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Socializing Solutions: Tapping Social Media
for Solutions Success
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Figure 1: Social Media for Business: What Do We Mean?

Defining “social media” is one of those challenges about which people can argd*!*1%'*..'+9!E/2!/02!,02,/.* .-!
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groups to publish and share content, comment, connect, convene, converse, and collaborate.”
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Figure 2: Even in a down economy, solutions marketers are spending more on social media
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Source{ITSMA, Online Survey: Web 2.0, April 2009

Understanding the Opportunity

,/2(018(+!  seems!)05%910$()!./83& #* % $&-14*1881X |
Gain richer insight!$1(/!80.(/#*2!8/18*21.-1$%*&.-1&1%! *2. *8($6*.1()&114$()! (2&%6$($/1&!
#&23*(12*.*&28) !
Reach the bloggers,!&1&"+.(-IU/021&'S.(.-18/1.0'(&1(.-1&1%L/()*2.14)/1()*#.*6* 1) &6*1;08 (!
'&25*17/"/4$15.1$1!./8$&"11*(4/23.1&1%!8)&11*'.1&1%)!,'&+1&1!$182*&.$15'+I1$#,/2(&1 (12/*1$1!
*0508&($15'&1%!$17'0*18%15!;0+*2.! !

Take advantage of word-of-mouth and viral marketing ;+!5%(($15!'/+&"80.(/#*2.1(/!
advocate and refer others on our company’s behalf!

Bring together customers and partners!#/2*1*&.$'+!(/1%%$.80..../'0($/1.-!,2/6$%*1 7**%;&83-!
&1%1*L,'/2*¥11*41%$2*8($/1. !

Strengthen internal collaboration and knowledge sharing ;+#&3$15!$(1*&.$*2!(/14/23!
(/5%()*21&82/..1%$6$.$/1.-12*5$/1.-1&1%! ($#*IH/1*. !


http://www.itsma.com/research/web-2-gets-strategic/

Solutions Insights

L0(10)* 1 7$(I$1I&L/O($/1.18/1(*L(-18/1.$%*21 /#4171 ()1 701 %8H*1(&'|(*1*(.1/ 7181 (20*!
JO(S/1.18/#,81+X )

Organizing marketing around customers’ business ne*%.!&1%!8)&"*15*.12&()*2!()&1!,2/%08(!
&1%!.*26$8*17*&(02*.!1&1%!7018($/1. !

>/11*8($15180.(/#*2.14$()!, **21257*2%18* -14)$8)1&2*I (). (1$#,/2(&1(1;0+$15!$17'0*18*17/2!
)$5) T6&'0*./O($/1. !

>["&:/2&($15!4$()!80. (/#+2.1(/18/%*6*'/,1./'0($/1. !

O/23$15W/2+1%77  *8($6%'+1&82/..1/25&1SHE&(S/1&1.$'/.1(/1;2$151(/5%()* 2! 1**%*0%!12* [028*.1&1%!
8&,&;$'$($*. !

DNOMLLO0&(1/BSE H*%$&IB&118/1(2$;0(H$1I()* *I1&2*&.-1$(18&1IS1%6* %!, '&+I&I6&0&; *12/*1$1!
J0($/1.1.088*.9 !

Cutting Through the Noise
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doing with Twitter or Facebook or online video?"”) but less in strategy, objectives, and organization!
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Four Priorities for Social Media and Solutions Marketing
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Social media can contribute to each of these objectives, but “contribute” is the key word. It is the
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Figure 3: A Social Media Matrix for Solutions Marketing
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Identifying new opportunities

E/214#8&1+1./'0($/1.18/#,&1$*.-11*41/,,/2(01$($*.1*#+25%1()2/05)1/#*18/#;$18&($/ 1 71 7$*%!

%L *2$%18*IV*950-182*&($15!&180.(/  #1./'0($/117/21&!. *8$7$8I8'$*1(W-1#&23%(12* *&28)IV.(0%+$1514)*2]
(*241&2*101#*(11%6.1(/1&%%2*..\W-1&1%I$1  T)/0.*IINRIVI%*6*/,$1511*41 2/%08(1&1%! *26$8*17*&(02* !
O&(#$5)(1I;10.570'W9! !

