INTRANET ROI:

MEASURING

INTRANET VALUE

A WHITE PAPER
BY TOBY WARD

www.PrescientDigital.com

Intranet ROl White Paper



Table of Contents

EXECUTIVE SUIMIMARY ...utuuiieiieeiiterreerenetensressressrssssssssssssssssssssssssssssssssssessssssssssssssssssssssssssssssssssnsssnnsnns 3
MEASURING INTRANET RO ..cuuieuiieeiieereerenireniresersssrsssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssnnsans 5

(07 S 1115 ) 2 5

INHERENT VALUE . ..ttt ettt ettt ettt e e eeeeeeeeeeeeeeeseseeeesesesesesssssesasass s ssssssssssssasssssesssssnnssnsrnns 6
UNISYS CASE STUDY ..cuiiiiieiiieieeieetreerrneeensrensressrsserasessssssssssssssssssssssssnssesssasssssssssssnssssssasssssssasssasssnnsans 7
(=3 = V] = 2 8 8
CISCO CASE STUDY ..cuieuiieueeunreenreettaesenssenssessressssssssssssssssssssssssssssssssssnssesssasssasssassssssesssasssssssssssssssnnsnns 17
SOCIAL COLLABORATION TOOLS....ccuttuieuirenirenerenetenetesessessssssstssssssssnssesssassssssssssssssssssssssssssssssssssnssans 19
ENTERPRISE INFORMATION PORTALS .....ceuittuiteieteireeireecrsesessseessenssssssessesssessssssssssssssssssssssssssssssssssnnnes 24
KNOWLEDGE IMANAGEMENT ..ccuitiiiteirteireecreneteneresressessstsssesssssssessssssssssssssessssssssssssssssssssssssssssssnssannses 26
WEB CONTENT MANAGEMENT (WCIM) ...uiiieiiiiiiicciitinneceetnaneeseennsessensseesesnnsessesnnsessesnssessssnnsessesnnnnnes 28
HUMAN RESOURCES .....cuituiieiieiteiietineteteneserescsesesssssesssssssssssssssssssssssssssssssssssasssssasssssassassassassnssassassanes 31
IMIORE THAN IMIONEY ....ieutteieeieeiimeitetenteeetenetaserssessssssssssssnsssnssenssssssnssssssssssssssssssnsssssssnssenssssssnssannen 34
PLANNING ..o euiteiitetteteieteteesreesenesenstenssesssasssssssssssssssssssssssssssssesssasssassssssssssssssssssssssssssnssenssenssnssannsen 35

PLANNING (STRATEGY ) ceiiiiieiirieeie e eeeetttee et e e e e ettt e e e e eeetaaee e e e e eeeeaabaaeeeeeeseeasaaeeeeessessssbaasseeeesassseseeaeeesnnnsees 36

GOVERNANCE ..ottt ettt et e et e e et ee e e e e ee e e e e e e e e e e eeeeeeaeeeaeeeaeeeaseeeeeesesesesesesssasaasssasnsnns 37
ABOUT PRESCIENT DIGITAL IMEDIA ... e eeieiitieieieetetentaeteeestenssstesssssasssssasssssasssssassassassassassassassansans 39

Listen. UNAerstand. DEIIVET. .....oooviiieiieeee ettt e e e e ettt e e e e e e et b bt sseseesessstaaaseeaaees 39

Intranet ROI White Paper www.PrescientDigital.com



EXECUTIVE SUMMARY

This white paper is intended to stimulate thought and discussion for measuring the return on investment (ROI)
of an intranet or corporate portal. It also documents different benchmarks and success stories of leading
enterprises that successfully measure such value.

As with any critical business system, an intranet or portal must deliver measurable performance and remain
accountable to the investment. If the site’s value is not being measured, then it risks failing the needs and
demands of employees and management.

When asked how executives determine whether an intranet or portal is delivering value, most people typically
point to reducing costs and improving productivity. Of course, IT budgets are increasingly tied to company-wide

business and strategic initiatives. The cost justification for any expenditure, including IT must have a clear
bottom line that answers the question, “What’s the payback?”

INTRANET ROI STUDIES

AGGRESSIVE STUDIES:

ROI: > 1000% > payback in 8-24 weeks

CONSERVATIVE STUDIES:

ROI: 23% to 88% > payback in 1-2 years

In recent years, business challenges and subsequent solutions/ applications have been the driving force behind
intranet investments. They will continue to play this role in the future. Executives will make investments in
intranets and portals if such investments spur growth, cut the cost of operations, and/or help enhance the
customer experience (retaining and building the customer base). Some however won’t require a business case
or cost-benefit analysis at all.

