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Why not just talk  about Social Intranets?  

If this is your Intranet 
todayé 

é this will be your Social 
Intranet 

Picture credit: Leo Reynolds, «Rubbish Binò, 
 http://www.flickr.com/photos/lwr/6098606/  

http://www.flickr.com/photos/lwr/6098606/
http://www.flickr.com/photos/lwr/6098606/
http://www.flickr.com/photos/lwr/6098606/
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About me 

Å13+ years of Intranet and Information Management 
experience both as a Manager and Consultant 

ÅIntranet projects for 30+ companies 

ÅInvolved in PROMET® I-NET methodology (University 
of St. Gall)  

ÅActivities for the Intranet Benchmarking Forum and 
Worldwide Intranet Challenge 

ÅJury member of SVIK Rating for Intranets 

ÅNumerous publications and speaking engagements, co-
author of 4 books 
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Quick Introduction to Infocentric  Research AG 

Á Dynamically growing research and consulting company based in 
Baden, Switzerland 

Á Focus on Information Management issues of large customers: 

-Research Services: Leading-edge Research Reports and 
Customer-tailored Research such as benchmarking and 
fitness analysis 

-Strategic Services: Conceptual Consulting to combine 
business and information processes and to manage your 
information cycle and structure 

-Consulting & Software Services: Consulting on how 
information technology can support organisations to use the 
right technology in the right environment for the right purpose. 
Traditional and information-centric Software Engineering for all 
your application needs. 
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WHAT IS AN INTRANET?  

Is there more to it than news and the cafeteria menu? 

Picture credit: Steve Kay, ĂBoredñ, http://www.flickr.com/photos/nifmus/2385966735/  

http://www.flickr.com/photos/nifmus/2385966735/
http://www.flickr.com/photos/nifmus/2385966735/
http://www.flickr.com/photos/nifmus/2385966735/
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Typical problems of todayôs Intranets 

ÅLow acceptance and usage 

ÅLow relevance for the business 

ÅLow budget and resources 

ÅValue and «Return on Investment» 

ÅCompetition with other systems/channels 

ÅGovernance and quality 

Å... and many more! 
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Some of todayôs challenges for organisations ... 

Performance 

Improve 
decission 
making 

(1) 

Better 
informed 

Management 
(2) 

Reduce 
interuptions 

(3) 

Increase 
productivity 

through 
engagement 

(4) 

Manage 
complexity 

(5) 

Make better 
use of talent, 

ideas and 
experience (6) 

Reduce 
inefficiency in 
information 

work (7) 

... 

... for which the Intranet should be part of the solution!  
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(1) Cultivating high performance through 
information management 

ÅñWhen we asked respondents to rank the ways in which 
information brings business value, ñimproves access 
to high-quality information for better analysis and 
decision makingò is the top choice by faréò 

 

ÅSource: Accenture, ĂCultivating high performance 
through information managementò, Accenture CIO 
Survey 2007 
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(2) Business analytics and optimization for the 
intelligent enterprise  

ÅñOne in two business leaders do not have 
sufficient information from across their 
organization to do their jobs.ò 

 

ÅSource: ñBusiness analytics and optimization for the 
intelligent enterpriseò by IBM Global Business Services 
(2009), http://www-
935.ibm.com/services/us/gbs/bus/html/gbs-business-
analytics-optimization.html 

http://www-935.ibm.com/services/us/gbs/bus/html/gbs-business-analytics-optimization.html
http://www-935.ibm.com/services/us/gbs/bus/html/gbs-business-analytics-optimization.html
http://www-935.ibm.com/services/us/gbs/bus/html/gbs-business-analytics-optimization.html
http://www-935.ibm.com/services/us/gbs/bus/html/gbs-business-analytics-optimization.html
http://www-935.ibm.com/services/us/gbs/bus/html/gbs-business-analytics-optimization.html
http://www-935.ibm.com/services/us/gbs/bus/html/gbs-business-analytics-optimization.html
http://www-935.ibm.com/services/us/gbs/bus/html/gbs-business-analytics-optimization.html
http://www-935.ibm.com/services/us/gbs/bus/html/gbs-business-analytics-optimization.html
http://www-935.ibm.com/services/us/gbs/bus/html/gbs-business-analytics-optimization.html
http://www-935.ibm.com/services/us/gbs/bus/html/gbs-business-analytics-optimization.html
http://www-935.ibm.com/services/us/gbs/bus/html/gbs-business-analytics-optimization.html
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(3) Tackling Information Overload At the Source  

