
Business Use of Web 2.0

B2B Social Networking

Is your company currently using social networking technology in offerings to
users/customers?

Response
Percent

Response
Total

Yes █████████████████████████████████ 41.7% 55

No, but plan to do so in the
near future

████████████████████████████ 35.6% 47

No, and do not plan to in the
near future

███████████████ 19.7% 26

Other ██ 3% 4
Looking to work with partners

We use low-tech versions like discussion boards; we're looking at more
sophisticated things, starting with blogs.

As a software developer, we enable B2B publishers to create and offer social
networking offerings

No, but are currently analyzing it and determining how to best exploit it in the enar
term.

Total # of respondents 134. Statistics based on 132 respondents; 0 filtered; 2 skipped.

Is your company currently using social networking technology  for internal use or
with partners and/or other third parties?

Response
Percent

Response
Total

Yes ███████████████████████████████████████ 48.9% 65

No, but plan to in the near
future

███████████████████████ 28.6% 38

No, and do not plan to in the
near future

██████████████████ 22.6% 30

Total # of respondents 134. Statistics based on 133 respondents; 0 filtered; 1 skipped.
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If you are using the technology, how are you using it? Response
Percent

Response
Total

Making content available
within social networking

sites

█████████████████████████████████████ 46.6% 41

Partnering with social
networking sites in distinct

offerings

█████████████████████ 26.1% 23

Building customized,
branded offerings using

social networking platforms

█████████████████████████████████████████ 51.1% 45

Other ███████████████████████ 28.4% 25
Bringing the collective input & ideas of our employees and our customers to
enhance our products and services

blog and wiki on website

possibly bring content from other social networking sites within a customized
platform

Sharing contact info

market and competitive research

creating an entire knowledge marketplace around web 2.0 technologies -
www.weareteachers.com

Creating our own social networking platform

education and outreach

Using wikis and similar for development and projects

Leveraging social networking sties to produce proprietary content

internal communication

relationship mapping

have a site www.knowledgespeak.com which also has blogs and chat platforms
built in 

Looking for knowledge and connections

internal engineering innovation

using SN type capability for research purposes

Using SharePoint for project communication

Providing networking in advance of sponsored meetings

We enable our B2B publisher customers to make content available within social
networking sites.

Integrating social media into corporate web sites

Still studying options

Custom built in-house software to manipulate social networking sites.

Xeequa is an online social technology provider. The company’s business network
application provides an alternative to increasingly ineffective advertising by helping
companies and their teams to virally engage with their respective market.
Xeequa’s XtremNetworking methodology allows businesses to strategically
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leverage the network effect.

Sharepoint/Wiki for internal purposes. 

Premium access to content, creating interactive publishing sites

Total # of respondents 134. Statistics based on 88 respondents; 0 filtered; 46 skipped.
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Which of the following social networking providers are you using in conjunction
with your content?

Response
Percent

Response
Total

None ██████████████████████████████████████ 47.7% 53

Facebook █████████████████ 21.6% 24

MySpace ██████████ 13.5% 15

LinkedIn ███████████████ 18.9% 21

OpenSocial █████ 6.3% 7

Beebo █ 1.8% 2

Visible Path ██ 2.7% 3

Other █████████████████████ 26.1% 29
Neighborhood America

Blog

Xing

NA

none

Ning

YouTube

PeopleAggregator

Cerado Haystack

jobster

Near-Time

ning, weareteachers.com

Ning

ITtoolbox

Pluck

www.scienceboard.net

Searcles

built own blog platform

sugarcrm

LiveWorld

Generate

Microsoft (SharePoint)

IntroNetworks

Homebuilt

IMDB

Xeequa

Silobreaker internal

Near-Time
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Total # of respondents 134. Statistics based on 111 respondents; 0 filtered; 23 skipped.