The precision, scope of work and execution required to build and maintain a successful intranet or portal is
massive — from governance to content management, and from technology to well-defined business processes.
At the heart of a successful intranet is the strength of the underlying plan. Failure to develop an integrated plan
that accounts for an organization’s structure, stakeholder and user requirements will almost certainly ensure
failure and, with it, a loss of significant time, money and jobs.

Intranets and corporate portals are widely valued for: streamlining business processes and driving operational
efficiencies; enhancing communications and collaboration between employees, management, customers, and
partners; significantly reducing the cost of internal business functions; and increasing company sales (revenue).
However, intranets and corporate portals can be extremely complex systems and, therefore, at times,
expensive endeavors.
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The challenging economic climate means that more and more organizations will allocate dollars to IT systems
and applications that can demonstrate a measured solution and ROl to a business problem — and/or provide
enhanced service and growth.

Measuring the precise value of an intranet or portal is likely impossible. It is, at best, an imperfect science.
However, more and more organizations are measuring the ROI of their intranet investment.

Our Intranet ROI study (more than 200 organization) with the University of Pittsburgh Katz School of Business
(2009) found that 6% of organizations undertake ongoing, specific measurement of the ROI of their intranet,

while occasional measurement is undertaken by 26% of the respondent organizations. Today, the number of
organizations that measure intranet ROl is far less.

Of the respondents to the Prescient Digital Media ROI survey that undertake ‘rough estimates’ of their
organization’s intranet, answers varied from SO to $20 million. The average annual ROI of respondent intranets
is about of USS1 million ($979,775.58).

While less than 20% of organizations have measured specific benefits, a majority of organizations have at the
very least made a ‘rough estimate’ or guess of the value of their ROIl. Rather than attempt to measure the
intranet or portal’s entire value, some companies are successfully measuring only a few specific benefits.

A META Group study revealed that 80% of surveyed companies realize a positive ROl with an average annual
return of 38%. An IDC survey found that an average intranet investment of about US$1 million at six leading
companies returned benefits of USS5 million per company.

This paper categorizes intranet benefits into 10 broad ROI categories — including hard costs, increased revenue,
etc. — with two supporting categories: content management and procurement.

Finally, while appraising the ROI of an intranet or portal is critical for some executives, there exists a great deal
of untapped, intangible value that is perhaps even more critical than the measured dollars and cents. When
properly deployed, intranets improve communication, collaboration and employee satisfaction, which in turn
can improve productivity. All benefits are clearly important to any organization, but not always a measurable
ROI.
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MEASURING INTRANET ROI

Appraising the value of corporate intranet and portal investments is, at best, an imperfect science. In fact, most
analysts contend that precise ROl measurement is not possible due to an intranet’s expansive and far-reaching
nature. However, while measuring the precise ROl may not be achievable, there are means by which many
organizations can and do quantify both potential and existing ROI.

Generally speaking, intranet ROI can be lumped into one of three broad categories:

1- Hard savings (e.g. cost avoidance of printing or distributing documents)
2- Soft savings (e.g. enhanced access to information, communication)
3- Increased revenue (e.g. tools that help increase sales)

The principal challenge for appraising intranet ROl is that it is often easier to assess the ROI of specific
applications deployed on an intranet than measure the ROI of infrastructure and/or the portal itself. In fact,
most demonstrable ROI case studies highlight application ROI, such as employee self-service and e-
procurement, rather than the ROI of the entire intranet or portal.

Hence the chicken-or-egg dilemma: what comes first, the portal or the applications? You cannot aggregate and
deploy high-value web applications without the underlying infrastructure (i.e. intranet portal), but it is difficult
to justify the infrastructure investment without the greatly desired ROl from such high-value applications.

Undoubtedly, this challenge is one of the key factors why so many organizations value ROI, but few are
measuring it. Prescient’s Intranet ROI study found that while 76% of respondent organizations believe ROI to be
important or very important, only 6% of organizations undertake ongoing, specific measurement of the ROl of
their intranet. Occasional measurement is done by only 24% of organizations and 51% either do no
measurement (or guess).

CASE STUDY

A European hospital intranet had 8,000 different guideline documents (e.g. relating to
medical procedures, etc.) — with no search engine. Traditionally, users (nurses, doctors
and admin staff) had to navigate a folder structure. A discussion with the hospital’s risk
manager revealed that the hospital spent $5 million in insurance. But, if they could put in
an intranet search engine to help doctors find medical guidelines within 30 seconds, they
could reduce their insurance substantially.

The hospital spent $100,000 on the search engine, and received full pay-back within 3
months, and saved S1 million in insurance as a result.