ÅñAccording to the company Basex, which studies 
information overload and hosts the Information 
Overload Research Forum, U.S. workers spend more 
than 25% of their time dealing with interruptions and 
distractions.ò 

 

ÅSource: IDC ĂTackling Information Overload At the 
Sourceò, 2009 
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(4) Driving Business Results Through 
Continuous Engagement 

ÅĂ... when employees are highly engaged, their 
companies enjoy 26% higher employee productivity, 
have lower turnover risk and are more likely to attract 
top talent. These companies have also earned 13% 
greater total returns to shareholders over the last five 
years.ò 

 

ÅSource: Towers Watson: ñDriving Business Results 
Through Continuous Engagement - 2008/2009 
WorkUSA Survey Reportò, 
http://www.watsonwyatt.com/research/resrender.asp?id
=2008-US-0232&page=1 

http://www.watsonwyatt.com/research/resrender.asp?id=2008-US-0232&page=1
http://www.watsonwyatt.com/research/resrender.asp?id=2008-US-0232&page=1
http://www.watsonwyatt.com/research/resrender.asp?id=2008-US-0232&page=1
http://www.watsonwyatt.com/research/resrender.asp?id=2008-US-0232&page=1
http://www.watsonwyatt.com/research/resrender.asp?id=2008-US-0232&page=1
http://www.watsonwyatt.com/research/resrender.asp?id=2008-US-0232&page=1
http://www.watsonwyatt.com/research/resrender.asp?id=2008-US-0232&page=1
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(5) Managing Complexity in Global 
Organisations 

ÅĂAn organisationós ability to manage and use information 
effectively is a key factor in determining how well the 
organisation can deal with complexity. Every 
organisation manages information at some level, but the 
organisations that outperform the competition are the 
ones that have developed mature information 
management capabilities.ñ 

 

ÅSource: Prof. Don Marchand, IMD Business School of 
Lausanne, ĂManaging Complexity in Global 
Organisationñ 
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(6) Little use of talent, ideas, experience 

ÅñIn an internal survey among ABN Amro Bankós 100'000 
employees 70% of the respondents said, that they use 
only 15-20% of their talent, ideas and experience to do 
their job.ò 

 

ÅSource: ABN Amro Bank 
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(7) Information Worker ï der Weg zur 
interaktiven Wertschöpfung  

ÅñDie digitale Arbeitsorganisation ist hochindividuell, 80% 
aller Arbeiten sind ineffizient, der Input ist stets höher 
als der Output. 

 

ÅQuelle: Expertenstudie Information Worker ï der Weg 
zur interaktiven Wertschöpfung, Lutz Hirsch, Hirschtec, 
03/2009 
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A new business perspective on Intranets  

Business Goals 
 
Å Increase earnings 
Å Increase turn-overs 
Å Decrease costs 
Å Create wealth for investors 
Å Create sustainability 
(economicallly, ethically, 
socially) 
Å Cater to stakeholders 
Å Execute strategy 
 
Å Increase market share 
Å Restructure, Integrate, M&A 
Å Increase Competitiveness 
 

 

Intranet 
 
Å CMS 
Å Portal 
Å Collaboration Spaces 
Å Wiki 
Å Blogs 
Å Social Network 
ÅMicroblogging (Social 
Messaging) 
Å Audio-/Video-Casting 
Å Forums 
Å Media-Sharing 
Å Prediction Markets 
Å RSS 
Å Mash-ups 
Å ... 
 

