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• The business case

• Social media @work
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• Use & Engagement

• Planning & governance

• Case study in-depth: Best Western

• Exercise: Governance Model

• 6 killer reasons

• Q & A
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About Us



World Leading Intranet Experts

• 13 years of profitable history 

• Dozens of Fortune 500 Clients

• World-Renowned Thought Leaders

• 200+ intranet projects

• Highly specialized

First to study & formally define “social intranet”



Select Clients
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The Business Case

© 2013 Prescient Digital Media Not for distribution



More than ROI

• A business case should weave a complete story 

– Cost / benefits

– Return on investment

– Opportunities created



Intranet methodology



Identify the problems / needs



Establish benchmark
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Deliver the plans & design
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Employer of choice
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Career Model: Free agency

• 4.1 years: median years person stays with an organization 
(U.S. Department of Labour)

• 7 – 10 jobs over course of career



Competing for talent

• Recruiting and retaining qualified staff

• Time to productivity

• Employee engagement

• Knowledge worker productivity



Talkin’ With My Generation

"My employer does a GOOD JOB COMMUNICATING with me and other 
employees of MY GENERATION."



Getting Social

"Social media and networks, online communities and other Internet 
communications tools are important to me in the workplace." 





Metrics for selling
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Intranet value

• Intranets & corporate portals are widely valued for: 

– streamlining business processes 

– driving operational efficiencies 

– enhancing communications and collaboration

– Improving HR services

– reducing hard costs

– increasing sales
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Inherent Value

• Much of the derived value from an intranet is latent; intangible 
‘softer’ savings

• Inherently understood that the telephone is an essential value 
in the operations of most if not all businesses

• In many ways, intranets are like telephones – much of the value 
is unseen and not measurable, but is inherently understood 
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Benefits
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All about sales

• ROI is all about “selling the benefit” 

• Put on your sales hats

• Measure as much as possible – let management decide later 
what works and doesn’t work

• Be aggressive in your measurement and estimates
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Lead Submission Form
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SuperSleuth Benefits

 Has increased leads by more than 100%.

 One easy-to-access company-wide program. 

 Promotes lead exchange across business segments / breaks 
down silos.

 Reduces administrative effort, leads get to sales executives 
more quickly for action.

 Works well in our decentralized organization.
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British Telecom idea jar (Ideas)

• BT Ideas encourages staff to submit ideas online 
• Implemented ideas pay out rewards
• Aprx. 10% of ideas are implemented 

• Ideas has saved BT nearly £100m (US$173 million) over 
the past four years

• 10 per cent of the savings up to a maximum of £30,000
• BT paid out £400,000 (about US$700,000) to employees 

in the fourth year
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IBM

• e-HR saves the company more than $500 million a year
• $284 million in e-learning alone

• Employee satisfaction with HR rose from 40% to 90%. 

• Usage and value: 80% access the intranet daily 

• Workforce enablement: 68% view the intranet as crucial to 
their jobs 

• Employee retention: 52% are more satisfied to be an IBM 
employee because of information obtained on the intranet



Client Example
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ROI from Web 2.0

• 52% of organizations using Web 2.0 achieved Best-in-Class 
performance compared to only 5% that didn’t

• Companies using Web 2.0 tools achieved 18% increase in 
engagement vs. 1% among those that didn’t

-- Aberdeen Group



Wiki ROI

• T. Rowe Price adds 1,500 workers to its call center each tax 
season & transferred the entire training program to a wiki. 

• Price encouraged new employees to take notes during the 
sessions and then add notes, comments & 
recommendations to the wiki. 

• As a result, the company estimates that it saves 1-2 mins. 
per call at $20 per min. 

• Net result = millions of dollars).



Social networking ROI

 Sabre (cubeless)

 Frequent Use

 60% of questions answered within one hour of posting

 90% of questions answered within 24 hours of posting

 Each question posted receives an average of 9 answers

 Faster speed-to-market

 People find information faster

 New-hires ramp up faster

 Growing cost savings

 US$500,000 hard cost savings in first year
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More than ROI

"It's like an option-value in the future. The value of 
investing in the Web comes from the options it will create 
for an organization in the future.” 

-David Upton, Harvard School of Business Professor



Benefits Realized: IBM

• 80% IBM employees visit w3 at least once per day

• 68% view the intranet as crucial to their jobs

• Employee retention: 52% are more satisfied to be an IBM 
employee because of information obtained on w3
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Case Study: IBM intranet w3
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Efficiency examples

• Empower Line Managers
– 42% of managers said they accidentally use the wrong 

information at least once a week. (Source: Accenture, 2007 Study)

– 57% of respondents said that having to go to numerous 
sources to compile information is a difficult aspect of 
managing information for their jobs. (Source: Accenture, 2007 Study)



The Social Intranet
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The Social Intranet

• An intranet that features multiple social media tools for 
most or all employees 

• Multiple social media tools with at least some or limited 
exposure (optional) from the main intranet or portal home 
page

• Woven into most aspects of content consumption
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Employee Engagement
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Engagement

• An "engaged employee" is one who is fully absorbed by 
and enthusiastic about their work and so takes positive 
action to further the organization's reputation and 
interests.