(Source: Martin White, Intranet Focus)
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Finally, while most ROI is thought to come from specific applications, it is important not to lose sight of the role
the intranet home page and information architecture in delivering this application ROL. It is helpful to think of
the intranet as the “shopping mall” to the application “stores”. Why do stores like the Gap, Target,
Nordstrom’s, etc. locate in malls? Malls exist because they attract a lot of shoppers and therefore retailers like
the Gap are willing to pay a lot of rent to realize the sales and ROl that come from those shoppers.

If the shopping mall doesn’t exist, a lot of retail stores do not exist. If the mall (intranet) doesn’t exist, the
stores (apps) don’t get the sales (ROI). The intranet benefits applications as the mall benefits stores; intranets
drive traffic and ROl to the applications.

INHERENT VALUE

It is the less tangible, inherent intranet benefits that are the most difficult to measure, and potentially the most
valuable.

The implicitly understood and inherent worth of a corporate intranet is often likened to the value of a
telephone system. As with the phone system, most organizations, if asked, could ascribe an inherent, latent
value to the intranet. But has your organization ever been asked to measure the ROI of its phone system?

Most people and organizations inherently know and understand the value of the phone and don’t require a
detailed ROI balance sheet. Most organizations and executives know full well that the telephone is a mission-
critical instrument for most, if not all, organizations. In many ways, intranets are like telephone systems — they
assist us in accomplishing mission-critical work all the time. Yet, much of their value is latent, with unseen
savings that are inherently or implicitly understood.

Likening a robust intranet or corporate portal to a telephone system will help to illustrate your case, but it likely
won’t persuade your CFO or accountant to open the vault. To do that, you need to provide tangible, measured
intranet ROI.

There are three general approaches for measuring intranet ROI:

1- Ascribe the intranet a value equal to the investment, dollar in equals dollar out

2- Ascribe a non-monetary value to the intranet as a collaborative communication and knowledge
management asset

3- Measure and appraise specific benefits from implementing an intranet and/or corporate portal

The first two approaches are rather obvious, but should not be ignored by any organization. However, the third

approach, measuring specific benefits, is the most precise and tangible means for quantifying intranet ROI. To
this end, the ROl measurement of specific intranet benefits is the focus of this paper.
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UNISYS CASE STUDY

Unisys is a worldwide information technology company that provides a portfolio of IT services, software, and
technology and more than 23,000 employees in more than 100 countries.

The Unisys social intranet is an integrated intranet, built on Microsoft SharePoint, that has evolved over time
with the Unisys population. Although the intranet has been supplemented with additional technology, Unisys
has put the principal focus and effort into people and process, not technology.

One of the key features is its online Communities (akin to Centers of Excellence) where employees can virtually
meet and discuss key business issues, or even social interests. Employees can search by topic to find
communities of interest or view a list of recommended communities to join. There are 80 strategic
communities; 200+ open communities in all.

Potential community leaders fill out an online community form to request a community; additional information
and guidance on starting and leading a community is provided.

UNISYS Commutes

Unisys Communities are the place where
employees go to find subject matter
expertise, share and leverage best
practices to grow and contribute to their
profession

Community Center

Features

= Search Existing
Communities/Topics

= Join a Community

* Create a New Community

L5 | Community Evolution &
L | el Management
WAV RN VAN = Community Manager Kit Training
= Member Activity Metrics
= Activity Type
= Share & Leamn from other

- .A.h{. Community Managers
RESULTS

The collaborative approach to a social intranet at Unisys has been impressive:
e 91% adoption rate of social media amongst target knowledge workers
e 100% of Senior Management have and are active users of My Sites
e $5.2 million saved in telephony costs
e 5% reduction in travel costs
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BENEFITS

There are many ways to organize and segment the measurable benefits from intranet investments. While
this paper opened by dividing ROl into three general categories — hard savings, soft benefits (savings)
and increased revenue — these are general in nature and do not provide a framework for actual measurement.

To fully understand the full potential of an intranet for an organization seeking a more explicit approach, we
undertake further segment ROl in to ten categories.

1- Hard Costs

2- Sales

3- Productivity

4- Competitiveness
5- Application Access
6- Infrastructure

7- Collaboration

8- Time To Market
9- Customer Service
10- Human Resources

Specific examples and case studies for each of the areas above are offered in the following pages.

CASE STUDY

Mitre Corp., a not-for-profit technology company that services several US federal
agencies, has measured staff productivity in a number of critical areas:

* Time Submission: By moving manual timecard submission and tracking to the intranet,
employees save an estimated 1 minute per day.

* Expenses: By reconciling expenses on the intranet, each employee saves about 2
minutes per day

* Content Management: With advanced content management allowing for greater ease
of converting and publishing documents, employees save an estimated average of 5
minutes per day

* Help Desk: By moving help information online, help desk staff save an average of 8
minutes per call

* Job Pricing: By automating key price information, job pricers save about 1 hour per
pricing job

By multiplying the time savings by the salaries of employees (using a conservative
estimate of three-quarters of employees), Mitre estimates that their intranet affords
$12.8 million in improved staff productivity.