 

 
Performance Drivers  

& 
Organisational Enablers 

Å Employee prodcutivity 
and engagement 
Å Customer Experience 
Å Fostering of 
Innovation 
Å Reduction of 
Complexity  
Å Operational efficiency 
Å Strengthen key 
capabilites 
Å Increasing flexibility 
Å Fostering 
entrepreneurship 
Å ... 

Å Improvement of 
collaboration  
ÅCreating transparency  
Å Authentic comm-
unication 
Å Uncovering of 
problems 
Å Creating trust 
Å Creating belonging 
Å Foster role models 
Å Improvement of 
decission making 
Å Speed-up project 
executing 
Å  Enabling change 
Å ... 
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So, once again: whatôs an Intranet ? 

An Intranet is and has always been a 
universal work tool. 

 

Unfortunately, it has so far been 
heavily confined by organisational 

and technical limitations. 
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The six dimension  of future  Intranets  

ÅCommunication 

ÅContent Provisioning 

ÅKnowledge Sharing 

ÅContent Syndication 

ÅeLearning 

ÅIntegration of Content and Data 
(e.g. Biz Intelligence) 

Åé 

Information 

ÅWorkspaces (calendars, tasks, 
documents, ...) 

ÅConversation (e.g. Instant 
messaging, commenting, ...) 

ÅConferencing 

ÅApplication Sharing 

ÅCommunities of Practise 

Åé 

Collaboration 

ÅEmployee/Manager Self Services 
(ESS / MSS) 

ÅForms & Workflows  (e.g. requests, 
purchasing, ticketing, booking, ...) 

ÅIdea Management 

ÅPrediction Markets 

ÅTools & Applications 

Åé 

Transaction 

ÅIntegrated Personal Information 
Management (tasks, contacts, mail, 
...) 

ÅDashboards 

ÅMash-ups 

 

Personal 
Productivity 

ÅInternal Branding 

ÅEmployee Profiles & Corporate 
Social Networking 

ÅRelation & culture building (e.g. 
CEO chats, co-decision making, ..) 

ÅCommunities of Interest 

ÅFun & Social 

Åé 

Relationship 
Management 

ÅSearch 

ÅNavigation & Metadata 

ÅSingle-Sign On 

ÅPersonalisation 

ÅFeeds 

ÅAnalytics & Reporting 

ÅAgents (e.g. suggestions, ...) 

ÅArchiving & Compliance 

Å... 

Infrastructure 
Services 
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Overview of Topics  

Running an 
Intranet 

Making things 
findable 

Social Intranet 

Intranets & 
Branding 

Gathering 
Requirements 

Choosing the 
right System 
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RUNNING AN INTRANET  

The 4 Building Blocks of successful Intranet Management 

Picture credit: Ian Sane, «The Making of a Winnerò, http://www.flickr.com/photos/31246066@N04/4539232185/  

http://www.flickr.com/photos/31246066@N04/4539232185/
http://www.flickr.com/photos/31246066@N04/4539232185/
http://www.flickr.com/photos/31246066@N04/4539232185/
http://www.flickr.com/photos/31246066@N04/4539232185/
http://www.flickr.com/photos/31246066@N04/4539232185/
http://www.flickr.com/photos/31246066@N04/4539232185/
http://www.flickr.com/photos/31246066@N04/4539232185/
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The 4 Building Blocks of successful Intranet 
Management 

Governance 

Performance Measurement 

Roles & Processes 

Strategy 
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Intranet Strategy  

Governance 

Performance Measurement 

Roles & Processes 

Strategy 



Page 23 © Copyright 2010 

Online Communication, 08.10.2010 

Strategy is all about Direction  

Picture credit: Doug Zwick, «Signpost Atop Angel»ò, http://www.flickr.com/photos/dczwick/4636848238/  

http://www.flickr.com/photos/dczwick/4636848238/
http://www.flickr.com/photos/dczwick/4636848238/
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Status Quo: the more mature Intranets are 
managed more strategically 

ĂGlobal Intranet Trends for 2009ñ,  
Jane McConnell. NetStrategyJMC, 
http://netjmc.com/survey/index.html  
 

http://netjmc.com/survey/index.html
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Important characteristics of a strategy  

ÅLong-term 

 

ÅPlanned 

 

ÅGoal orientation 

 

ÅRight use of resources 

 

ÅBig picture 

 

ÅPattern for day-to-day activities and decision making 
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How to get to an Intranet Strategy? 

