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ABSTRACT 

 

Social media technologies are spreading further in 

workplaces.  This paper describes how Organization can 

utilize Enterprise Social Networking as a new and flexible 

resource to enhance Knowledge Management.   

Informal social networks have always existed in organizations 

but remained largely hidden. The emergence of social 

networking technologies now offers the possibility of making 

informal networks visible. Previously used “One to One” 

media such as e-mails or IM are more and more being 

replaced by “One to Many” channels such as forums, blogs 

and group calls. 

As per McKinsey - The Social Economy [1], more than 1.5 

billion people around the globe have an account on social 

networking site, and almost one in five online hours is spent 

on social networks. Organizations see a 20% - 25% boost in 

productivity with social technologies. By 2011, 72 percent of 

companies surveyed reported using social technologies in 

their business and 90 percent of those users reported that are 

seeing benefits.  

Enterprise social networks serve to expand an organization’s 

ability to screen, channelize and analyze the growing amounts 

of available information, to better determine what is useful to 

the execution of the business. Make the organization smarter 

and accelerate the decision-making process. Those companies 

that resist and limit access to social networks are limiting the 

potential of their employees and risking their ability to 

compete in a new marketplace where customers, prospects, 

partners and competitors are already exchanging information 

[3]. 

This paper is based on interviews of senior KM professionals 

conducted by author and data collected from white papers, 

research articles, books related with Enterprise Social 

Networking. The list of referred literature is given in the 

References section.  
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I. INTRODUCTION 

Until recently, most of the Knowledge Management 

efforts were focused on the creation of central 

knowledge repositories, encouraging knowledge reuse 

and collaboration based on these repositories. The 

growing phenomenon of Social Networking offers a 

chance to complement this approach. Social isn‟t just a 

new set of tools, it is also a new way of thinking about 

organization.  It is about putting people at the center of 

the organization and ensuring that customers, 

employees, partners can connect with the people and 

information that they need to actually get their work 

done. 

Social technology has evolved from “new media” 

platform to an increasingly important business tool, 

which can generate rich new forms of consumer insights 

at lower cost. Companies are watching consumers on 

social platform to get unfiltered feedback and behavioral 

data. Enlisting external people to “crowdsource” product 

ideas and even to co-create new features. Social 

technologies have enormous potential to raise the 

productivity of knowledge workers by streamlining 

communication and collaboration, lowering barriers 

between functional silos, and even redrawing the 

boundaries of the enterprises to bring in additional 

knowledge and expertise in “Enterprise Social 

Networking”.  

Social Networking has to be intimately woven into the 

fabric of the KM tools that people are already using to 

create a connected social experience across the 

enterprise. The main sources of innovation and new 

thinking within organizations are employees, business 

partners and clients. Surfacing connections among these 

people through enterprise social networking and 

supporting management systems enables businesses to 

manage knowledge effectively, harnessing and 

supporting collaboration and knowledge-sharing 

capability. 
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Enterprise Social Networking can be defined  

as a dynamic, loosely-coupled, self-organized informal 

communities reaching and sharing knowledge across the 

formal structure of an organization, enabled by 

technologies and organizational structures, policies and 

processes that harness collective intelligence for 

effectiveness and competitive advantage[5]. 

 

The second section of this paper includes a brief 

description of the various types of Social Networking 

Software such as weblogs, wikis & social networking 

features; Section 3 contains how Social Networking 

features can be utilized to enhance Knowledge 

Management. Benefits from Enterprise Social 

Networking are listed in Section4. Section 5 considers 

some of risk that hinders the usage of Social Software 

tools and points how to mitigate the risk. 

 

II. SOCIAL NETWORKING SOFTWARE 

Social Networking Software can be defined as 

computing tools to support, extend, or derive added 

value from social activity. The key areas of Social 

Networking Software are considered to be weblogs, 

wikis, microblogs or tweet, Social commerce, Social 

gaming, Media & file sharing, Crowdsourcing, Social 

Analytics, Rating & reviews, communities and social 

networks. Social network services range from some 

focused purely on networking, to others designed to 

share different types of resources, or meant for open co-

ordination purposes. A strict classification is hard to 

derive, because the categories of Social Networking 

Software tend to intertwine. 

