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Corporate Social Networking in Europe

Who's doing what?

65% of European employees say their company has
adopted social networking as part of everyday life at
work.

e 48% have adopted internal social networking tools

. 29% have adopted external tools

. 20% have adopted both internal and external types

The Top 5 social networking tools being used as part of
everyday working life are:

1. Companies’ own collaboration sites on
intranets (39%)

2. Internal forums within the company (20%)

3. Company-produced video material shared on
intranets (16%)

4.  Online social networks, like LinkedIn,
Facebook etc (15%)

5. External collaboration sites on the web and
internal blogging sites (both 11%)

10% or fewer employees use other types of external
social networking sites on the web, such as external
forums (10%), social video sites (7 %), external blogging
sites (6%), social photo sites (4%), social bookmarking
sites (3%) and microblogging tools (2%).
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Adoption of social networking into the everyday working
culture of companies is most pronounced in Germany;,
whereas Great Britain lags behind.

In general, large companies have adopted this way of
working more so than SMEs; however, the focus for large
companies is on internal social networks, whereas for
SMEs it is on the use of external networking tools.

Opportunities?

When asked, 74% of European employees think there
are benefits to be had from using social networks and
online communities. Benefits of employees using social
networking sites include:

* Increasing an individual’s knowledge (38%)
e Giving access to solutions to problems (38%)

. Harnessing the collective knowledge of employees,
customers and suppliers (36%)

e  Stimulating team building and better internal
collaboration (32%)

o Improving creativity (31%)

More of those with first-hand
experience of using social
networks at work on a daily
basis recognise benefits

. Helping improve cross functional / inter department
teaming and interaction (29%)

. Providing timely access to key individuals in all parts
of the business (26%)

e Sparking innovation (24%)

But the research shows that more of those with first-hand
experience of using social networks at work on a daily
basis recognise benefits, compared to those who do

not use them at work in this way. Indeed, 87% of those
whose companies use such sites see a benefit, but a
significant 49% of those whose companies do not use
them on a regular basis also think there are benefits to be
had from their use.
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Furthermore, when employees with first-hand experience
are asked:

e 65% say such sites have made them and / or their
colleagues more efficient

e 63% say they have enabled them and their
colleagues to achieve things that would not
otherwise have been possible

e 46% say they have sparked ideas and creativity for
them personally

This is further supported by the fact that more employees
in Germany, where adoption levels are highest, think
there are benefits, and the same is true for large
companies, compared to SMEs. The research also
shows that more of the younger employees (18-34) think
there are benefits to be had, as do all managers in the
sample, compared to admin staff, who are generally less
well-informed about social networking tools. Indeed,
managers at senior level or above seem especially
convinced about the value such tools can bring.

Challenges?

Negatives:

But this new way of working is not without its potential
problems. In fact, 79% of employees in Europe
associate a negative with social networks and online
communities.

Two main negatives emerge:
1. Distraction to employees (49%)

2. Source of company leaks of confidential
information (45%)

Fewer (22%) think social networks and online
communities do not contribute to productivity, and only
13% think they add no real value to collaboration within
the company. But 24% of employees admit they are not
sure how the return on investment (ROI) of internal sites
could ever be measured.

Interestingly, more of those in Great Britain (where
adoption levels are lower) think there are negatives,
compared to Germany (where adoption levels are higher).

While admin staff are generally less opinionated on the
issue, senior managers are especially concerned about
leaks of company confidential information.

Transparency:

67% of European employees whose companies use
social networks believe their organisation has become
more open and transparent since the adoption of this
way of working. And this applies to more employees
in Germany (84%) where adoption levels are highest,
compared to Belgium (45%) and Great Britain (56%)
where they are lower; it also applies to more middle
managers (73%), compared to junior managers (59%).

Leaks have been more common
among companies that use
social networking sites as part of
everyaday life

But overall, 21% of employees say their organisation
has changed a lot in this respect, whereas 46% say the
change has been slight.

