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•Global “Venture Research” program (large scale deployments) 
•Platform for experiments – incentives, gamification, adoption
•Partners with Universities and Customers

Enterprise                                             Internet                                         Crowdsourcing

IBM's Center for Social Software
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A  second chance at Knowledge Management
Becoming a Social Business:  learning to use social information systematically
Enhanced collaboration and creativity:  if “traditional” tools change to take 

advantage 

Social Software for Business Means ... 
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A second chance at knowledge management

The solution was a passing fad, but the problems remain:

Getting information out of people’s heads

Sharing information and finding experts

It’s all about the new, engaging user experience
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IBM Experiences

Dogear for shared bookmarks

Beehive for facebook-like information sharing
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Social Bookmarking at IBM

Authenticated identity

Internet and Intranet 
bookmarks

Shared and private
bookmarks

Designed for mashups 
(rest architecture and 
api)
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Dogear Social Bookmarking Service



© 2011  IBM Corporation 8

IBM Confidential

Searching Dogear Tags Complements Text Search on 
Intranet – adds social element to search
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A Facebook-like Experience in the Enterprise
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A Point System Increased Participation
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A Variation -- Putting “Honey” items to recommend them -- shows
recognition systems can motivate those who don’t usually contribute

“Lurkers” make up over 90% of online groups
–They dedicate substantial time towards learning 
about the community
–They read but do not write
–Their knowledge, if shared, could be beneficial to 
group
Using recognition one third of Lurkers in the 

study gave honey!
–We choose people each month to put honey on 
items
–Experiment:  half the recommenders were lurkers –
30% of the lurkers made recommendations 
–The impact lasted:  the next month Lurkers who 
placed Honey contributed more to site
–Lurkers promoted less popular content … they 
changed what the community saw on the home 
page!
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And someone wrote a plug-in to Google 
search, to augment search results with related 
people and events from Beehive
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Summary

People can and will share

Social Media creates an experience that encourages sharing

The highlighted results show that the experience can be modified over 
time to influence behavior 
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IBM as consumer and producer:
Becoming a Social Business

Technology Adopters Program at IBM

SaND (social networking services) available to all new internal 
applications

Social Information informs all applications
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The TAP website:  a place anyone can post an 
experimental application for internal use
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TAP includes services used across experimental 
applications:  SaND mines data across

Faces is a simple example of a transformed experience
Faces supports effective and efficient people search in IBM
Faces uses SaND to: 
- Support topical queries by tags
- Personalize the search results by the user’s network
- Make search of broad queries efficient by narrowing to extended network

Result:  a “magical” search experience, where peoples faces appear as you type 
based on guesses about your network and interests
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Socially Synergistic Enterprise Solutions (S3):  Integrating social with 
information and analytics can transform collaboration

Data

■Data aggregation
■Smart filtering
■Meaning extraction
■Consumable analytics
■Process orchestration
■Stream processing

Analytics

■Customer Sentiment
■Unmet Needs
■Talent Discovery
■Reasoning and Decision Support
■Crowdsensing, Crowdsourcing
■Teaming, Incentives, Motivation

Society

Organizations

Teams
Individuals

Social

Social
Data from and about People

Physical
Sensors & Streams Enterprise

Business
Process 

Transformation
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Summary

The IBM experience shows social media impact on business

Providing common social media services – like a service that mines 
data for social network – supports applications across the business

The current theme of “social business” is about nurturing these 
resources so that they can be used across the business
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Improved Collaboration:  Increase Creativity by 
augmenting “traditional” tools with Social

Diversity breeds Creativity: cultural differences need to be taken 
into consideration
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Productive friction can accelerate 
Innovation 

“Creative sparks fly not 
when interactions between 
companies are seamless 
but when the activity at the 
seams is challenging, 
stimulating, and catalytic

(Hagel & Brown, 2005)
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Where do good ideas come from 
anyway?

Importance of:

- the adjacent 
possible,

- liquid networks,
- and serendipity….

http://www.youtube.com/watch?v=NugRZGDbPFU Steven Johnson. Where Good Ideas Come From, (2010)
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Cultural differences observed in gamification 

•India contributed more high scoring 
content

•Both countries contributions declined  
after points taken away

•Significantly more within country 
commenting for USA

•Outside country commenting for India
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Number of Social Blue status messages by 
week

We observed different levels of participation across geographies

•Content 
contribution from 
geographies 
changed over time

•Difference in 
formality and 
language of the 
produced content

IBM Confidential23
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And More

Differences in “appropriation” – using status messages for Q&A

Use of native language for “private” conversations and easy adoption

Challenges reading English as a second language (and easy 
formatting approaches to addressing this …)

If you want to encourage collaboration, and in particular global 
collaboration and innovation in research, be mindful of these 
differences
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Conclusions and Relevance to Research Collaboration

Social Software provides a user experience that will draw people into 
sharing – this is the second chance on knowledge management

When incorporated into collaboration tools, social software can change 
the character of collaboration – for research environments, think about 
the SaND-like services that would best support research

International collaboration will need nurturing, even in context of 
internet and scientific cultures



© 2011  IBM Corporation 26

IBM Confidential

Contacts

igreif@us.ibm.com

www.research.ibm.com/social

mailto:igreif@us.ibm.com
http://www.research.ibm.com/social
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