Do you believe social networking can enable B2B media companies and information providers to
achieve the following benefits:

Yes No Uncertain Response
Total

Reach new audiences 81.3%
(109)

3.7%
(5)

14.9%
(20)

134

Increase user engagement &
loyalty

81.2%
(108)

3%
(4)

15.8%
(21)

133

Create incremental advertising
inventory

57.9%
(77)

9.8%
(13)

32.3%
(43)

133

Increase revenue 62.7%
(84)

8.2%
(11)

29.1%
(39)

134

Improve relationships with
partners and/or other 3rd

parties

68.4%
(91)

4.5%
(6)

27.1%
(36)

133

Total # of respondents 134. Statistics based on 134 respondents; 0 filtered; 0 skipped.

If you are using social networking, which of the following statements best describes your own
company’s experience?

We are already realizing this
benefit

We expect to realize this
benefit

Not applicable to our
business

Response
Total

Reach new audiences 40%
(32)

40%
(32)

20%
(16)

80

Increase user engagement &
loyalty

33.3%
(27)

51.9%
(42)

14.8%
(12)

81

Create incremental advertising
inventory

14.7%
(11)

46.7%
(35)

38.7%
(29)

75

Increase revenue 22.5%
(18)

61.2%
(49)

16.2%
(13)

80

Improve relationships with
partners and/or other 3rd

parties

32.5%
(26)

48.8%
(39)

18.8%
(15)

80

Total # of respondents 134. Statistics based on 85 respondents; 0 filtered; 49 skipped.
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What is the most significant open issue regarding your company’s use of social
networking technologies?

Response
Percent

Response
Total

72
Too many of them...  Need to decide on one... but the problem is everyone uses
different ones...  Need to have one integrated platform that connects them all.. 

Sure, we use Wikis, blogs, etc., but I wouldn't qualify any of these as "social
networking". Frankly, we don't understand how social networks would help in a
B2B environment since most companies' use of social networks is highly
unregulated. Our Net Nanny software doesn't even let employees use these sites.

analytics; 

whether or not there is real, measurable ROI

Need to prove monetisation to overcome stringent investment criteria

targeting the appropriate audience

Balancing the benefits against potential impact on our brands.

copy right
editorial skill set
abuse

Getting momentum, internal marketing.

Privacy

Security

Afraid of negative opinions.

Monitoring the flow of information.

Time to think it through

How to mediate customer and partner communities to avoid damaging
relationships

Our audience is an older demographic that needs to be re-trained to use the newer
tools. They all love bulletin boards and private messaging so they are intersted in
Web 2.0. They just need a bit more hand-holding

Ideas for how to use effectively closely followed by knowledge of what is possible,
what others are doing.

evaluation of potential upside and downside of alternate platforms

Education in the marketplace of the benefits.

privacy

At what point will there be so much "noise" on these sites and technologies that
nobody pays attention

Which are the most appropriate and provide the highest ROI

moving from social free sharing to community engagement and business
empowerment

convincing clients of use relevance

How to integrate best of breed technologies with existing systems

Intellectual Property protection, reputational risk management

Selecting vendors/platforms

Security breaches of our computer network
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idenpendence from sales and marketing pitches

Integrating it with our business lines

The employee base as a whole is not sufficiently technologically proficient to
effectively make use of this technology today.

Implementing these technologies within the institutional culture and policies.

audience

time, resources, prioritization, and cohesive strategy for use

finding the appropriate social networking platform with a critical mass of individuals
and the appropriate functionalities to engage those individuals.

How to make the process of getting to communities to critical mass scaleable and
replicable?  

The question is simply does social networking replace or add to traditional
marketing activity? As such it becomes a cost of business rather than a revenue
generator, albeit one that is increasingly necessary.

Moderating UGC to ensure inappropriate content does not slip in

Establishing credibility while protecting privacy

Needs a certain amount of organizational commitment to sustain the effort

Determing what aspects/ features that we should use first and how we incorporate
into our marketing mix.

What is te lure? Free content? Access to user-generated content? establish
network with peers?