Employee Satisfaction

28%
Very Good (6%) or Good (22%)

38%   Satisfactory

26%   Poor

Social Intranet Study, 2011, 1401 participants

5%     Very Poor



Executive Satisfaction

28%
Very Good (6%) or Good (22%)

38%   Satisfactory

26%   Poor

Social Intranet Study, 2011, Preliminary Data, 1401 participants

9%     Very Poor



Intranet methodology



Identify the problems / needs
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Business Requirements

• 8-12 management interviews 

• Circulate questionnaire before interview

Analysis

• Focus on trends & themes 
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Survey

• Approximately 20 questions

– Multiple choice and open text

– Qualitative and quantitative 

• Provide survey intro with

– Project overview

– Details on participation incentive if any

Analysis 

• Synopsis of each question

• Trends
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Focus Groups

• By employee type, geographic location, business unit

• 8 people = good session (10+ = too many)

• Ask questions, promote discussion

• Use screen shots from similar industry and company size if 
possible

Analysis

• Paragraph format with quotes

• Bar graph for screen shot ratings

– Averaged overall rating graph

• Include smaller versions of screen grabs used







Audience Analysis



Importance vs. Satisfaction



Strategic & Heuristic Site Assessment

Performed with Excel spreadsheet matrix containing 400+ attributes 
across 6 evaluation categories:

• Content (25%)

• Planning & Resources (25%)

• Usability & Information Architecture (12.5%)

• Design & Layout (12.5%)

• Tools & Innovation (12.5%)

• Search (12.5%)



Strategic & Heuristic Assessment

Strictl
y 
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Benchmarking

• 3-5 leading or competitor sites

– Similar size orgs

– Same or comparable industry

– Top 10 or clear innovators

• Score each site according to the same evaluation criteria

• Score comparison and benchmarking provide a qualitative and 
quantitative gap analysis
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CA 6.5 5 6 7 6 4 5.7

Cisco 8 9 9 10 10 9 9.3

IBM 8 9 8 8 9 9 8.5

Look & Feel Usability Layout Content
Tools & 

Innovation

Planning & 

Resources
Overall Rating

Opportunity for improvement

Benchmarking



Planning & Governance



Perspective

• 1/3 of IT projects exceed budgets and schedules by almost 
100% in small to mid-size companies (Gartner)



Plan or Fail

 “Without proper architecture and governance, I can 
guarantee you that SharePoint will fail.”

-Bob Mixon, SharePoint MVP

>

76
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Planning Deliverables

• Strategic plan

• Governance & Policies

• Business case & ROI

• Functional planning  

• Information architecture

• Wireframes

• Design

• Content management plan

• Marketing plan
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Mission Statements

• Our mission is to connect people with the ultimate 
places to play.

• To improve organizational effectiveness & 
communications by enabling employees to access 
timely, relevant info & applications where, when & 
how they need it.
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Objectives & Goals - Definitions

• Goals

– Qualitative

– Something worked toward, or striven for

– Something toward which effort is directed 

• Objectives

– Quantitative

– End result of an endeavor/effort

– SMART

• Specific, Measurable, Attainable, Realistic, Time Defined





Governance

Defines the ownership and management model.

o Management team

o Roles & responsibilities

o Decision making process

o Policies & standards



Typical intranet

• No senior champion

• Middle managers in communications and IT

• Limited budget and power

• No plan or vision

• Silos & sprawl lead to user frustration & waste

• Conflict ensues 

• Stalls – often for years



The champion

• C-level executive

• The champion should have power and influence

• Understands the value of the website & the potential

• Needs to be involved, but not on a day-to-day basis

• Only attend an occasional meeting



Governance Models

• Collaborative / Federated

• Executive champion

• Steering Committee / Council

• Decentralized content ownership; centralized platform

• Centralized Hybrid

• Single owner (usually department)

• Bureaucratic

• Highly controlled



Governance Models

• Collaborative / Federated

• Executive champion

• Steering Committee / Council

• Decentralized content ownership; centralized platform

• Centralized Hybrid

• Single owner (usually department)

• Bureaucratic

• Highly controlled



Collaborative 

Editor-in-Chief

(Director of Communications)

Editorial Committee 

(Content Owners)