(Source: Debby Young, CIO Web Business Magazine)
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1. HARD COSTS

Hard cost savings and avoidance — from paper reduction and reduced information distribution, to labor
reductions — are the most commonly reported ROI benefits, and perhaps the easiest to calculate.

BENEFITS:

Reduced paper printing and circulation

Software downloads rather than manual installation

Headcount reduction and savings resulting from automated functions
Reduced or eliminated processing errors

2. SALES

Many successful sales organizations rely on sales software and web applications to improve their sales success.
Online sales tools allow sales representatives to access greater volumes and media-rich (multimedia)
information faster than previously possible — driving increases in sales. Intranet sales tools vary from
applications that allow the sales force to enter and access customer data, track sales leads, forecast sales and
profit margins, schedule joint meetings and more.

BENEFITS:

Better customer service leading to more sales
Reduced time to market for promotions

Increased collaboration amongst sales people
Enhanced collaboration between reps and customers
Migration of sales brochures & collateral to the web

CASE STUDY

The Sodexo intranet (see Best practices case study: Sodexho USA) features a highly
innovative, and valuable sales generating tool. SuperSleuth is an intranet application
that encourages employees

to submit sales leads and prospective clients via the intranet. Successful leads submitted
via the SuperSleuth intranet page generate cash rewards of up to $1000 for the person
making the submission.

SuperSleuth is an intranet based tool that would be no means receive that volume of
leads nor generate the dollars it does without the intranet to drive those leads. The
intranet home page promotes the tool and generates the traffic that reaps the reward.

Sodexo says it has contributed to a 100% increase in sales leads in the past year and led
to USS90 million dollars in managed volume (net client sales including sales by client).
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3. PRODUCTIVITY

Increasing the productivity of the knowledge worker has become imperative. It’s a competitive advantage that
is best driven by digital technology and workplace tools, spearheaded by the intranet. The intranet represents a
massive opportunity to improve productivity that reduce costs for servicing customers, automating processes,
removing paper work and administrative efforts, publishing, and collaboration while reducing manual labor.

IDC conducted a productivity survey of knowledge workers that investigated various information tasks
performed by knowledge workers, and repetitive tasks that might be prime targets for automation or
improvement. On average, IDC estimates the average information worker salary of $75,000 per year and
discovered the following about the average knowledge worker:

e 13 hours per week spent on email (cost: $21,000 per year)

e 9 hours per week spent searching for information (cost: $14,000 per year)

e 8 hours per week analyzing information (cost: $13,000 per year)

e 6.5 hours per week communicating / collaborating with team members (cost: $10,000 per year)
e 6 hours per week creating content (cost: $10,000 per year)

e Nearly 4 hours per week publishing information (cost: $6,000 per year)

The survey and the data are imperfect, but the general picture and the conclusion is very clear: information
workers spend a lot of time finding and processing information, at a very high cost. If we can make it easier to
find information, employee productivity will rise, and profits will soar. The intranet can drive and enhance
employee productivity.

Technology is a productivity driver. And the technology platform that powers this productivity is the corporate
intranet. Even well-tuned intranets can suffer from information fatigue. A well planned intranet will optimize

information and content publishing (and deletion) and determine the correct balance between too much, and
not enough information.

“Information work is costly, but it’s also valuable, as long as the time spent working is
productive,” says IDC. “Any dent that an organization can make in the hours information
workers toil unproductively will have an immediate payoff.”

Moreover, IDC finds that new social intranet tools are also a preferred, and powerful technology of choice for
driving productivity. The social intranet drives employee productivity.

The most preferred / valued social intranet tool, according to respondents, is instant messaging; the phone,
desktop authoring tools (e.g. MS-Word), email, web conferencing, social networking, and blogs are also highly
valued. In fact, email is rated only a shade higher than social networking. Many often look at email as a
frequent productivity drain.

Researchers conclude that social collaboration tools increase employee productivity. In fact, McKinsey &
Company estimates that by using social technologies, companies can raise the productivity of knowledge
workers by 20 to 25%. And although nearly 80% of all companies use social intranet tools, few are using them
effectively or have come close to critical mass adoption.
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A Pew Research Report (a study of more than 2000 American employees) on employee use of social intranet
tools emphasizes that many employees are using social tools for work, and to support the business:

e 24% of the respondents use social media at work to foster professional connections

e 20% to help them solve work problems

e 17% to foster relationships with co-workers and/or learn more about them

e 12% to ask work-related questions of people outside their organization and/or inside their organization

4. COMPETITIVENESS

“An organization will only be competitive if it can learn faster than its competitors,” is a favorite saying of
renowned tech writer and speaker Don Tapscott. It's no secret that intranets are becoming the cornerstones of
knowledge management (KM) and learning at leading Fortune 500 companies. With faster access to greater
volumes and more accurate information and knowledge, users are driving organizations to learn and respond
more quickly in the marketplace.