We expect the issue to be resolved soon, but the open issue is easier integration
into blog creation tools and blog aggregator sites.

quality up-to-date content

Still to new to our particular niche to realize any significant benefits

other priorities realted to business development

Whether it can drive new business 

Individual user adaptation and participation in social networing in our "strictly-
business" private web site delivering niche-specific content. Lack of use, return on
investment.

privacy / copyright

Discussion has not risen to the level where I could say which issue is most
significant.

Degree of monitoring and control required to effectively gaurantee value-add and
content quality control

privacy

Will business users participate

Platforms for b2b; will Facebook move forward into the b2b space or will that fall to
OpenSocial participants like LinkedIn?

Audience acceptance 

The business model for monetizing content.

Bandwidth to implement it.

Creating relevant, useful content at the pace required to keep content fresh.

Managing it so there is realtime information and action for participants.
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Ability to integrate with e-Commerce capabilities and manage membership lists.  

We just finished a research describing the key differences between personal social
networks and business social networks. While personal social networks connect
any individual, businesses require the ability to connect alliances and be able to
see the fastest path to a decision maker - 

Users need to experiences blogs and wikis to understand how they are valuable.
Just telling people is difficult without a frame of reference.

I don't think our audience knows how to properly use social networking.  And we
haven't done anything to help them.  And the third party app is not well integrated.

Time spent on interacting with people that is not part of the production. " The social
side"

security and authentication

The dempgraphics of the social networking sites.

Copyright infringement for content

Learning curve for customers and partners. 

Concern over the control of the content.

Facebook reaches a mass audience like no others. 

Flow of information and differing viewpoints.

Do customers really want it?

Total # of respondents 134. Statistics based on 72 respondents; 0 filtered; 62 skipped.

User-Generated Content

Do you currently have user-generated content on your website? Response
Percent

Response
Total

Yes ███████████████████████████ 34.3% 46

No ██████████████████████████████ 38.1% 51

No, but plan to in the near
future

███████████████████ 23.9% 32

Yes, from external users ███ 3.7% 5

Total # of respondents 134. Statistics based on 134 respondents; 0 filtered; 0 skipped.

Page 8 of 20



If yes, what are your objectives for having user-generated content?
Yes No Uncertain Response

Total

Reach new audiences 73.7%
(56)

13.2%
(10)

13.2%
(10)

76

Increase user engagement &
loyalty

92.5%
(74)

3.8%
(3)

3.8%
(3)

80

Create incremental advertising
inventory

43.8%
(32)

35.6%
(26)

20.5%
(15)

73

Increase revenue 62.7%
(47)

20%
(15)

17.3%
(13)

75

Total # of respondents 134. Statistics based on 80 respondents; 0 filtered; 54 skipped.

If you are using UGC, which of the following statements best describes your own company’s
experience?

We are already realizing this
benefit

We expect to realize this
benefit

Not applicable to our
business

Response
Total

Reach new audiences 48.5%
(33)

39.7%
(27)

11.8%
(8)

68

Increase user engagement &
loyalty

56.5%
(39)

36.2%
(25)

7.2%
(5)

69

Create incremental advertising
inventory

21.2%
(14)

43.9%
(29)

34.8%
(23)

66

Increase revenue 33.3%
(23)

49.3%
(34)

17.4%
(12)

69

Total # of respondents 134. Statistics based on 70 respondents; 0 filtered; 64 skipped.

Page 9 of 20



What do you find to be the biggest challenge surrounding user-generated
content?

Response
Percent

Response
Total

65
Collection, moderation and review of content in a quick & easy way, so that
corporate brand and integrity are protected. That is why we use our own solution,
Neighborhood America, and why this is a valuable component of the solution we
offer our customers.

Getting users to participate

verifying quality and managing community to perpetuate value.

We're a software company so we use UGC in the context of our support forums. In
that context, it works great, but requires moderation. The biggest challenge is the
fact that our current forum tools don't interoperate with our support issue tracking
system.

quality

Need to prove monetisation to overcome stringent investment criteria

editorial control

Layering in editorial judgement.

copy rights
royalties
author contracts
liability

Quality

Finding content that is to the point.

uncertainty

copyright infringment and overal editorial quality since our content is entertainment
based

Providing a meaningful dialogue/avenue for customers.

dealing with review

Building liquidity - critical mass - in a smallish, specialized niche.

liability and responsibility of the material/veracity of the material.