Communications 

Committee

Development 

Committee

Finance 

Hospital

TBD

• Planned Giving

• Annual Fundraising 

• Major Giving

• Operations

Hospital

Communications

Technical

• Depts

Content Authors

• Depts

Internet Council

(Internal & External Participation)



Centralized, Hybrid



Day-to-day Management

• Home page, corporate content & news owned by Editor-In-Chief 

• Training of the content owners done by IT

• Content owners adhere to standardization policy and ensure 
their content is:

– Up to date

– Written in web format

– Appropriate for their target audience



Champions  

• Champions will participate in:

– Supporting owner and committee

– Representing intranet to senior executive

– Source of funding

– Trouble-shooting and conflict resolution

– Active voice



Standards & Policies

Explicitly defined and documented standards & polices are a 
CRITICAL NECESSITY to...

o create a uniform user experience

o protect and secure information and intellectual property

o contain sprawl and reduce associated costs

o ensure accuracy and consistency of content



Policies

• Editorial policy defining:

– Content types: front-page news vs. static content

– How content is developed, formatted, presented

– Limitations on technical and graphic elements

– Roles and responsibilities of publishers, editor etc. 

• Standardization Policy

– Compliance details for platform, templates and style guide

• Email Usage Guidelines & Policy

• Social Media Guidelines



BT SharePoint Collaboration

Source: Richard Dennison, BT



BT SharePoint Collaboration

Source: Richard Dennison, BT





1. Request a Team Site

2. Learn “When” & “What” to use a team site for

3. Read the Quick Reference Guide 

4. Review the Team Site user guidelines

5. Checklist for establishing a new site

6. Enroll in a Team Site workshop

7. Watch a Team Site video tutorial

8. Follow a Team Site user tour

Transfield Team Sites

Source: Intranet Innovation Awards / Transfield Services, Step Two







YOUR RESPONSIBILITY

What you write is ultimately your responsibility. Participation in 
social media on behalf of Intel is not a right but an opportunity, so 
please take it seriously. Please know and follow the Intel Code of 
Conduct. Failure to follow these guidelines and the Code of 
Conduct could put your participation at risk.

Code of Conduct - Intel



Taxonomy

• Editor-in-Chief to implement a complete corporate taxonomy 
guided by business and function need for:

– storing, cataloguing and ‘tagging’ content

• A taxonomy ‘rule book’ in tandem with a new Content 
Management System will ensure effective meta tagging and 
content categorization by all publishers
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Case study: Best Western



Hands-on Workshop



Workshop

• Pick a company to represent for the workshop, either one within 
your group or fictitious

• Develop the following:

• Strategy:

• Develop a Mission Statement (30 mins)

• Develop 2-3 Goals; 2-3 Objectives (30 mins)

• Information Architecture 

• Conduct a card sort exercise, and develop  (30 min)



Strategy: Mission Statement Examples

“Our mission is to connect people with the ultimate places to play.”

“The intranet will foster innovation, interaction, collaboration, 
employee productivity and effectiveness globally, across the 
company”



Key words / phrases

INTRANET SHOULD (be)

• Connect

• Engage

• Business oriented

• Global 

• Fun

• Customer focused

FEATURES:

• Reward and recognition

• Employee communication

• Employee development

• Idea management 

• Training 

• Feedback 

• Dialogue 

• Teamwork/collaboration 

• Streamline 

• Cost savings



Strategy: Objectives and Goals

Goal

• Qualitative

• Something worked toward, or striven for

• Something in which effort is directed to 

Objective

• Quantitative

• The “finish line”: End result of an endeavor/effort

• Satisfies the SMART criteria

– Specific, Measurable, Attainable, Realistic, Time Defined



Goal Examples

• Increase employee productivity through efficiencies

• Improve communication

• Provide easier access to resources, templates and marketing tools

• Increase employee engagement

• Improve employee collaboration and knowledge sharing



Objective Examples

• Increase the quantity and quality of intranet content

• Increase the use of a single intranet throughout the company

• Reduce the number of clicks required to access information

• Create a better on-boarding experience for new hires



Information Architecture



I.A. Exercise

• Volunteer one really good, or really poor I.A. from an existing 
intranet

• Enhance or re-do I.A. with 6-10 parent categories



Sample IA

Home

About Us HR Products
Policies & 

Tools
Communit

ies 
Forms Innovation

Search



6 Killer Reasons
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Executives need it
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94% of executives are using Web 2.0 to boost internal comms. 

(Building the Web 2.0 Enterprise survey) 



The competition does it







New hires expect it



Every single knowledge worker                          
under the age of 50 uses it
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Questions?



toby@prescientdigital.com

www.PrescientDigital.com

www. IntranetBlog.com

@TobyWard

416.986.2226
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