A. Weblogs 

A weblog or simply a blog is a web application enabling 

periodic posts on a common webpage with public 

access. Editing a weblog does not require any special 

training, enabling anyone to publish content on the web. 

The entries called posts are usually short. The most 

recent ones are displayed on the weblog homepage, 

while old posts can be retrieved from archives ordered 

chronologically. Unlike an official web site, a weblog is 

highly subjective, reflecting the thoughts, opinions and 

preferences of its author(s). Most weblogs are written by 

individuals also known as web loggers or bloggers[2]. 

B.   Wikis 

A wiki is a website, hypertext document collection that 

allows users to add content, as on an Internet forum, but 

also allows anyone to edit the content. A wiki enables 

documents to be written collectively in a simple markup 

language using a web browser. Generally, there is no 

review before modifications are accepted, and most 

wikis are open to the general public or at least to anyone 

who has access to the wiki server. Two important aspect 

of Wiki, there‟s always some new piece of information 

to add, and some old piece to delete or revise and the 

whole is greater than the sum of the parts[2]. Example: 

Wikipedia 

 

C. Microblogging  

Microblogging is a broadcast medium in the form of 

blogging. A microblog differs from a traditional blog in 

that its content is typically smaller in both actual and 

aggregate file size. Microblogs allow users to exchange 

small elements of content such as short sentences, 

individual images, or video links. Microblogging has the 

potential to become a new, informal communication 

medium, especially for collaborative work within 

organizations.Microblogging is expected to improve the 

social and emotional welfare of the workforce, as well as 

streamline the information flow within an organization. 

It can increase opportunities to share information, help 

realize and utilize expertise within the workforce, and 

help build and maintain common ground between 

coworkers.  As microblogging is quickly becoming a 

core component of Enterprise Social Software[6]. 

Example: Twitter, Facebook 

 

D. Social commerce 

Social commerce is a subset of electronic commerce that 

involves using social media which supports social 

interaction, and user contributions to assist in the online 

buying and selling of products and services. Examples 

of social commerce include customer ratings and 

reviews, user recommendations and referrals, Social 

commerce software are used by shoppers to get advice 

from trusted individuals, find goods and services and 

then purchase them. The social networks that spread this 

advice have been found to increase the customer's trust 

in one retailer over another[6]. 

 

E. 2.5 Social Analytics 

Social media analytics is a powerful tool for uncovering 

customer sentiment dispersed across countless online 

sources. The analytics allow marketers to identify 

http://en.wikipedia.org/wiki/Blog
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sentiment and identify trends in order to accommodate 

the customer better. Social media analytics help 

organizations take controls of social data so they can 

improve customer satisfaction, identify patterns and 

trends, and make smarter decisions regarding marketing 

campaigns[6]. 

 

F. Crowdsourcing 

Crowdsourcing is the practice of obtaining needed 

services, ideas, or content from an online community, 

rather than from traditional employees or suppliers. It 

combines the efforts of numerous self-identified 

volunteers or part-time workers, where each contributor 

of their own initiative adds a small portion to the greater 

result. The user will receive the satisfaction of a given 

type of need, be it economic, social recognition, self-

esteem, or the development of individual skills, while 

the crowdsourcer will obtain and utilize to their 

advantage that what the user has brought to the 

venture[6].  

 

G. Social Bookmarking and Tagging 

Social Bookmarking is the practice of saving bookmarks 

to a public Web site and “tagging” them with keywords.  

To create a collection of social bookmarks, register with 

a social bookmarking site, which store bookmarks, add 

tags of choice, and designate individual bookmarks as 

public or private.              Social bookmarking opens the 

door to new ways of organizing information and 

categorizing resources. The creator of a bookmark 

assigns tags to each resource, resulting in a user-directed 

method of classifying information. Users can also see 

how many people have used a tag and search for all 

resources that have been assigned that tag. In this way, 

the community of users over time will develop a unique 

structure of keywords to define resources something that 

has come to be known as a “folksonomy” [6]. 

 

H. 2.8News aggregator  

News aggregator, also termed a feed aggregator, news 

reader or RSS, is client software or a web application 

which aggregates syndicated web content such as news 

headlines, blogs, podcasts, and video blogs in one 

location for easy viewing. 