Guiding users to keep the content valuable and useful to other users

Quality and copyright

Quality of content

monetization and security along with quality content for broader reach and
distribution 

making it relevant, keeping it current.

How to mine this content for monetization purposes.

Openness vs. quality control

Motivating users to generate content for our area of work

- communication policies
- insight and knowledge management

Organising & completely utilizing user generated content
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Time to create.

Quality control

reach to new people

Who owns the data/content? How can we use UGC to benefit the whole
community?

coaxing out the shy voices

Control over input

fairuse

Quality

monitoring it to ensure that it is appropriate for posting/sharing

Moderation

Quality and credibility

Filtering and spending the time to distill relevant and useful information

Determining what type of content to generate.  How do we validate the content
determining what it is and what content does the community feel is worthwhile.

Lack of standardization that would enable more universal distribution of rich media
without having to write to the specific APIs of different websites.

consistent participation

Users own abilities and available tools

Most participation comes from a small percentage of the total user group.
Individuals who participate regularly have unique qualities and motivation. 

Degree of monitoring and control required to effectively gaurantee value-add and
content quality control

keeping up with the postings

User participation

gaining critical mass of input to create an information offering

Participation remains low.

No real challenges

Getting respected authors to participate in generating authoritative content.

fears surrounding privacy of data

Helping out clients understand that they'll have to lose some control to take
advantage of social networking and that the benefits outweigh the risks.

What happens if your branded "personalities" are leaving the company? Who
"owns" the blog? company or individual? 

Keeping the content up to date.  Having compelling content that is worth visiting.

Our discussion boards are under the control of editors.  Since editorial
responsibilities are historically about the quality and accuracy of content, ugc is
very different.  They are eager to censor the discussion boards.

Validity, Bias and Qaulity

Not many B2B people want to share...

managing for copyright infringement, sexual content and finding something unique 

Moderation of UGC. 
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Concern over the control of the content.

Legal rights issues with users posting stuff they don't have the rights to.

on topic

Getting people to generate it!

hard to manage the content and distribution

Total # of respondents 134. Statistics based on 65 respondents; 0 filtered; 69 skipped.

Blogging

Do you currently publish one or more blogs? Response
Percent

Response
Total

Yes ███████████████████████████████████████████ 53.4% 71

No, but plan to do so in the
near future

█████████████████████████ 31.6% 42

No, and do not plan to do so
in the near future

████████████ 15% 20

Total # of respondents 134. Statistics based on 133 respondents; 0 filtered; 1 skipped.
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If yes, what are your primary objectives for publishing blogs? (check all that
apply)

Response
Percent

Response
Total

Increase user loyalty ███████████████████████████████████████████████ 59.2% 61

Inform customers more
efficiently

█████████████████████████████████████████████████████████ 70.9% 73

Gather customer input on
our products and services

████████████████████████████████████ 45.6% 47

Create branded
“personalities” on our

editorial staff

█████████████████████████████████ 41.7% 43

Provide more timely editorial
content (i.e. between normal

editorial cycles)

███████████████████████████████████████ 48.5% 50

Influence the debate on
issues relevant to our

business

████████████████████████████████████████████ 54.4% 56

Other ███████ 9.7% 10
leveraging online marketing

complement our information offering

knowledge sharing and relevant content to like-minded members

inform my own staff

Improve perception of our company

CLient outreach

reinforce community (blogs will be authored by experts within the community)

Encourage broader distribution of our content and brand.

Increase advertising opportunities

Establishing though leadership position.