O$()!./8$& #*9$&-18/#,&1$*.)&6H11+41&1%! [4*270'14&+.1(/1.,2*&%)() *14/2961$1 (*21&"+1&:/0(!
$1%$6$%60&1.088*..* IS1I()*1 7S+ 06-I'S. (FLIH/2*1%8 $'+1(/1#&23*(18/16%2.&($/1.1&;/0(1,/(*1($&"+01#*(!
1%06.-181%18/"&;/2&(M1$1 (218" +I&1%*L (*21&8"+1(/18/82*&(*1 1*4!, 2/%08(.-1. 26 $8*.-1&1%!./'0($/1.9! !

Perhaps most significantly, companies can literally “crowdsource” innovation by asking the world for
)* . 91D2/8(/21hIF &#;*1)&.19%/1*1()$.17/21+*82.14$()1$( ! >/11*8(1&1%IR*6*/,  1,&2(1*2.)$,!,2/52&#1&1%!
$.17&.(1&,,2/&8)$15!$(.!1&0%&8%$/0.!5/&'/7!./028$15!eZ! [7'&"11*41,2/%08(1&1%!.*26$8*1%*6*'/ #*1(!
72/#1/0(.$%*!()*!18/#,&1+9 !

In the solutions realm, IBM’s Innovation Jams!;2$15!(/5*()*2!()/0.&1%.!/7"*#,'[+** -180.(/#*2.-!
\&2(1*2.-1&1%1/()*2.17/212&,$%  T7$2*1.*. $/1.1(/1$%*1($7+1&1%!*L,'/2*11*4] ;0.$1*..1/,,/2(01% ($*. 91BM’s
=ZZJWU&# -17/21*L&MH#,"*-  1$18'0%*%#/2*1()&1\eZ-ZZZ! *],"*172/##/2*|()&1\ZZ!8/01(2%$*.1&1%!"*%! (/!
(*'&018)1/7NZI1*A1;0.$1*. * 14AS(). *+%6I$16*. (#*1 (N7 1#/2*1 ) &1INZZ1#$"$/19 !

© 2009 Solutions Insights. All Rights Reserved. Page 4!



Solutions Insights

Another example is Cisco’s ITD2$H*-&1!/,*11/1'$1*18/#,*($($/11(/!, &2(1*214$()1>$.8/145()1()*!;*.(11*4!
“billionTdollar” business idea. To compete for the $250,000 prize last year, more than 2,500
*1(2*%,2*1*02.172/#\Zd!8/01(2$*.1U/$1*%!&11/1'$1*18/"&;/2&($/1!7/20#14)*2*1()*+18/0'%!;2&$1. (/2#!
&1%!18/##*1(1/111*41$%*&.-17/2 #1(*&#.-1&1%!%2&7(1;0.$1*..1,'&1.91:)*I18/1 (*.(15*1*2& (*%!&!)/.(1/7!
52*&(1$%*&.1()&(!>$.8/11*6*214/0'%!)&6*!1%*6*'/,*%!$1(*21&"+9":)*14$11$15! (*&#-1"*%!; +1&!8/#,0(*2!
.8%*18*1.(0%*1(I$LIF*2#& 1+-1%*6*"/,*%!&!,'&117/21&1!*1*25+ T*77$8%$*18+1./'0($/1!;&.%%/1!>$. co’s
*&9%6*2.)$,1$1IAL(*21*(1D2/(/8/''VADW!(*8)1//5+9 !

Creating compelling offers

ALI()*120.)1(/1; 28151 1*A1 77%2.1(/#&23*(-H&1+I8/#,&1$*.1.)/2( T8$280$(1()*1,2/8*..1/71.)&2,*1$15!
(*$217/80.-182*&($151*77*8($6*16&'01,2/,/.$($/1.-1&1%!6&'$%6&($15! ()*! F17$(.9IB21() . (&+$1(*21&"!
(&'3BL5H&SL+!(/1*&8)1/()*21(/1;,08'%! )1/ 77*2.1&1%!.3$, $151()*I*. *1($&'1.(*, .1/7180.(/#*217**%;&839

C/83&'1#*%$&-1&1%!*.,*8$&"+!/1'$1*18/##01$($*.-18&1)*' ,1#&23*(*2.1Y0$83'+1& 1%!*77*8($6*'+!(*.(11*4!
[7T7221(11.(2¥15()  *1182%%$;$'$(+!&1%!8/#,*($($6*1%$77*2* 1 ($&($/19!C/8$&'1&,,'$8&($/1.1.08)!1&.1;'/5.-14$3$.-!
A45((*2-1&1%!8/"&;/2&($/1!,'&(7/2# . 1#&3*IS(1*&. $*21 7/21#&23*(*2.1(/!$16/'6*1#/2*! */ "*1#/2*1Y 0$83'+!
$11%*6*/,$15!&1%!.)&,$15!1*41/77*2.9'1@/2*1.0;.(&L($&"+-1/1'$1* 180.(/#*218/##01$($*.18&11'$(*2&"+!
make “cocreation” a reality. !