 

III. SOCIAL FABRIC WEAVING INTO  ORGANI- 

ZATIONAL KNOWLE GE MANAGEMENT  

Early knowledge management approaches have focused 

on capturing, describing and transferring knowledge 

captured in documents and databases, newer approaches 

focus on communicative aspects and take a knowledge-

in-action perspective. In this context, the emergence of 

social software and social media presents as a promising 

opportunity to facilitate and shape new forms of 

knowledge management. While the first wave of social 

technologies, social software such as blogs and wikis, 

focused on explicit knowledge by enabling the joint 

creation and authoring of content, a second wave of 

social technologies such as social networking or 

enterprise microblogging platforms aims to enable 

knowledge sharing through social connections, 

conversations and the narration of work. As social media 

adds to the already crowded space of tools aimed at 

supporting communication and knowledge work, it is 

necessary to gain an understanding for the emerging 

roles of such technologies. 

 

 
Fig. 1 Knowledge Management Social Fabrics 

 

As organizations look at becoming more social it‟s 

crucial to think beyond a set of features, and start to 

understand how social can help them achieve some of 

their key business needs; such as keeping employees up 

to date, breaking down silos, increasing reuse of 

information, documenting tacit knowledge, finding who 

knows what, making collaborative decisions and getting 

work done. Fig.1 map social technologies with 

knowledge management functions. 

 

By connecting people, organization reduces employee 

isolation and gives employees a voice to collaborate 

with both peers and executives. Employees can connect 

with others who have common interests, and create 

networks of people who share common goals across an 

organization instead of within a particular workgroup.  
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Community Sites provide a forum experience that 

enables people to discuss common interests. Community 

Sites provide features to organize discussions, moderate 

conversations, and promote participation of members 

through incentives such as reputation points, gifted 

badges, likes, and best replies. These features help 

people share and locate knowledge through persistent, 

searchable information. 

 

Enterprise Social Networking KM tools talks about „The 

new way to work together‟, and social is really the 

center of this. Working together is truly representative of 

the need to connect experiences in many different ways 

on many different applications and locations all with the 

same goal: Get more done in less time. This informal 

connectivity is meant to give employees the ability to 

create and develop informal ideas that might impact the 

business in profound ways. The Offering will provide 

guidance for the envisioning and planning of an 

enterprise Social Computing environment, and will 

provide support for envisioning, planning, build, and 

deployment. 

 

Managing knowledge social computing and 

collaboration features and functionality provide an 

approachable, less formal means of communication in 

the enterprise. For example, use blogs or wikis to 

capture more impromptu or casual information that 

doesn‟t belong in formal documents or other resources 

in the organization. It reduces clutter, and creates 

transparent communities of persisted information. 

Enterprise Social Networking KM tools will help to 

break down silos in organizations and get people talking 

not just having superficial conversations but having 

conversations that will be crucial to helping business 

achieve their goals; as social matures so does the way 

that people use it and the value they get out of it.  It will 

also help organizations plan and organize how work will 

get done.  It will help to bring together information from 

systems across the enterprise, and then provide BI 

capabilities that will help IW make better decisions[4]. 

 

IV. ENTERPRISE SOCIAL NETWORKING 

BENEFITS  

There are a number of reasons organizations cite for 

introducing and leveraging social networking within the 

enterprise. Enterprise Social Networking lowers the cost 

of sharing and organizing information due toeasier and 

more ways to access information.It also surfaces 

knowledge and networks and gives improved visibility 

and increases employee engagement by allowing more 

participants. 

 

Social technology support key Knowledge Management 

areas already within companies. Most social 

technologies within an enterprise leverage the identity of 

the contributing individual. Improve search relevancy 

and helps people find what they are looking for. A 

concrete example of improving search relevance would 

be a social tagging, rating, and action results in an 

increase the ranking of that document or item Improve 

content authority and reliability. When searching or 

browsing through so much corporate information the use 

of social features such as tagging, rating, and discussions 

can greatly help understand the authority level of certain 

content. Not only from the existing tags, ratings and 

discussions, but also based on who uploaded or modified 

the content, and whether or not based on their user 

profile information they have expertise in that topic area. 

Add additional contextual relevance to existing 

information. It is not only within communities or 

personal sites that social features are leveraged. Even on 

executive dashboards that use roll ups and reports of 

data it is possible in many cases to use the note board for 

discussion, to tag specific reports, to rate specific reports 

or data summaries. So long as the information is within 

Enterprise Social Networking it can be tagged and 

discussed. In fact Enterprise Social Networking even 

allows users to use a feature that enables the tagging and 

discussion of external information sources. 