ÅCommon effort 
with common 
results 

ÅConsider 
Corporate Culture 

ÅEmployee needs 

ÅCompany 
requirements 

ÅGaps & 
Opportunities 

ÅDerive from 
existing strategies 

ÅRelate to 
business goals 

ÅAnalyse 
Stakeholders 

ÅChoose the right 
participants 

People 
Link to 

Business 

Involve-
ment 

Require-
ments 
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What needs to be talked about for the Strategy 

ÅIdeal state in 3-5 years (Vision) 

ÅReason for the Intranetôs existence (Mission Statement) 

Å Implications! 

ÅScope of the Intranet 

Å1 Intranet (?) 

ÅPositioning in the media/systems mix 

Å [Identification of «killer-apps»] 

ÅAccess 

ÅGeneral direction re. : 

- Roles and tasks  

- Performance Measurement 

- Governance 

- Non-business use cases 

ÅRelation to Corporate culture  

Å«How to» for living the strategy 
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Roles & Processes 

Governance 

Performance Measurement 

Roles & Processes 

Strategy 
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Intranet Roles  

Superior 

Sponsor 

Intranet 
Committee(s) 

Legal 

Workers 
Council 

Other 
Stakeholders 

é 

Core Team 

Intranet 
Manager 

Intranet 
Team 

Content 

Content 
Managers 

Authors 

Reviewers 

Content 
Owner 

Participation 

Moderators 

Contributing 
Users 

Technical 

Operations, 
Maintenance 

Support 

Development 

é 
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The most important regular tasks of the Intranet 
Manager 

ÅContinuous optimisation 

 

ÅEnablement and «care»  
(training, consulting, promotion, support) 

 

ÅStakeholder Management 
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Performance Measurement 

Governance 

Performance Measurement 

Roles & Processes 

Strategy 



Page 32 © Copyright 2010 

Online Communication, 08.10.2010 

Choose the right Performance Indicators 

Å User Satisfaction (e.g. 
Worldwide Intranet Challenge, 
http://www.cibasolutions.com.au) 

Å Results of Usability-Tests, 
Findability, ... 

Å Structured Feedback from 
Committees, Content Managers, 
Authors, ... 

Å Task-Technology-Fit 

Å Changes in the Positions of the 
Stakeholders 

Å Effectiveness of transfer of 
know-how 

Å ... 

Usage & 
Performance 

Output 

Awareness 

Outcome 

Return 

Outflow 

Å Intranetós Effects on 
Performance 

Å Evaluation of time savings, cost 
reductions, process 
improvements, ... 

Å Intranet Financial Value 
Benchmark 

Å Enhanced Balanced Scorecard 

Å é 

 

Å Web Analytics 

Å Cost & Efforts 

Å Authors 

Å Content 

Å Processes 

Å Search 

Å Infrastructure 

Å Misc. 

http://www.cibasolutions.com.au/
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Process for  Measurement 

Define 
and adapt 

Control 
(measure, compare, 

interpretation)  

Steer 
(act!)  
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Governance 

Governance 

Performance Measurement 

Roles & Processes 

Strategy 
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Why Governance? 