"(1?7@>-1&!K&; . 18/##01$(+15$6*.1.**8(180. (/#*2.1$1.$%*1&88*..1(/1*#*25$15!(*8) 1/'/5+!14$()$1! ()*!
8/#,&1+-1()*2%;+1,2/6$%$151%$2*8(1$1,0(172/#1()*17$* %! &.127@>!;*5$1.1(/1%*6*'/,11*41./'0($/1.9 1)
K&;.18/##01S(+!™(180. (/#+2.1%L, *2$#*1 (14$()1 &1%*6& 0& (*11*41 +.(*#.-1(&'31%$2*8(+14$() 2 @>!

engineers, and even work on their own solutions. It's a powerful way to get realT($#*!7**%;&83!72/#!
0.%2.-14)$8))*' 12@>1.)& *I[TT*2.1#/2*1* 7 7*8($6*'+1(/! #(180. (/#+211%%.9 !

CSH$'&2'+-1G*(4/231C/'0($/1.1(&,, *%!$(.ICH&"1<0.$1*..|E/20#-1&), 2368 (*-1$16$(&($/1 T +/1'$1%
BIHHOLS(+!/T1H&"10.$1*../A1%2.-1(/18/82*&(*1&I1*41 ['O($/117/21)* $15! #&";0.$1*..*.152/4]

(0*$21/1'$1*1,2* ¥18*1&1%!.8&'*.910/23$15!8 ["&;12&($6* +HT211()*).(&2(-1G*(4/231C/'0($/1.1(&,, *%!$(.!
BIHHOLS(+H#;*2.1$11811/15/$1518/16*2.&($/11 (/125 7$1*1()*1; &.$818/18%,(-1*6& 0&(*14$2*7 2&4#* 1&1%!
#/830,10%;1,&5*.-1&1%!;*(&!(*. (1) *IS1$($& 11+41 $(*91:)*1¥1%12*.0'(-| @+C/'0($/1C,&8*98/#-1/4*%!

1 OIB(1/6*28 1%$2%8($/11&. 1418 IH#&1+]. *8ST$BIT*&(02*.1(/1()118/HHOLS(+1%$& /50*9! !

Strengthening customer connections
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lagged B2C, it's hard to find a sizable solutions provider these days without at least a blog, pod8&.(!
*2%* -1/21$1(*2&8($6*1#$82/.$(*9! !

)HIB/& 171802, %-1$.1(/;0$'%!12$8)*2180. (/#+218/16%2.&($/1.1$11)/,* I/ 71)2(*1$151()*1.&* 1 2/8*. -!
F$150)$5)2  T6&'0*L/'0($/1.-18&1%!5*1*2&($15!$1825& *%6!'/+&'(+1&1%!8%66/8&8+9IALI&I($#*!/7!
$182*&.$15'+.3% ($ 8&'1&1%!.(2%.*% TO(180.(/#+2.-1()/05)-1()$.1$.1#08)1*&.$*21. &$%! () &11%/1*9 !

ALI7&S(-1()M$11/6&(S/1IUEH.1&1%!/1'S1BHHOLS($*.196* 828;*061)* 241 &2*I&H/ 151 ()14 (1,/4*270!

48&+1(/1.(2*15()*1180. (#*218/11*8($/1.1;+'$(*2&"+!, 0(($15! () *#1(/14/231$11&18/"&:; 12&($6*1.%(($159!
)F2H182HH&L+I()*214&+.1(/;0$'%!.(2/15*218/11*8($/1.14$()!180. (/#2.16$8../83& 1#+%6$&-!$18'0%$15!
18$81,0;'$.)$15V*959-1:"/5 18 1%!:4$((*2W-1./8$&'11*(4/23.IVE&S*;//31&1%!K$13*0A1W-181%!8/1(*1( T

)&2$15!.$(*.IVQ/0:0;*I1&1%!E'$832W9 !