 

Provide additional ways to find content.Beyond 

searching for information by using keywords, phrases, 

or tags it can often be useful to find information by 

discovering „experts‟ or individuals who are linked to 

the content either as authors or as someone who recently 

highlighted that content through the use of social tags, 

ratings, or sharing. Additionally what this means for 

finding people in the case of expertise searching and 

discovery is that people are more easily found and their 

properties are more accurate. 

 

Social technologies enable unique insights, by allowing 

marketers and Product developer to engage directly with 

thousands of consumers and to monitor unprompted and 

unfiltered conversations. Thais can generate more 

genuine and timely insight into consumer‟s preference 

and trends.Enterprise can leverage Social Networking in 

different organizational function listed in fig 2[1].  
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Fig. 2 Value Add from Social Networking to 

Organizational Function 

 

V. SOCIAL ADOPTION RISKS AND 

MITIGATIONS 

Social adoption in Enterprises also carries some risk like 

excessive time spent on chatting or using social media to 

attack fellow employees or management. Other risks 

involve breeches of consumer privacy which could 

constrain a company ability to develop the most 

revealing consumer insights. Similarly there is great 

need for information security, but a companies need to 

maintain data security can limit the ways in which social 

technologies can be applied. Management may feel that 

they may lose the control and employee may feel that 

they me lose personal value.  

 

There is yet confusion over the business impact of new 

social tools and management is hesitant about change 

and breaking away from existing conventions. 

Employees are pushing for the technology to be used in  

the enterprise. End users want to bring in technologies 

they feel comfortable with and what they feel will 

enhance their productivity. IT is hesitant to incorporate a 

new set of tools to manage. IT is concerned with 

security and compliance issues that come with adopting 

new technologies. IT has to leverage more bandwidth 

for governance on social computing technologies. 

 

Corporate Embarrassment:  The most common reason 

for corporate embarrassment is lack of training on 

management and executive teams. It‟s important for the 

leader who creates a blog for example to also impose 

„approval‟ on blog comments. These simple measures 

must not only be put into effect but they also must be 

understood and the users must understand how to use 

these features effectively. 

 

Loss of Intellectual Property & Trade Secrets: This is 

often dealt with by appending or amending existing 

intellectual property policies within employee manuals 

or employee agreements. The Intranet or any social 

technology should not be exempt from acceptable 

technology use practices and ethical/respectful employee 

behavior. 

 

Another Potential Distraction: It is important for 

management to support the platform but also to clearly 

explain why/when it should be used. Setting the 

expectation that this is a work technology (like email, or 

their web browser) is often the only effort necessary. To 

help make employee use more effective it can be 

extremely useful to provide training, guidance, and 

examples for how to use the technology in a work 

setting.  

 

Another Entry Point for Viruses: this is immediately 

mitigated by deploying or implementing an enterprise 

ready social technology. Many have constraints imposed 

to stop people from adding script as an example to status 

updates, discussion boards, tags, or embedded within 

other social content. 

 

Employee Harassment: This is often dealt with by 

appending or amending existing sexual harassment 

policies within employee manuals or employee 

agreements. The Intranet or any social technology 

should not be exempt from acceptable technology use 

practices and ethical employee behavior. 

 

VI.     CONCLUSION 

The real power of Enterprise Social Networking is only 

just beginning to be understood. The power steams from 

the inner appeal of interacting socially and the pleasure 

and intellectual stimulation that people derive from 

sharing what they know, expressing opinion, and 

learning what others know and think. 

 

Enterprise Social Networking and management 

innovation will help firms and economics to improve 

their productivity resulting in improved work 

experience. Enterprise Social Networking has the 
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potential to unlock the initiative, creativity, and passion 

that are needed to produce true innovation and enable 

companies to tackle the most difficult problem.  

The interaction enabled by Enterprise Social Networking 

can encourage more engaged employees to bring their 

creative gifts to their work. Social technologies are 

bringing the speed, scope, scale and transformational 

power of the internet to human interaction to build 

organization which will be more networked; flexible that 

doesn‟t required command and control hierarchies to 

maintain the coherence. 
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