Grafik: ARD/WDR, http://sport.ard.de/wm2006/wm/news200606/28/audio_schieri_diskuss_060628.jhtml 

http://sport.ard.de/wm2006/wm/news200606/28/audio_schieri_diskuss_060628.jhtm
http://sport.ard.de/wm2006/wm/news200606/28/audio_schieri_diskuss_060628.jhtm
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Keys to success in Intranet Governance 

ÅIntranet Governance is about support, not control 

 

ÅBenefit = Quality * Acceptance 
 

ÅFind balance: Control-orientation kills motivation ï 
motivation-orientation kills control 

 

ÅCommon effort involving persons/roles concerned 
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In -sync with  your strategy and goals 

Strategy 

Goals 

Performance 
Indicators 

Direction  

Requirements  

Conformance  
Efficiency  

In
tr

a
n
e

t 
G

o
v
e

rn
a

n
c
e

 

Business Goals & Performance 



Page 38 © Copyright 2010 

Online Communication, 08.10.2010 

Elements of Governance 

Design 

Content 

Participation 

Integration 

Technology 

Security & 
Compliance 
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MAKING  THINGS  
FINDABLE  

Removing the biggest pain point for your users 

Picture credit: Steve Bailey, «Information Overloadò, http://www.flickr.com/photos/monster/221220382/  

http://www.flickr.com/photos/monster/221220382/
http://www.flickr.com/photos/monster/221220382/
http://www.flickr.com/photos/monster/221220382/
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Status quo: «Finding  information » 

Source: Worldwide Intranet Challenge, 2009 
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Key methods to move from poor to good 

Navigation 

ÅBuild it based on the usersô 
mental model 

 

ÅAbandon classification 
systems from the paper 
world 

 

ÅOffer more than just menu 
navigation 

Search 

ÅUnderstand the limited role 
of technology and teach 
authors 

 

ÅRegularly do Search 
Analytics and take 
measurements 

 

ÅGo beyond ñsingle shotò 
searching 
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Representing the Usersô Mental Model 

ÅQuestionnaires, Feedback, User Observation, User 
Testing, ... 
 

ÅCard Sorting / Evaluation 
 

ÅTraffic Analysis 
 

ÅSearch Log Analysis 
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Classification 
for a  
Digital World  
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Example: Multiperspective Metadata  
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Other forms of «Navigation»  

ÅA-Z Indices 

ÅTagclouds 

Å«New in this section» 

ÅTopic Guides 

ÅOverview Pages 

ÅRelated Content 

ÅPersonalisation 

Åé 
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Intranet Search: has Google figured it  out for  
their  own Intranet?  
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Internal Search: why is it so hard? 

ÅNot a question of technology 

ÅPage Rank doesnôt work 

ÅUsers mainly perform precission-searches 

ÅIntranet authors donôt do SEO 

ÅContent lacks metadata 

ÅLow level of technical overseeing 

ÅHeterogenous information sources 

ÅLow level of central optimisation 

ÅUsers (search qualification, willingness to spent time/effort) 
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When is my search experience a good one? 

Experienced Quality from 
the Userôs Perspective 

Expectation 

Quality 
(Relevance) 
of Results 

Design & 
Usability 
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Search Analytics 

ÅTop Searches 

 

ÅSearches with no results (clicked) 

 

ÅTune content, manage metadata and «Best Bets» 
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Beyond «Single Shot» Searching é 
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é Search and Navigation become one 
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SOCIAL  INTRANET  

You are not  ready for this ï should you do it anyway? 

Picture credit: Leila Summa, Summa Co-(R)evolutionary Consultancy, http://www.summa.name/  

http://www.summa.name/
http://www.summa.name/
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What is Intranet 2.0 / Corporate Social Media / 
Enterprise 2.0? 

ÅAdoption of principles of Web 2.0 (Social Media, Social 
Software) for use inside an organisation 

 

ÅParticipation through open collaboration, communication 
and community building 

 

ÅAn enabler for employee engagement, idea/talent 
harvesting, trust, innovation, speed, involvement, 
knowledge management é 

 

ÅA difficult, but necessary step for organisations to take 
in moving from the industrial to the information age 
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Now showing at an Intranet near you é 
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Now showing at an Intranet near you é 
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Now showing at an Intranet near you é 
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Now showing at an Intranet near you é 
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Now showing at an Intranet near you é 
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Now showing at an Intranet near you é 
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Social Intranet Shopping List  

ÅUser Generated Content: 

- Blogs 

-Microblogs (Social 

Messaging) 

