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Q Introduction

%]% Social Media and Social Business Overview

3 .

@ Audit Considerations
? Questions & Answers
[ J

~ 10 Min

~ 10 Min

~ 10 Min

~ 15 Min

~ 10 Min

protiviti'



SOCIAL MEDIA AND SOCIAL
BUSINESS OVERVIEW



SOCIAL BUSINESS PROCESS ADVANCEMENT

Business Established Business value social Business
Process Strategy Point Strategy

Leveraging
Social Tools to
Improve More

Than Just

Media

Manage
Brand
Awareness

Market and
Sell Products
and Services

Develop
Customer
Partnerships

Develop and
Enhance
Products and
Services

Improve

Operational
Effectiveness

* Image and messaging controlled by
the Company

* Marketing driven through
established /familiar channels

+ |nteraction through email and telephone
» Barriers to sharing intellectual capital

* R&D budgeting
+ Siloed product development
* Linear testing process

* Reactive and ad hoc interactions

* Dispersed availability of and access to
knowledge, ideas, resources and
intellectual capital

Leverage forum provided by communities
to promote brands and inspire conversation
and leverage customer experience and insights

Develop relationships based on trust — social
channels incorporated into overall marketing
strategy (including (co-)creation of products,
forecasting, distribution and promotion)

Develop personal connections

and engage in dynamic dialog with practical
‘just in time’ execution

Learn customer behaviors

Collaboratior leads to innovative solutions
Reduce time to market through parallel
efforts in product development and
market acceptance

Employee community to improve collaboration
across the organization, generate and share
ideas, coordinate customer interactions and
communicate with clients
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BUSINESS BENEFITS OF SOCIAL MEDIA
Recruiting Internal Collaboration

e &0

g | f q+
Customer Service @ m Brand Awareness
So clal T_l'_!-h—e . IBM shared 3 link.
- Media “Lr " CEO Ginni Rometty outlines the six keys to IBM's
(Q transformation ir.1 new_lettertu shan?h.ulders: Tl
!Jath to ”SLICCESS in our industry, and it is not the
o
, In Marketing and Sales

Southwest Airfines
i March @&

Pro du Ct tiothin’ but blue skies....Fares starting at $59 one-way. Hurry and

book!
‘A Follow

D eve l o P me nt an Tue/Wed travel anly. Restrictions and exclusions apply.

hitp://social. southwest.com/UUD

rotiviti'  protiviti L3
prc rd LlnkEdm. Wirc - Global —
BN | have a clientin Phoenix looking for assistance

with a Splunk (monitoring software)
& implementation / configuration project. Do we
& have any resources with this type of expertise?

@& www.splunk com
Comment  Like

Show All § Comments

tumblr.

Jim Lentz, President and COO of
Toyota Motor Sales, USA, will answer

L]
Di ity's t ti ?
fligconmuniisepducetions Innovation

™
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SOCIAL MEDoglA EXPLAINED
O

‘ SOCII‘ EpogIA A

.

“LIKE” IFYOU ~ PLAYING WATCH THESE ~ GUARD DOG HERE IS A HERE IS HOW BEST FIRE EPIC GOOGLE LISTENING ~ CHECKED INTO THE
THINK MY DOG ~ #FETCH WITH DOGGONE FOR HIRE!  VINTAGE PHOTO T0 MAKE HYDRANTIN ~ HANGOUTWITH ~ TOTHESONG  DOG GROOMER

IS CUTE SCRUFFY. FUNNY VIDEQS OF MY PUP. YOUROWN  TOWN. HIGHLY MY DAWGS! “WHO LETTHE ~ AND GOT MY
#BESTDOGEVER #MODELDOG DOG TREATS ~ RECOMMENDED DOGS OUT?” FUR DID
n S
| P

(W) AVALAUNCH
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RISKS AND MISTAKES



EMERGING RISKS
s

While social business developments are presenting significant opportunities for
companies to connect with their customers and others, they are creating a whole
set of new [ssues for businesses.

Inability to Manage the

0 Loss of IP and sensitive data Generational Divide

9 Compliance Violations a Safety Loss
9 Reputation Loss 9 Competitor Risk
e Financial Disclosures 9 Brand Hijacking

Poor Management of Social

e Effect on Human Resources Media Community Forums
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TOP MISTAKES
s
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- SOME EXAMPLES..

@ Travel State Dept be - Follow m @KennethCole
ot a “10” in the US? Then not a 10 overseas. i
3eware of being lured into buying expensive MiﬂiOHS are in uproar in #Cairo. Rumor is
Irinks or worse—being robbed. . . .
tspringbreakingbadly they heard our new spring collection is
¢ x REEOFEDGD now available online at http://bit.ly
M -20 Mar 201 /KCairo -KC
eecoo Sprint LTE 12:47 PM 71%

McDonald's @ ( =
~
@McDonaldsCorp ollow X

I O ®§8 v @
Based on our investigation, we have

determined that our Twitter account was
hacked by an external source. Read more: Congrats, you survived the Boston Marathon!

