. Community Platforms become a mainstay of Marketing and Support.

6. Advanced corporations will invest in Custom Technology
Development, including integration of social networks on the
corporate website.

7. To scale, more mature programs will invest in nascent systems, such
as Social Media Management Systems (SMMS) and Social CRM
(SCRM).
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Advanced programs spend 3X more on boutique
agencies

Average Annual Spending on Traditional Agencies
(deploying Social Media) versus Boutique Agencies
(Specializing in Social Media) in 2011 by Social Business

Maturity Level
- Traditional Agencies
51,000 Boutique Agencies
oo N S B oo o
B s31.000
I 2000
Intermediate
I $95.000

I 238,000

Base: 140 Global Corporate Social Strategists who have
adopted these social business categornes

ALTIMETER
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Social integration Is the top external priority

Top External (or Customer-Facing) Social Strategy

Objectives in 2011 (Respondents allowed to choose three
priorities.)

Website Integration D
Developing Ongoing Dialogue with Customers [ GG 43%
Listening/Learning about Customers || GTGTczNEGEGG 35%
Fostering Word of Mouth |G 37 %
Formalizing an Advocacy Program B 050
Social Commerce || G0 22%
Mobile/Location |G 21%
Collaborating with Customers [ 20%
Providing Direct Customer Support [l 16%
Enabling Peer-to-Peer Support - 14%

Base: 140 Giobal Corporate Social Strategists ,\l—-“ METER



IBM Case
Study:

Align
Corporate
Culture

Source: AGet Bold: Creating a Bold Social Media AGENDA for Your Businesso
ISBN: 0132618311, Copyright © 2011, IBM Press © 2011 IBM Corporation
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