-Wikis 

- Pod-/Videocasting 

- Forums 

-Media-Sharing 

- Social Networking 

-Prediction Markets 

-é 

ÅUser Generated Metadata : 

- Tagging 

-Rating 

-Comments 

-é 

 

ÅTechnology: 

-RSS 

-Rich Internet Apps / User 

Experience (eg. AJAX)  

-Mash-ups / Open APIós 

- 3D worlds 

-é 
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Examples for  Solutions for  real Requirements:  

Problem 

Documentation in ever 
changing project teams 

Potential Solution 

Project Team Blog instead of 
Email 
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Examples for  Solutions for  real Requirements 

Problem 

Working together on 
Documents 

Potential Solution 

Wiki instead of Word-
document versioning chaos 
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Examples for  Solutions for  real Requirements 

Problem 

Finding the right person to 
talk to for a specific question 
/ issue 

Potential Solution 

Socially enhanced Employee 
Directory with information 
hinting at areas of expertise 
and interests (e.g. status 
updates, relationships, 
project memberships, é) 
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Corporate Culture and Social Intranets 

Å ñThe absence of participative technologies in the past is not the only reason that 
organizations and expertise are hierarchical. Enterprise 2.0 software and the 
Internet won't make organizational hierarchy and politics go away. They won't 
make the ideas of the front-line worker in corporations as influential as those of the 
CEO. Most of the barriers that prevent knowledge from flowing freely in 
organizations ï 

- power differentials, 

- lack of trust, 

- missing incentives, 

- unsupportive cultures, 

- and the general busyness of employees today 

 ï won't be addressed or substantially changed by technology alone. For a set of 
technologies to bring about such changes, they would have to be truly magical, and 
Enterprise 2.0 tools fall short of magic.ò 
 
 
 
 
Tom Davenport, http://discussionleader.hbsp.com/davenport/2007/03/why_enterprise_20_wont_transfo.html 

http://discussionleader.hbsp.com/davenport/2007/03/why_enterprise_20_wont_transfo.html
http://discussionleader.hbsp.com/davenport/2007/03/why_enterprise_20_wont_transfo.html
http://discussionleader.hbsp.com/davenport/2007/03/why_enterprise_20_wont_transfo.html
http://discussionleader.hbsp.com/davenport/2007/03/why_enterprise_20_wont_transfo.html
http://discussionleader.hbsp.com/davenport/2007/03/why_enterprise_20_wont_transfo.html
http://discussionleader.hbsp.com/davenport/2007/03/why_enterprise_20_wont_transfo.html
http://discussionleader.hbsp.com/davenport/2007/03/why_enterprise_20_wont_transfo.html
http://discussionleader.hbsp.com/davenport/2007/03/why_enterprise_20_wont_transfo.html
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Active Participation  doesnôt happen in Step 1 

1. Be aware 

2. Get notified 

3. Add your mark 

4. Create for others 

5. Integrate & leverage 
 
 
 
 
 
 
(Gil Yehuda, Preparing The Workforce, 
 http://www.slideshare.net/gyehuda/preparing-the-workforce-e20summit-short)  

http://www.slideshare.net/gyehuda/preparing-the-workforce-e20summit-short
http://www.slideshare.net/gyehuda/preparing-the-workforce-e20summit-short
http://www.slideshare.net/gyehuda/preparing-the-workforce-e20summit-short
http://www.slideshare.net/gyehuda/preparing-the-workforce-e20summit-short
http://www.slideshare.net/gyehuda/preparing-the-workforce-e20summit-short
http://www.slideshare.net/gyehuda/preparing-the-workforce-e20summit-short
http://www.slideshare.net/gyehuda/preparing-the-workforce-e20summit-short
http://www.slideshare.net/gyehuda/preparing-the-workforce-e20summit-short
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INTRANETS & BRANDING  

Just put in the logo, colors and fonts ï and youôre done!? 