McD.to/60108Zz)y
3:44 PM - 16 Mar 2017 " .
adidas Running |
590 Retweets 1.084lkes & RO -L DG P £ “\ —
Q. tlsee O 1

‘\ MEN WOMEN KIDS CUSTOMIZE STORE FINDER §

'Elldcs
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AUDIT CONSIDERATIONS



COMMUNITY MATURITY MODEL

Eight Community
Management
Processes

Develop and
ommunicate Strategy

DN Jo)

Sustain Leadership

N
o))
i
&

"

Promote Culture

4
5

Refresh Content and
Programming
6

Enforce Policies and
Governance

7
Deploy Tools

Governance

Initial

Familiarize and Listen

Command and Control

Reactive

None

Formal and Structured

No Guidelines

Consumer Tools Used
by Individuals

Anecdotal

Process Maturity Benchmarks

Repeatable

Participate

Consensus

Contributive

Informal

Some User Generated
Content

Restrictive

Consumer and Self
Service Tools

Activity Tracking

Defined

Build

Collaborative

Emergent

Defined Roles and
Processes

Community Created
Content

Flexible

Mix of Consumer and
Enterprise Tools

Activities and Content

N

Managed

Integrate
Distributed

Activist

Integrated Roles and
Processes

Integrated Formal and
User Generated

Inclusive

‘Social” Functionality is
Integrated Throughout

Behaviors and
Outcomes
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Measure and Report
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RELATIONSHIPS TAKE TIME AND RESOURCES

Recognition

Engagement Friendship Collaboration

vRepeatable

Social Media Engagement

Community Engagement

Direct Engagement
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DEVELOP AND COMMUNICATE STRATEGY

Process Maturity Benchmarks

Communit . :
Man agemer{t Initial \ Repeatable \ Defined
Processes

Develop and Familiarize and

Communicate Strategy Listen Sl e Integrate
The organization STRATEGY 3 p
should define and align ALYZ o
social business goals =
with the corporate IDEA
strategy.

gy INNoVATE.

REFRESH
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SUSTAIN LEADERSHIP
s

Process Maturity Benchmarks
Community

Initial \ Repeatable \\ Defined
Processes

Management

Sustain Command and
Leadership Control

Consensus Collaborative Distributed

Leaders should
continually evaluate
opportunities to
establish valuable
relationships and
remain competitive.
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a PROMOTE CULTURE
= Process Maturity Benchmarks
Community

Management Initial \ Repeatable \ oeiined
Processes

Promote Culture Reactive Contributive Emergent Activist

The Company should
leverage the
organizational culture
to actively promote
social media and
increase awareness.

=
DVMUN
ROUNDTABLE
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MANAGE COMMUNITY
Process Maturity Benchmarks

Communit o .
Man agemer{t _ Initial \ Repeatable \ Defined
Processes

Manage None Informal Defined Roles and | Integrated Roles
Community Processes and Processes

The organization should
assess community needs
and interests, develop
rules of engagement,
identify appropriate
community managers and
establish internal and
external practices.
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REFRESH CONTENT AND PROGRAMMING

Process Maturity Benchmarks

C it " .
M:nrggneurmar{t Initial \ Repeatable \ Defined
Processes .
Refresh Content Formal and Some User Community Integrated Formal
and Programming ’ Structured Generated Content | | Created Content | | and User Generated

The social and website
content strategy should
define the correct
audience, platform,
and goals.
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ENFORCE POLICIES AND GOVERNANCE

Process Maturity Benchmarks

Communit » E :
Managemer}:t Initial Repeatable \ Defined
Processes & /

Enforce Policies

y No Guidelines Restrictive Flexible Inclusive
and Governance

Community managers
Policy (What) + should ensure that
proper policies and
guidelines are in
Who = place before the
organization engages

Gover nance in social media.

Process (How) +
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DEPLOY TOOLS
C
Process Maturity Benchmarks

Communit o . |
Managemer{t Initial \ RS \ S
Processes

Consumer Tools Consumer and Mix of Consumer ‘Social’ Functionality is

Deploy Tools Used by Individuals | | Self Service Tools  and Enterprise Tools | Integrated Throughout

Organizations should
identify the
tools/platforms that
best fulfill community
goals and target the
appropriate audiences.
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SOCIAL MEDIA TOOLS AND PLATEORMS

‘4’ SPROUTSOCIAL 4 TweetDeck

£ buffer
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MEASURE AND REPORT

protiviti- j

Process Maturity Benchmarks

Community > \ \
Management Initial Repeatable .
Processes

Measure and Activities and Behaviors and
Report

Anecdotal Activity Tracking Content Outcomes

The Company should
evaluate and report
the effectiveness of its
social media and
website initiatives.




METRIC MATURITY
s

g
2 3
- § Engagement Friendship Collaboration
(V]
(4
ROI In
Reve n U e an d Qua”tative : Zilljosttosmugtr:tla:sesedba(:k « # of prospects

Cost Saving
Comes After
Relationships
are
Strengthened

protiviti’

« Effort Spent Learning

* Effectiveness of
Training

* Effort Building Initial
Properties

« Types of content that
drives the most interest

* Employee activity and
use patterns

¢ Customer Sentiment

« # of Followers / Friends

* # of Posts / Tweets

« # of Policy Violations

« # of Links Visited

« # of Inquiries /
Response

 # of Downloads

« # of Issues / Problems

¢ # of Mentions

 # of Re-tweets

o # of Links

« # of Shares

» # of Comments

« # of Registrations

« # of Referrals

« # of Prospects identified

* % of Reach (Share of
Voice)

converted into
customers
» Cost Savings Realized

Quantitative



CUSTOMER ENGAGEMENT CONTINUUM

Managed N

Governance
Py
@D
©
D
D
Q
o
D

v

............................................................... Llstenlng Engaglng
Involvement
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Q&A

Kyle Shockley

Manager
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