BENEFITS:
e Just-in-time access (access when needed)
e Improved access to internal and competitive data
e Improved information sharing (KM)
e Opportunities for new business

CASE STUDY

Halliburton is one of the world’s largest providers of products and services to the oil and
gas industries and winner of the 2003 Extended Enterprise Innovator Award for
developing an extensive collaborative portal that relies on integrated ERP functions to
serve customers, suppliers and employees.

In its first year, the portal in influenced $120 million in sales, according to customer
surveys; improved corporate efficiencies to the tune of about $500,000 by enabling

better access to technical document and reduced payment cycles.

(Source: Beth Schultz, Network World)

5. APPLICATION ACCESS

Productivity is also determined by the technology employed by the user, including hardware, platform, and
browser. By aggregating application access under the corporate portal, all users will

be able to benefits with access to previously unused or seldom used tools. Access speed is also greatly
increased as users access applications regardless of their location, which also improves employee productivity.

BENEFITS:
e Centralized access to multiple applications and platforms
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e Desktop access by all employees, from anywhere
e Home access enables employees to work remotely
e Multiple, cross-platform integration is reduced

CASE STUDY

Employee productivity surveys have revealed that employees in an average corporate
environment can spend between 30 — 60% of their productive time just searching for
information to do their job. To reduce their knowledge deficit Shell International
invested USS6 million in a knowledge management solution to facilitate improved
information and knowledge exchange amongst its 10,000 employees.

A review of operations concluded that the KM solution is generating annual benefits of
at least $300 million — or an annual ROI of 5000%.

(Source: KM ROI, Ideas Magazine)

6. INFRASTRUCTURE

Mainframe, legacy and proprietary systems and applications are expensive to buy, maintain and staff. Utilizing
Internet technology as the foundation for the corporate intranet can save organizations a great deal of money —
in both capital and maintenance costs.

BENEFITS:
e Reduction of server and client operating costs
e Special training for web applications users is eliminated or greatly reduced
e Systems integration is less complex and costly
e Application development is less complex and costly

Legacy electronic data interchange (EDI) systems (usually custom-built and proprietary systems that conduct
electronic transactions between one or more business partners) are notorious for being user unfriendly and
very expensive. Many analysts and organizations alike agree that switching from EDI to an Internet model can
result in savings of up to 95%.

QAS CASE STUDY

A winning intranet has many successful qualities and features. The QAS intranet is a winner at many levels —
rich with tools and demonstrable, measured value.

QAS is a World leader in address management and data accuracy solutions. Based on data secured from
national postal authorities and other leading sources, QAS captures, cleans and enhances the integrity of name
and address data. QAS has a geographically diverse set of 400 employees with offices around the globe in the
U.K. (headquarters), U.S.A., Canada, Singapore, Australia, and across Europe.
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A winner of a coveted 2005 Information Management Award for Knowledge Management, the QAS intranet,
iQ, has many winning attributes including:

A well-defined plan

Robust and flexible technology
Rich applications

Measured benefits & ROI

While awards are nice to receive, the QAS intranet has received more than just kudos — it is delivering
measured results and value for the business. Some of the benefits include:

Measured return on investment (ROI)

Improved line management decision making (e.g. holiday
and purchase forms)

Increased sales opportunities fomented by better sales
collaboration and cross-selling

Improved employee communications and collaboration
Enhanced levels of customer service

Costs savings achieved:

Online Expenses — saved four person days per month.

Finance savings - online work ow has reduced administrative processing time from two weeks to one
Day.

Purchase Ordering - saved four person days per month and an ROI savings of US$20,000 per year.
Sales Proposal Builder — streamlined proposal and sales process saves almost US $25,000 per year.
Intranet Use - 115% increase in usage of the intranet (infers a yet to be measured productivity gain).

BENCHMARK

Toronto-based Ipsos conducted a survey of organizations with Knowledge Management
(KM) systems to measure the impact on process savings. When asked if the organization
had measured the ROI of KM processes, 84% said no. Of those that had measured the
ROI, 5% said they had with an average (mean) ROI of 41% while 7% had a measured
dollar savings of CDONS41,278.

