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Welcome!
Thank you for joining us on today’s Gartner webinar.
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Business Gets Social
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Personal



Key Issues

• What are the industry adoption patterns and 
challenges for social media? 

• Which social media tools and social networking 
sites are hot, and which are not? 

• How much are companies spending on social 
media and who owns the budget?
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Gartner 2011 Social Media Survey 
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• Online survey conducted from Dec. 
2010 to Jan. 2011

• About 50% of 4,321 survey participants 
have a social media presence

• 798 qualified respondents were 
active in social media and were 
personally knowledgeable about 
or responsible 
for planning, evaluation or selection 
of social media & collaboration 
within their organizations.

• Roughly half of the respondents 
were from U.S. vs. U.K. and half 
from IT vs. Marketing

• Companies with less than 50 
employees were screened out

N = 798Source: Gartner Social Media Survey, March 2011



Social Media and Collaboration Tool 
Adoption: Telecom Industry Leads
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N = 4,321

Source: Gartner Social Media Survey, March 2011
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Social Networking Site Usage: 
Lag in Banking and Securities
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N = 4,321

Source: Gartner Social Media Survey, March 2011
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Heat Map for Social Media Drivers 
Across Industries
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Generate Revenue

Sharing/Knowledge Transfer

Brand Enhancement

Enhance Teamwork

Retain Customer Loyalty

Enhance Productivity

Decrease Marketing Costs

Lead Generation

Keeping up with Peers

Significant factor Somewhat of a factor Small factor
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Heat Map on Social Media Inhibitors 
Across Industries
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Social Media:
Top Technical Challenges

• Content Management

• Monitoring

• Analytics and/or 

Datamining

• Integration Challenges

• Linking Social Media to 

Databases
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Key Issues

• What are the industry adoption patterns and 
challenges for social media? 

• Which social media tools and social networking 
sites are hot, and which are not? 

• How much are companies spending on social 
media and who owns the budget?
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N = 798

Source: Gartner Social Media Survey, March 2011

Q: Thinking about your organization's social software deployments for collaboration and social networking in the 

workplace, please indicate what phase of technology adoption your organization is currently in for each tool? 



Social Networking Sites: 
What’s Hot and What’s Not
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N = 798

Source: Gartner Social Media Survey, March 2011
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Customer Service on Twitter
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Q. Which of the following statements describe your organization's activities on 

Twitter?

N = 590

Multiple responses allowed

Source: Gartner Social Media Survey, March 2011
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Context Aware Computing: 
Foursquare for Business
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Q. Which of the following statements describe your organization's activities on 

Foursquare?

N = 93

Multiple responses allowed

Source: Gartner Social Media Survey, March 2011

55

49

38

27

22

13

12

10

0 10 20 30 40 50 60

Our venue is listed on Foursquare

We are tracking customer engagement

We use Foursquare to identify customers

We use Check-in specials

We use Frequency based specials

We use Wildcard specials

We use Mayor Specials

None of the above

Percentage of Respondents



Key Issues

• What are the industry adoption patterns and 
challenges for social media? 

• Which social media tools and social networking 
sites are hot, and which are not? 

• How much are companies spending on social 
media and who owns the budget?
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Social Media Ad Campaign Budgets
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Q: What percentage of your organization's advertising campaign budget in fiscal 
year 2010 is allocated to social media advertising spending?

N = 398

Source: Gartner Social Media Survey, March 2011
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U.K. Respondents (N = 160)U.S. Respondents (N = 172)

Source: Gartner Social Media Survey, March 2011

Q. Which of the following best describes the cost structure of social media and 
collaboration tools and software within your organization?



Key Findings from Social Media Study

• While Facebook, YouTube, and Twitter lead in social 
networking sites, respondents show interest in 
FourSquare for 6 to 12 months out

• Video Dominates Social Media Tool Adoption

• Twitter Use of Customer Service Gaining Traction

• Communications Industry Leads in Tool Adoption and 
Media Industry Leads in Social Networking Site Adoption.

• Social Media and collaboration software costs mostly 
originate from Marketing Department.
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Recommendations
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For Tech Providers

 Track and investigate market 
players- software, monitoring 
tools, etc. - it continues to morph

 Target specific messaging to key 
stakeholders and industries

 Identify key business processes 
by industry, social BPM

 Build architecture and workflow 
to link social media into overall 
IT systems (database, content 
management systems)

For IT Marketers

 Integrate Social Media into the 
Corporate Communications Plan

 Build Brands on targeted 
Channels

 Set Policy and Conduct Media 
Training for Participants

 Establish a R3 Team (Recourse, 
Real-Time, Response) Team

 Monitor Social Media Channel
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Published Research

• User Survey Analysis: U.S. and U.K. Social-Media Activity and Adoption Across 
Industries, 2011

• Market Trends: Social Media in Banking and Investment Services, Western Markets, 2011

• Business Gets Social

• Case Study: Using Social Media to Deepen Partner Relationships, an Inside Look at the 
Oracle Partner Network

• Magic Quadrant for Externally Facing Social Software

• Toolkit: Employing a Purpose Road Map to Build and Execute a Social-Media Strategy

• Defining A Social Media Strategy: Identify Audience and Engagement

• Social BPM: Design by Doing

• Market Share: Web Conferencing, Teaming, and Enterprise Social Software, Worldwide, 
2009

• Market Trends: Web Content Management Market is Driven by Enhancements to Online 
Channels, Worldwide, 2010

• Look Beyond Marketing for Competitive Advantage With Social Media

• The Six Core Principles of Social-Media-Based Collaboration
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Gartner Symposium/ITxpo: The world's most important 
gathering of CIOs and senior IT executives

• Hundreds of analyst-led sessions, workshops, how-to clinics and more

• Role-based tracks designed to address your key priorities and challenges

• Immediately actionable take-aways—a clear action plan for the next 3, 6 and 12 months

• Mastermind Interview Keynotes with industry leaders

• ITxpo show floor with hundreds of top solution providers and exciting startups

August 22 – 24 Cape Town, South Africa

October 3 – 5 Tokyo, Japan

October 16 – 20 Orlando, FL

October 25 – 27 Sao Paulo, Brazil

November 7 – 10 Barcelona, Spain 

November 14 – 17 Gold Coast, Australia

November 21 – 23 Mumbai, India

Visit gartner.com/symposium



Two simple steps for increasing the value of 
today’s webinar experience

• Visit gartner.com/webinars

• Today’s presentation will be available in 24 hours

• See a Schedule of upcoming Gartner webinars (plus 
replays of previous webinars) and share these 
resources with your colleagues

• Contact your Gartner account executive 
with any additional questions, comments or to order a 
complimentary copy of today’s presentation