(124 2./11D2/8*. | @&1&5*#+1(-14)$8) #E&3* #8107 &B(02$151&0(/H#&(S/ 1! +.(*#.-1H#&23*(*2.1)&6*!

U6*6*'/, 06! /4*270'1 1*418/11*8($/1.1(/180. (/#+2.18&1%!,2/. *8(.1()2/05)!;'/5.18&1%! ./8$&'11*(4/23$159!
<+1,0(($15!&1)0#&117&8*/11()*I8/#,&1+-1.)/48&.$15).0;U*B(H&((*2!*L,*2 (-1&1%!2*&8)$151/0(!
()2/05)1/()*2)./8$& 1#*%$&1.08)1&.IE&S*://3-IK$S13*%6A1-1&1%!:4$((*21$11&!7/80.*%-1/,*1-18&1%!&0()*1($8!
A&+-1()*18/4#,&1+1)&.1.088**%*%%I$1182*&($151&!. (*8Y6+. (2*&#1/712%6&1 (11*41:0.$1*..18/1(&8(.14$()!
52+&(1,/(*L($&17/212#°2./19 !
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"IAL(: 181 /8$& H YS! $/1++21$11<=<-1&LIAL(FI>HHOLIS($*.1 /2(&N)*,.180. (/#*2.1&1%!/()*2.!
8/11*8(1(/1%/H*1.1/71:'/5.-18/##01$(+1%$.80..$/1.-1$..0% T:&.*14$3$.-1&18/#,&1+1)/(/).(2*&#-!
E&8*;//31,&5*.-1&1%!(//'.1(/1.)&2*18/1(*1(1#/2*14$%* +18&1%! 1*(4/2314%()!8 H#HO1$(+),&2($8%,81(.9!
C**$150.0;.(&1($&'12*.0'(1$1180. (/#*21*15&5*#*1(-1()*18/#, & 1+I&SB($6*+1* 180285 Ix#, [+ (/!

&2($8%,&(1$11. /858 1#06$&1&1%6!1)&.1%*6%'/, *0bI50$%* $1*.IS1H#/2%1()& 11=e!'&150&5* . I(/1)*' ¥4, '[+** |
412'%4$%*(&3()MS1S($&(S6*91I5  &1(28$1$15!,2/528#1*1%.1702()*21.0,,/2(1(/1*4, 1+** ~1&.1%/* |

&1L, *2(152/0,1/7TIAL(*1A1.$%*2.18&1%!&!C/8$& | @*%$&!>*1(*21/717L8*"*18*9 !

Accelerating the sales cycle

"88/206$15!(/1()*12* *&28)17$2#IAR>-I  :0+*2.1/TIA:LI'O($/1.15$6*1,2%((+!,//2152&%*.1(/16 *196/2.14)*115(!
comes to solutions selling. In IDC's January 2009 Customer Experience Panel!2**&28)-"..1()&11)&'7!
IT10*0+%2.1.&$%! ()& (1.&™.12% 145 2%14%"| 2% & 2*0517/21()*$21$1$($&'1#+*($159 !

A#,2/6$150./'0($/1.1.*"$151.35".1$.1&!,2$/2$(+!7/21#/.(18 1#,&1$*1$110)*1./'0($/1.1.,&8* —:0(1&!
8/11*8($/114%()!./8%& #*%B&!S. 1 1/(\S##* %S &(*'+!/;6$/0.17/21#&1+91?6*11&#/15!;0.$1*..1,2/7*..$/1&'.!
&'2*&%+1&8($6*1$1!./8$& " #*%$&-!/1'+&!#$1/2$(+!&2*10.$15!./8$& (/' 1%$2*8('+!(/1.0,,/2(1.&"™.-!
&88/2%$15!(/1&!12*8*1 (1.026*+!:+! Social Media Today9!".!./83& #*%$&!I8/1($10*.1(/1$17$'(2&(*1()*!
enterprise, though, a new approach to “socializing” sales support is beginning to pay big dividends.!