(Source: “KM ROI”, Ideas Magazine, May 2001)

7. COLLABORATION

Metcalfe’s Law states that the number of possible cross-connections in a network grows as the square
(exponentially) of the number of computers in the network increases. In short, as the number of connections
between computers and users increases, the value of the network increases at an exponential rate. The same
value could be ascribed to the connected users of an intranet: the value of an organization will exponentially
increase as more connections and collaboration points are made between intranet users.
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BENEFITS:

e Reduces time and space constraints

e Su

pport for virtual teams in multiple locations

e Knowledge Management — enhanced communications and information sharing
e Online training (e-learning)

CASE STUDY

Ontario Power Generation (OPG) employs 15,000 people and operates 80 power-
generating stations. In early 2001, OPG began implementing a new electronic document
management system serving its corporate group of 3,000 employees. Initial benefits
include email simplification reducing email attachments by more than 5,000. While the
annual benefits have been estimated in the six-figure range, it also aims to cut in half the
amount of ‘information search time’ (up to 50% of an employee’s day) producing a
potential savings of $45 million per year on an initial investment of 1 million.

(Source: “KM ROI”, Ideas Magazine, May 2001)

8. TIME TO MARKET

An effective intranet enables an organization to attract more customers and market share by responding faster

to market

BENEFITS:
e Fa

demands.

ster development of products and services

e Reduced supply chain cycle with suppliers, partners, customers, etc.
e Real-time information sharing

e Reduced inventory requirements

e Reduced working capital requirements

e Fa

ster invoicing and purchasing

CASE STUDY

Intranet ROI

Cadence Design Systems used to conduct regular, remote training sessions, two to four
times per year for more than 400 of its employees. Each session cost $260,000. For the
same price, Cadence began conducting the training via web conferencing — dramatically
improving the quality of skills training and greatly reducing the huge travel expenses.

(Source: Placeware.com)
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9. CUSTOMER SERVICE

To web-enable customer service functions is to arm both internal customer service reps and external customers
with more immediate information. Through the use of email, FAQs and service policies, organizations can
dramatically improve the information flow and reduce the cost of customer service.

BENEFITS:
e Fewer employees required to service customers
e Availability of support and reference information
e Customer and employee access to subject matter experts via email, etc.
e Availability of 24-hour, 7-day per week support
e More accurate and consistent information (internal information matches external information)
e Centrally-managed information repositories

BENCHMARK

T. Rowe Price adds 1,500 workers to work in its call center for each tax season (for
approximately 3 months). Training these workers is large, involved exercise, but
imperfect. Price’s corporate trainers got smart and transferred the entire training
program to a wiki. Price encouraged new employees to take notes during the sessions
and then add notes, comments and recommendations to the wiki. As a result, the
company estimates that it saves one to two minutes per call at $20 per minute (the net
result is in the millions of dollars).

10. HUMAN RESOURCES

While the business culture, personal compensation and the opportunity for advancement are all critical
motivators of employees, many employees will also cite the ‘right tools to do the job’ as a prime motivating
factor.

By arming employees with the right tools and technology to perform their work, employee satisfaction and
retention rates will be greater while improving productivity and saving money.

BENEFITS:
e Higher employee retention
e Reduced training expenses
e Reduced knowledge loss and resulting competitive threat
e Improved productivity and reduced ‘downtime’ due to employee desertions

CASE STUDY

Mitre Corp. estimates that it saves US $860,000 a year in clerical staff overhead by using
online, automated property tracking, in lieu of physical audits, (600 clerks across the
company at USS9 per hour for four weeks). Additionally, Mitre calculates that the
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intranet enabled it to retain 15 teleworkers that would have otherwise left the company,
saving Mitre about US$300,000 in recruiting costs (about US$20,000 per employee).

(Source: Debby Young, CIO Web Business Magazine)
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CISCO CASE STUDY

The Cisco intranet, called Cisco Employee Connection (CEC), is now 20 years old, and supports a workforce of
more than 100,000 (75,000 full-time employees plus contractors).

“The intranet connects everyone to everything, from employee services tools such as HR benefits, IT support
and workplace resources to corporate news, market intelligence, product information, and small team
collaboration,” says Heather Gallegos, Senior Manager, Internal Communication Channels.

“Employees can access the intranet on their desktops and mobile devices when on campus or via VPN. We've
recently added several mobile applications that provide direct access to the most frequently used tools like

expense reporting and recording paid time off.”

Specifically, the Cisco intranet has five main pillars (or strategic thrusts):

1- Video — High-quality interaction from anywhere, real time and offline (over 80 internal live broadcasts

every month via Cisco TV; 300 videos uploaded very month via “Cisco Show and Share”)
2- Mobile — Secure access to information and people from any device, anywhere
3- Social — Expertise and information location, proactive interaction
4- Apps — Easy and intuitive access to transactional systems
5- Content — millions of pages of rich content
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VIDEO

Not surprisingly, video and multimedia play a big part on the Cisco intranet. Cisco has its own intranet TV
channel, Cisco TV, with multiple daily broadcasts supported by 12 full broadcast studios across the planet.