Total # of respondents 134. Statistics based on 103 respondents; 0 filtered; 31 skipped.
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Do you think that the influence of blogging on the overall information
environment has been:

Response
Percent

Response
Total

Clearly positive ████████████████████████████ 35.1% 46

Mixed ████████████████████████████████████████████████████ 64.9% 85

Clearly negative 0% 0

Comments 12
credibility and reliability are mixed

Not yet deployed

Again it

Much of it is useless

However this may become more positive as acceptance increases

lack of editorial overview

poor standards, false information or rumours, flase beleive that networks of trained
journalists are not needed, so much of blogging is not original content but
opinionating on other's journalism, we must ensure that we have a healthy, robust
"fourth estate" capable of solid investigatory journalism all over the world

Lowers the bar, with positive and negative results.

more information but also more clutter

fact-checking on some blogs leaves something to be desired, thus leading to
inaccuracies that persist in time

There are dozens of blogs that overlap in content, like many voices yelling in the
same room.  Who do you believe? How to you distinguish voices?

Bloggers are not unbiased.   Misinformation can be spread quickly and easily.

Total # of respondents 134. Statistics based on 132 respondents; 0 filtered; 2 skipped.

How important do you feel blogs are in today’s market environment?
 Not Important  Somewhat

Important
 Important Critical Don't Know/NA Response

Total

3%
(4)

37.6%
(50)

42.1%
(56)

15.8%
(21)

1.5%
(2)

133

Total # of respondents 134. Statistics based on 133 respondents; 0 filtered; 1 skipped.
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If you publish them, what do you find to be the biggest challenge surrounding
your company’s use of blogs?

Response
Percent

Response
Total

48
Timely updates with fresh content

Getting people to write...

Keeping it updated

consistency

time/resources required to kepp blogs current

Keeping them relative.

NA

Integrating blog content with main site content.

Keeping them current

Time to conceive and produce them.

Agreement on market facing brand as demonstarted through blogging and
responding to comments.

Monitoring content for unprofessional or inappropriate language or comments.
Also, providing regular and meaningful content.

Makes IT staff and corp communication staff very nervous. 

Quality, because of time constraints, and limited number of people capable of
blogging well

Quality of content

quality of content, accuracy and ability to keep fresh and current

Hitting the relevant chord

Encouraging user feedback

Walking the thin line between credibility and transparency and the prevention of
reputational risk

Consistent voice, pr vs. conversation, regular updating

Frequency, style and slant (or position) to be taken

Finding that balance between self promotion and company value vs. industry
contribution and being a thought leader.

-communication policies
- independence from sales and marketing pitches
- synchronising content in various languages across blogging platforms

legal issues, seperation of facts from fiction in order to present a creditable
environment

Giving away too much information about how the company operates.

Consistency of posting over time

Writing them...

How to make them compelling engough to be read amid the growing clutter of low-
quality alternatives. 

frequency

Frequency of posting needed to build an audience
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Fresh content

Standing out from the background noise (getting noticed).

Uneven quality and difficulty promoting them to our audience.

ensuring readership

regular posting

audience awareness/value

defining value proposition relative to other products

It's not part of anyone's responsibility.  We have 2 blogs, each authored by a
member of the senior mgmt team.  As such, frequency of postings (typically 2-3
posts per week each) is dependent upon their availability.

Getting broad participation.

Building readership and participation.

keeping up with the content 

How to find the blogs.  Many blogs with overlapping topics and content. Who is the
authority? How do you distinguish your blog? Kind of like being #1000 on a google
search list.  If a tree falls in the forest, does anyone hear it?

Having the resources to publish a great, active blog.

You still need to create an audience...

Content creation

Currency of content.  Maintaining a blog is much more work than I would have
anticipated.  

Maintaining relevant content rather than 'just more of the same'.

Editing the content in terms of liability and company intellectual property

Total # of respondents 134. Statistics based on 48 respondents; 0 filtered; 86 skipped.

Search Engine Optimization / Search Engine Marketing

What it your approximate online marketing budget?  If you don't know,
enter an X in the appropriate box.

Response
Percent

Mean Response
Total

Total online marketing
budget

749376 46

Don't know 86

Total # of respondents 134. Statistics based on 122 respondents; 0 filtered; 12 skipped.
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What is the single greatest impact of the major search engines on your
business?