Page 68 © Copyright 2010 

Online Communication, 08.10.2010 

Intranets & Branding: 3 different «worlds» 

Putting your Brand on the 
Intranet 

Branding your Intranet 

Your Intranet supports 
«living» your Brand 
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Branding your Intranet  
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Using your Intranet to support «living» your 
Brand 

ÅImagine something é 

 

-that acts exactly in the way of the values your brand stands for  
 

-directly ingrained into employees task and activity 
 

-visible and expierencable during the whole workday 
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Some examples 

Brand Value 

Trusted 

Intranet 

Accurate, up-to-date 
content 

Always on 

Participatory elements 
well moderated 

Everything links to people 
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Some examples 

Brand Value 

Customer 
Satisfaction 

Intranet 

High Findability 

User-centered design 
process 

Feedback mechanisms 

All in one place 
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Some examples 

Brand Value 

e as in 
easy 

Intranet 

Readability 

Usability 

Help everywhere 

Reduction 
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GATHERING  
REQUIREMENTS  

Can you just ask people what they need? 
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The problem 

"If I had asked people what they 
wanted, they would have said 
faster horses."  
 
Henry Ford 
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The right mix is key to get valuable answers 

ÅQuestionnaires 

ÅFocus Groups 

ÅInterviews 

ÅWorkplace Observation 

ÅDiary Studies 

ÅTask Analysis 

ÅBenchmarking 

Åé 



Page 77 © Copyright 2010 

Online Communication, 08.10.2010 

Example: WIC User Survey 

Link for free registration: http://www.cibasolutions.com.au/  

http://www.cibasolutions.com.au/
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What to ask for  

ÅWhat information / functions do you need to do your job 
(better)? 

 

ÅWho do you interact with for that? 

 

ÅWhat parts of your job could be better supported? 

 

ÅWhere do you feel there is a lack of communication? 

 

 

Åé but never: what tools do you need? what shall the 
new intranet look like? do you need a wiki? 
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CHOOSING  THE  RIGHT  
SYSTEM  

Intranets are not about technology, but also not not about technology! 

Picture credit: Steve Bailey, «Information Overloadò, http://www.flickr.com/photos/monster/221220382/  

http://www.flickr.com/photos/monster/221220382/
http://www.flickr.com/photos/monster/221220382/
http://www.flickr.com/photos/monster/221220382/
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A billion flies canôt be wrong é or can they? 
(how not to choose a software) 

Quelle: http://mediaproducts.gartner.com/reprints/microsoft/vol6/article4/article4.html 

http://mediaproducts.gartner.com/reprints/microsoft/vol6/article4/article4.html
http://mediaproducts.gartner.com/reprints/microsoft/vol6/article4/article4.html
http://mediaproducts.gartner.com/reprints/microsoft/vol6/article4/article4.html
http://mediaproducts.gartner.com/reprints/microsoft/vol6/article4/article4.html
http://mediaproducts.gartner.com/reprints/microsoft/vol6/article4/article4.html
http://mediaproducts.gartner.com/reprints/microsoft/vol6/article4/article4.html
http://mediaproducts.gartner.com/reprints/microsoft/vol6/article4/article4.html
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Milestones in the Selection Process 

Best Fit for Purpose 

Candidates for Proof-of-Concept 
Visits, Proof of Concept, Contract Negotiations from 2-3 to 1 

Shortlist 
Detailed Requirements, Demos, Research Lab from 4-8 to 2-3 

Longlist 
Primary Requirements from 10-15 to 4-8 

Total Market 
Exclusion Criteria, Market Know-how/Experience from 100+ to 10-15 
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Open Source vs. Commercial 

"You can download [an Open Source Product] then spend 
a ton of money customizing it; or you can spend a ton of 
money licensing [a commerial] software, then spend a ton 
of money installing and customizing it. Your call.ñ 
 
Walter Underwood, Netflix  
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stephan.schillerwein@infocentricresearch.com  
 
www.infocentricresearch.com   
www.intranet-matters.de  
twitter.com/IntranetMatters  
delicious.com/Infocentric_Research  

1 day inhouse Intranet Scoping Workshops  
available throughout Europe! 

Thank you! J 