Internal “YouTube-like” capabilities
via Cisco Show and Share

T et
General Session Open

The majority of employees attend major .
events via video ormati

3

> Over 300 videos uploaded every month
™

12 broadcast quality studios around the
world and over 1,000 TelePresence units

Video conferencing is pervasive Cisco has over 80 internal live broadcasts per month!
throughout the organization

Cisco TV

Leading the video charge is Cisco CEO John Chambers, who does video blogs, and hosts monthly internal
broadcasts for employees.

RESULTS

The Cisco intranet has garnered great success in many areas, but namely via a specific business units or
departments:

e Accelerated time-to-market by 12—-18 months through global collaboration (in Engineering)

e USS$120,000 saved per major event through shared information and collaboration (in Marketing)
e Increased customer satisfaction (in Services)

e 80% decrease in internal emails (within the IT operation; variable results in other areas)

e 50% less time spent on requests for quotations (in Supply Chain)

“Measuring and tracking ROI for our entire intranet investment is a future goal,” add Gallegos. ”A strategy that
incorporates these aspects to achieve measured business value goals will find success. Is it easy? Nope. Are we
fully there yet? Nope. But this is the path we are on.”
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SOCIAL COLLABORATION TOOLS

All-the-rage 10 years ago, collaboration on the social intranet is now part of the weekly work routine for most
knowledge workers. The social intranet is at the hub of this collaboration and the underpinning technology
continues to innovate and evolve.

About 90% of intranets have some form of social component, be that instant messaging, discussion forums, or
employee commenting on news articles. A survey conducted by PGi reveals that 88% of industry professionals
use online collaboration tools at least once per week. Online conversations and meetings are replacing
traditional meetings, and employees are more comfortable sharing data, insights and knowledge across the
social intranet.

The social software market is growing at astounding rates. According to Global Market Insights, the
collaboration software market size will grow by 13% (CAGR) in 2024 and will exceed USS$8.5 billion. Leading this
parade is of course Microsoft. Skype, a long-standing player, records more than 300 million users, an increase
of 196 million users since its Microsoft takeover in 2010. And SharePoint has close to half-a-billion users. Office
365 already has 200 million users.
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A truly social intranet is one that has multiple social tools integrated not only into the home page and the
complete intranet umbrella, but integrated into most aspects of content consumption (think about
commenting, sharing and rating) as opposed to isolated in hidden corners of the internal network. So, most
intranets are not yet full, true social intranets. Of course, most organizations still have a poor intranet that is
horribly underfunded and outdated (at best).

Those that have successful social intranets have active and engaged executives that are using these new
collaboration tools, which are supported by significant change management plans. Successful social intranets
also deliver huge value: McKinsey Global Institute found a 20-25% increase in productivity in companies that
adopted social technologies like intranets.

CASE STUDY

Sabre, the company that runs most of the world’s airline right reservation systems among many other systems,
has about 10,000 employees, spread across the globe. Rather than purchase a social media or collaboration
platform, Sabre built their own. Building from scratch, Sabre launched their own enterprise social network
(ESN) built on Ruby on Rails called SabreTown.

SabreTown has all the features of most social networks sites:
e Employee profiles with lots of details
e Shared photos
e Blogs
e User commenting
e Network connections & feeds
e Enterprise question & answer functionality

On Sabre Town, users can post a question to the entire organization, and the site’s inference or relevance
engine will automatically send the question to the 15 most relevant employees (based on what they’ve entered
in their profile, blog postings and other Q&As that have been previously posted).

The results have been spectacular: 60% of questions are answered within one hour; each question receives an
average of 9 responses. The system has already led to more than $500,000 in immediate, direct savings for the

company, with much greater benefits not yet measured.

SabreTown’s success is summarized in one spectacular metric: 65% of all Sabre employees became active
SabreTown members in the first 3 months! More than 90% of employees are active today.
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MOBILE APPS

More and more employees are accessing the intranet using their phone or PDA; they’re in the minority as the
large majority still use a desktop or laptop, but the visits are increasing rapidly. Mobile apps are becoming more
and more common. Jive is but one social network platform that has invested in mobile access, and one of the
reasons Cisco dumped their own home-grown social network for Jive. In addition, Cisco has more than 60
mobile intranet apps, just for employees, including the Jive social tools, maps, approvals, benefits, etc.

One of Jive’s former closest competitors, Limeade (formerly known as Sitrion, formerly known as Newsgator),
has gone completely mobile. Once an RSS platform turned social network extension for Microsoft SharePoint,
Limeade is now an employee app platform company.

CASE STUDY

At Placemaking, the entire intranet is built on a wiki platform. A Placemaking project
manager using the intranet (wiki) created a page about a method of finishing concrete
doors that creates an appearance better than tile at a substantially lower cost — saving
the company $500,000 and reducing the project timeline.