However, there are good and bad things that can come
from enhanced openness: indeed, 24% of all employees

say their company has experienced leaks of confidential
information as a result of information posted on either
internal or external social networking sites. And such
leaks have been more common among companies

that use social networking sites as part of everyday life
(29%), compared to those that do not (14%). And this
is supported by the fact that leaks have been especially
common in Germany, compared to Great Britain, and
also in large companies.

Another potential downside of openness for the
company is the access social networks provide to
employees’ work, career and contact details. Indeed,
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access levels are high, with 52% of all employees in
Europe having a presence on social networking sites
— and this figure is even higher among those whose
companies have adopted this way of working (60%),
compared to those in companies that have not (38%).

Headhunting of employees in
large companies has focussed
on their presence on internal
sites, whereas for SMEs it has
been on external sites

A presence on such sites has led to career opportunities
for more than 1 in 2 employees, with 55% having been
approached or headhunted by a potential recruiter as

a direct result of their presence on such sites. But on
the positive side for both company and employes, it

is not just about poaching staff from one company to
another, with 24% having been headhunted as a result
of their presence on internal sites; but more (37%) have
been approached via external sites, and 12% have
been approached from both internal and external social
networking sites.

In terms of the types of sites that have most commonly
resulted in employees being approached, the Top 5 are:

1. Online social networks like LinkedIn (20%)

2. The company’s own collaboration sites on its
intranet (14%)

3.  External forums on the web (12%)
4. Internal forums within the company (9%)
5. External collaboration sites on the web (7%)

Such headhunting has been especially common in
Germany, but least common in Great Britain; and
headhunting of employees in large companies has
focussed on their presence on internal sites, whereas for
SMEs it has been on external sites.

Older employees aged 45+ have also experienced such
approaches more than their younger counterparts; but
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more of the younger employees have been approached
via external sites, whereas more of the older employees
have been approached due to their presence on internal
sites. Similarly, more middle and senior managers have
been headhunted in this way, especially via internal
networks.

Expectations?

Among European employees, 41% would expect a new
employer to have intranet collaboration sites — especially
France (50%), compared to Germany (30%), the
Netherlands (38%) and Great Britain (43%). In addition,
25% of employees would expect a company to have
access to external social networking sites like LinkedIn
etc - especially France (28%) and Germany (34%),
compared to Belgium (22%), the Netherlands (16%) and
Great Britain (22%).

The research also shows that expectations are higher
among those whose companies have adopted social
networking into their culture, with 52% of them expecting
to find intranet collaboration sites and 31% expecting to
have access to external social networking sites in any
new jobs.
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Methodology

This research was commissioned by AT&T and details
quantitative research with employees who use a
computer at work in Great Britain, France, Germany,
Belgium and the Netherlands. A sample of 2510
interviews was collected with adult employees, aged
18+. Respondents confirmed prior to interview that they
were in employment and that they used a computer as a
key part of their job.

50% of each country’s sample is made up of employees
who work in large companies with 250 or more
employees. The remaining 50% of employees work in
SMEs with 249 or fewer employees.

39% of employees describe themselves as admin staff,
whereas 61% are managers: specifically, 16% are junior
managers, 29% are middle managers, and 16% work
at senior manager level or above. Also, more senior
managers (24%) in the sample work in SMEs than in
large companies (8%).

The findings of the survey have been analysed and
compared systematically according to, country, company
size, age group, level of seniority and whether or not the
employee works in a company that has adopted social
networking into everyday work practice.

The interviews were conducted using GMI’s global
online consumer panel between 17th September

and 7th October 2008. Before and during the
interviews, respondents were not aware that AT&T had
commissioned the research.

Contact Details

Report Authors:

Dr Cherry Taylor

Managing Director

Dynamic Markets Limited

Tel: +44 (0)870 707 6767

Email: cherry.taylor@dynamicmarkets.co.uk

Press Contact:

Gioconda Beekman

Associate Director

Fleishman-Hillard

Tel: +44 (0)20 7395 7068

Email: gioconda.beekman@fleishmaneurope.com

Corporate Contact:

Niall Hickey

Director of Commmunications
AT&T EMEA

Tel: +44 (0)207 663 5076
Email: nhickey@emea.att.com

Corporate Social Networking in Europe

© Dynamic Markets Limited 2008





