
 

 

#AP763033V 

 

I D C  T O P L I N E  

 

Ready for  the  Next  Leve l :  Enterpr ise  Soc ia l  in  
ANZ  

September 2012 

By Claus Mortensen 

Sponsored by Microsoft 
 

Situation Overview 

There is no denying that social media and social networking are having a profound effect on today's 

world and on how companies are conducting their business. Facebook remains the best example of 

how significant and imposing "social" has become. Approaching a billion registered users worldwide, 

Facebook has become almost synonymous with social networking in the consumer space and has 

become immensely popular in Asia in particular, with penetration rates of close to 100% of Internet 

populations in several countries in Southeast Asia. But Facebook is not alone: services like Skype and 

Live Messenger have both reported more than a quarter of a billion registered users worldwide, and 

Tencent QQ reportedly has close to half a billion registered user accounts, predominantly in China. 

There are several factors that IDC expects will increase the importance of social networking and social 

tools in the Asia/Pacific region. Most markets in Southeast Asia have very young populations which are 

usually the first adopters of social tools. Furthermore, the business landscape in Asia is still very 

relationship focused and these relationships are increasingly formed and nurtured through online social 

networks. 

So not only has this changed the way companies relate to their customers and the public as a whole, it 

has also affected the way they work internally and the types of technology that they need to deploy. 

Although social networking is predominantly consumer focused, the phenomenon commonly referred to 

as the "Consumerization of IT" is making it extremely relevant to today's workspace. Broadly speaking, 

consumerization implies that consumer technology and services are now dictating which types of 

hardware, software and services enterprises need to adopt in order for their employees to work 

efficiently and to remain satisfied in their work environment. 

IDC's ongoing research shows the impact this is having. IDC's APeJ C-suite Barometer 2012 survey of 

1,000 companies in the region revealed that among those companies that were harnessing ICT to gain 

competitive advantage, social media and social applications were at the top of the list — above 

investments in core networks, cloud computing and business intelligence. 

Social collaboration tools are thus making their way into the enterprise environment as well. IDC 

defines such collaborative applications as a combination of both "traditional" tools and what can be 

regarded as more modern types of social collaboration platforms: 

 Email applications 

 Instant communications applications 

 Team collaborative applications 

 Conferencing applications 

 Enterprise social software 
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IDC's Enterprise Social Survey 

During May and June 2012, IDC interviewed 352 decision makers and influencers from lines of 

business (LOBs) and IT departments from medium and large enterprises across three sub-regions in 

Asia/Pacific: ASEAN (Singapore, the Philippines, Malaysia, Indonesia and Thailand), ANZ (Australia 

and New Zealand) and Korea. The survey was sponsored by Microsoft and its partners, Avanade, 

AvePoint, Dimension Data and NewsGator, with the purpose of better understanding their perception of 

Enterprise Social (ES) and their motivation for adopting social tools and services within their 

organizations. This document gives an overview of some of the key insights from this survey and from 

IDC's other research on enterprise social applications. 

Current Enterprise Social adoption 

IDC's survey revealed that most companies in ANZ have or are planning to implement ES.  

 52% have an ES network in place 

 22% are planning to adopt one within 18 months 

 26% have no plans to adopt ES  

But the survey suggests that most companies define the term very broadly — and very differently from 

how IDC and most vendors offering ES solutions would define it. For example, the vast majority of 

respondents see email and instant messaging as essential parts of ES, suggesting that some 

companies may not yet fully appreciate the types of tools and services that are available. ANZ does 

appear to be more sophisticated than the rest of the region however, but despite the high adoption 

rates indicated by this survey, IDC still believes that there is a large market potential for ES as 

companies gain a better understanding of what ES entails. 

The benefits of Enterprise Social 

ANZ companies clearly do appreciate what ES can do for them. As highlighted in Figure 1, companies 

generally agree on where ES can be especially useful: in promoting better employee collaboration and 

information sharing, and as a way to transform a company into a more modern organization with more 

engaged and satisfied employees.  

F i g u r e  1  

The Importance of Enterprise Social for Achieving Organizational Goals 

 

Note: Only the top 4 motivators are shown. N=151 

Source: IDC Enterprise Social Survey, June 2012  

Current usage of Enterprise Social 

The survey indicates a fairly comprehensive approach to the use of ES for both internal and external 

purposes in ANZ, led by internal collaboration, knowledge sharing, training and collaboration with 

partners and customers. But although the usage pattern is arguably more homogenous than what is 

seen in the rest of the region, current adoption is actually below average for the countries IDC 
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surveyed. The next 6–18 months should see ANZ companies catch up with the rest of the region 

however (see Figure 2).  