Response
Percent

Response
Total

Provided impetus to creation
of new, value-added

products to compete with
free content

██████████ 13.1% 16

Provided impetus to
improvement of our own

search products/capabilities

██████████████████ 23% 28

Increased our revenues by
driving new customers to

our site

███████████████████████████████████████ 48.4% 59

Caused negative disruption
of our business model

and/or value proposition to
users

█ 2.5% 3

Other ██████████ 13.1% 16
drive usage from existing customers

frienemies

just drive some users to site, not huge benefit yet

irrelevant

haven

N/A

We partner with some of them and use others in our technology

we expect search to drive customers to our new site (now beta)

little effect due to our niche

Not relevant to how our clients find us.  May be relevant to marketplace and
creating though leadership position.

more leads to our site, but no revenue generation as of yet.

n/a

No impact

none

improvements in how our platform handles & creates meta data, meta tags, etc...

Total # of respondents 134. Statistics based on 122 respondents; 0 filtered; 12 skipped.

Company Demographics
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Please indicate the primary classification of your organization Response
Percent

Response
Total

Content Creator █████████████████████████████ 36.2% 46

Content Aggregator █████████████ 16.5% 21

Technology Solution
Provider

███████████████████ 23.6% 30

Consulting Solution Provider
 

██████ 7.9% 10

Other Professional Services
Provider

███████ 8.7% 11

Other █████ 7.1% 9
search engine

SaaS

knolwedge sharing, creating and recommending

Information user

Content and Data Aggregator

not-for-profit

Provide content creation and repurposing and A&I services to STM publishers

Marketing Communications

Web developer

Total # of respondents 134. Statistics based on 127 respondents; 0 filtered; 7 skipped.
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If your firm is a Content Provider, with which industry segment is your business
most closely aligned?

Response
Percent

Response
Total

Scientific/Technical/Medical █████ 7.3% 6

Business to Business ███████████████████████ 29.3% 24

Legal/Tax/Regulatory ███████ 9.8% 8

Education/Training █████████████ 17.1% 14

Financial Services █████████ 12.2% 10

General / Consumer ██████████ 13.4% 11

Other ████████ 11% 9
Publishing

Academic and Public Libraries

any and all who impart knowledge or skill to others

NPO

social - 

government to business

Law Enforcement

Entertainment

Public Affairs

Total # of respondents 134. Statistics based on 82 respondents; 0 filtered; 52 skipped.

Approximately how many employees are there in your firm overall? Response
Percent

Response
Total

1 - 50 █████████████████████████████ 35.9% 46

51 - 100 ██████████████ 18% 23

101 - 500 █████████████ 17.2% 22

501 - 1,000 ███████████ 14.1% 18

1,001 - 5,000 █ 1.6% 2

5,001 - 10,000 ███ 3.9% 5

over 10,000 ███████ 9.4% 12

Total # of respondents 134. Statistics based on 128 respondents; 0 filtered; 6 skipped.
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Into which of the following bands does your company's revenue fall? Response
Percent

Response
Total

<$10 million ████████████████████████████████████ 45.7% 58

$10 - $25 million ███████████ 14.2% 18

$25 - $100 million ███████ 9.4% 12

$100 - $500 million ██████████ 13.4% 17

$500 million - $1 billion ████ 5.5% 7

> $1 billion █████████ 11.8% 15

Total # of respondents 134. Statistics based on 127 respondents; 0 filtered; 7 skipped.

If you would like try and win a complimentary pass to the 2008 Information
Industry Summit, please enter your contact information below (for internal use
only).  If you have already registered for the Information Industry Summit you
have the choice of having your account credited or applied it to another SIIA
event.

Response
Percent

Response
Total

Name: 42

Job Title: 40

Company: 39

City: 38

E-Mail: 41

Total # of respondents 134. Statistics based on 43 respondents; 0 filtered; 91 skipped.
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