Other project managers in Florida and Nevada posted comments to the page, asking
further questions and adding comments. In response, Hartigan posted photos of the
finished job and addressed their comments. The other construction managers planned on
using this valuable knowledge in future projects, potentially saving the company millions
of dollars.

SharePoint has launched its own dedicated app that provides a far better, easier experience for employees
accessing the intranet via their phone. SharePoint infuses Al into the mobile app experience by highlighting the
most recent sites you’ve visited, the most recent documents you’ve worked on, and people you most interact
with.

ARTIFICIAL INTELLIGENCE

Artificial intelligence (Al) is already being used on the intranet; IBM has been doing so for years. Prime
examples of Al at work are chatbots. A chatbot is a computer program designed to simulate conversation with a
human user. A chatbot is simply a means for a computer to respond to an inquiry by a user — which could be
text-based, audio-based, or even visually based.

BENCHMARK

Reducing email and search time has saved Liberty Mutual more than 9,000 work hours at
a value of nearly USS7 million.

CNN uses chatbots to summarize news stories; Associated Press has a chatbot that serves up thousands of
summaries every day. The technology has been around for a while and people are now becoming comfortable
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interacting with (“talking to, and hearing back from”) chatbots (Microsoft’s Tay, aside). The question for
intranet managers is how and where best to incorporate this core capability.

Self-service technical support is an area of big potential. Instead of waiting for a live person, and wasting 20 or
30 minutes to resolve a simple problem, such as password resets, access requests for limited use applications
or databases, adding or deleting users. Instead employees can send a message to a chatbot on “how do | reset
my password?” and the information they need right away, or have a bot actually fix the problem.

Liberty Mutual Insurance created its own Al-powered digital assistant that works alongside the enterprise
intranet. It simplifies employees’ day by managing their to-do lists, notifications, approvals, workflows,
messaging and social media in a single, modern, and intelligent intuitive interface.

With smart notifications, Liberty Mutual consolidated approvals and notifications into one view outside of
email. Approvals and notifications can be directly actioned from the digital workplace versus the native system
of record, removing the productivity burdens of context switching between applications. Moving notifications
outside of email reduces time spent searching, and reduces the approval process time for managers, saving
more than 9,000 hours of work time to date, at a value of more than US$6.7 million.

Liberty Mutual’s digital assistant was so successful with its employees that the company recently launched the
solution as a spin-off software company called Workgrid.
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CASE STUDY

BlueShirt Nation (BSN) is a secure and private social networking site for more than
100,000 Best Buy employees. Established by Best Buy as a means of engaging employees
for ideas for innovation and improving the business, the online community encourages
discussion about whatever they want to talk about (e.g. pets, sports, etc.).

Some control was sacrificed to help increase the engagement which among other things
encouraged employees to participate in a video contest that promoted their 401k
retirement campaign. Employees were encouraged to upload their own videos to the site
as part of the contest (see a sample at Best Buy Using Social Media for Employee
Engagement). Out of 140,000 Best Buy employees (almost all young), BSN helped
increase the number of employees signing up for 401(k) accounts by 30%, and no doubt
has contributed to a significant increase in employee retention in a tight staffing market.
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ENTERPRISE INFORMATION PORTALS

A portal is a door or gateway of importance. Your custom-built or content management driven intranet home
page may be a portal. However, the enterprise portal solution (sometimes referred to as the Enterprise
Information Portal (EIP) is a multifaceted piece of software that has some distinguishing features from an
average intranet home page. The enterprise intranet portal solution has three distinguishing characteristics:

e advanced user personalization capabilities;

e security (authorization and authentication); and,

e enterprise application integration (EAI, the software and processes that link together or integrate many
applications (e.g. ERP, CRM, HR applications).

Silver bullets that solve all your problems are rare in life; and nearly non-existent in the intranet world. Far from
being a silver bullet, enterprise intranet portals are extraordinarily and exceedingly powerful, but are also
complex, pricey and pose many, many challenges for large organizations.

There are few enterprise applications that, when implemented properly are more complex than the enterprise
intranet portal. Enterprise resource planning (ERP), business intelligence (BI), and customer relationship
management (CRM) are all complex and costly endeavors, but the optimal enterprise intranet portal (EIP) has a
bigger scale and scope that involves and engages all employees and can (should) include composite application
integration of all of the above.

While many organizations are hoping for a ‘silver bullet’ solution to their intranet challenges, patience and
caution is advised. Hundreds of intranet portal solutions proliferate the market with few leaders and

few (if any) products capable of delivering the appropriate solution for all of an organization’s requirements.
Caveat emptor warns the Gartner Group, “extreme due diligence should be performed before buying a portal
product.”

PORTAL APPLICATIONS

Now, if those co