F i g u r e  2  

Primary Usage of Enterprise Social Tools in the Enterprises

 

Note: N=151  

Source: IDC Enterprise Social Survey, June 2012  

Enterprise Social adoption by business units  

Almost all agree that ES strategy is a job for the CIO and senior management — but the survey reveals 
that many LOBs implement and use social tools without the involvement of the IT department. In fact, 
many resort to consumer type social tools for the very reason that they can use these without involving 
the IT department. Even so, LOBs share the concerns about security and compliance risks of such 
tools with their IT counterparts. 

 23% inform the IT department but do not wait for their approval before using Internet-based social 

tools 

 5% generally do not ask or notify the IT department before using Internet-based social tools 

Enterprise Social and integration 

The survey reveals that integration is a very important issue when adopting ES. The vast majority think 
it is extremely important that ES is integrated with other communications systems, with other types of 
business software such as productivity suites, analytics, customer relationship management (CRM) and 
enterprise resource planning (ERP). IT managers also consider it important that ES can be integrated 
into existing IT infrastructure. 

IDC also asked the respondents which vendor they considered to have the most complete set of 

solutions for ES. Microsoft was a clear first with more than a quarter of the responses, with the closest 

competitor achieving less than a fifth of the responses. The survey thus shows that Microsoft has 

established itself as a leader in the ES space in ANZ and in the region overall. But it also revealed a 

highly fragmented market where several niche players and even consumer grade social networks are 

seen as "Enterprise" solutions. 

Inhibitors to Enterprise Social adoption 

Security, compliance and governance are important concerns for both IT departments and LOBs. Yet, 

most of the companies IDC interviewed were using consumer grade social tools (particularly instant 

messaging, video conferencing, file sharing and external social networks) and 28% of the LOB 

respondents (the highest in the region) said they were using Internet-based tools without the consent of 

the IT department.  
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The survey clearly indicates a common disconnect between IT departments and business units when it 

comes to the use of social tools and that many LOBs use Internet-based tools despite their worries 

about security. IDC believes that this is in part due to a prevalent reluctance among IT departments to 

implement social tools as they do not fully appreciate what type of solutions are available and what 

level of security and compliance these solutions can deliver. 

Essential Guidance 

 Nearly three-quarters of companies in ANZ will have enterprise social in place within 18 months. 

This appears to be a very high adoption rate but the current use of ES for specific business 

objectives is actually lower than in the rest of the region. There is also a very high focus on 

traditional collaboration tools such as email and instant messaging. IDC believes that this is 

ultimately a restrictive approach to ES and that companies will need to adopt a much broader view 

of ES in order to reap the full benefits. IDC's survey clearly shows an appreciation of the benefits 

that a more comprehensive approach to ES can bring to a company and ANZ companies do 

appear to be preparing for a more comprehensive adoption of social tools and technologies. 

 Even though new social collaboration tools are quickly becoming essential, they do not altogether 

replace more traditional collaboration tools — they complement them. IDC's survey clearly shows 

that email, traditional voice telephony and unified communications are still considered important 

and that other social applications need to be integrated with both. 

 ES is not just about internal collaboration and social media is not just about marketing. The real 

potential benefit is in harnessing both internal tools and external services in a coherent manner and 

this requires a social platform rather than standalone tools. The CIO is in the best position to 

ensure a consistent and enterprise-wide approach to the use of social tools and the CIO in 

particular should be proactive in managing the company's approach to ES.  

 Security, compliance and governance remain the most important inhibitors to ES adoption. But it is 

not a viable option for companies to resist adoption of social tools on the basis of these concerns. 

In fact, IDC's research suggests that barring adoption may in fact worsen the problem as business 

units will turn towards Internet-based and potentially less secure solutions. Companies will need to 

educate themselves on the availability of ES solutions that also fulfil the requirements around 

security and compliance. 

 Most companies have spent the last decade on trying to break down IT silos but with social 

applications we are seeing a new trend of what could best be described as "pockets" of IT whereby 

different business units across the company are buying or subscribing to their own social 

applications and platforms with no unified approach or company-wide view on how they can affect 

the company. To counter this, companies should explore policies and solutions that enable a 

consistent use of social tools across the organization. 
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