"RD-1()*!;$"$15!&1%!cl!/0(./028$15!7$2#-1)&.1(&3*110,1()*11*41./8$&'1&,,2/&8)! $11$(.1#&U/21&88/01(.!
52/0,911&()*2!()&1!7/80.$15!/1182*&($15!1*418/"&(*2&'-1()*!./'0($/1.!#&23*($15!52/0,14/23.!(/!#&3*!

the “tribal knowledge” of sales leaders, consultants, and others more accessible across the sales force.
D&2(1*2$15!4$()IC"NBIF2/0,-1&  1,2/6%%*2!/71.8'*.1.0,,/2(1./7(4&2*14%$()!&!./18%3&"1.'&1(-I"RD)&..!

$#, 1 (%! 1*A1(// 1) &(1*18/02&5*!. *"*2.1(/18/11*8(14$()!.0; U*8(1#&((*21*L,*2(.-.)&2*10.*70'!
8/1(*1(-1&1%!(&3*18&%6&1(&5*!/71()MISL7/2#&.(/2%* 1) &(1/7(*11,2/6*1#/2*1* 7 7*8($6*! () &11#&23 eting’s
#.(1,/'$.)*%!,2* *1(&($/1.9172&2'+12*.0'(.17/21()$.18/##01$(+!&,,2/&8)-1&88/2%$15!(/'"RD-1&2*!

*L(2*#%+1, 2/#$. $15ISLI(*2H. 171 &% | (*&#12* 8% $1*..-18/16%2.&($/1.145()!, 2/., *8($6*18'$*1 (.-1&1%!
&%68&18$151%*&".1()2/05)!1()*1,$,*$1*9 |

"(12@>-1()*1,2/8*. N&, *1I#2*11&(02&"+1&.1,&2(1/71&!;2/8&%*2180'(02&1.)$7(1(/4&2%!/1'$1*!./8$&"!
$1(*2&8($/19!"11*41$1$($&($6*1&2/01%!8'/0%!8/#,0($15!./'0($/1.-17/2+L&#,'*-1$.158$1$15!52*& (1&((*1($/1!
T2/#1(*8)1/'/5+!;0+*2.91<0(I5*(($15L.&'"*.,*/,*10, (/1. ,**%!$.1&1 2*&'] 8)&"*15*91:)*1&1.4*2-1
according to EMC Vice President Polly Pearson, is the company’s internal social network: !

Within this platform the experts on the strategy, in the field and in HQ, are sharing real-time
updates. They're sharing tips for how a rep can engage in the discussion. Reps are offering
play-by-plays for how discussions went during recent Executive Briefings .... Everyone is
acknowledging concerns a rep might have to a degree you wouldn’t see in a "normal” piece of
communication from HQ to the field forces .... It is all very personal feeling, very real-time, very
two-way, and very helpful.

Moving Forward: A Four-Phase Approach

)*L, 061/ 718)&15*I14$()1./8B& 1 US&IH&I* IS(1(*#,($15!(/17/25/1.*2$/0.1. (2&(*5+1$11786/2!/71(2$&'1&1%!
error. “Fail fast” $.1&18/##/112*8/##*1%&($/1172/#1.I18$& H+%$&! $/1++2.-181%!()*2:1$.1&1 /(1 (/!;
&$%!7/21.$#,+1+&21$15!: +196/$1591Q*(1()*2+18&241& [I&ILO#; *21/71.(*, 18/#,&1$*.18&11(&3*(/12*%08*!
2$.31&19%!*1)&18*!()*18)&18*.1/71.088*..9 !

B02!7/02 T))&.*1&,,2/&8)!,2/6$%*.!& 18/18*,(0&"+1.$#,"*1,0(1,/4*270'14&+!(/',0(!.(2&(*5$8!%0$.83,'$1*I$1(/1+/02!
18B& H#*%P&IBLB($&($6*.1&1%0!)*,I*1.02*IH&L $#0#! /. $($6*1$#,&8(1/1!1+/02!./'0($/1.1;0.$1*..IVE$S502*IdW9 !
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Figure 4: A Strategic Approach to Socializing Solutions
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Phase 1: Assessing the opportunity. D&2(/7!()*!,2/;*#14$()!./85&'1#*%$&!$.10&(1)*!/,,/2(01$($*.!

seem endless. Social media appear to be cheap, so it's easy to get caught up in building long laundry
'$.(UTLI(L($&I$IS(S&($6*.9IC/2($1  BYO(I()*H#/.(10.570')/,,/2(01$($*.18/#*.172/#1818&2* 70!
*L&HASL&(S/1Y/717/02!YO*.($/1.X! !

0)&(1$.1&'2*&%+1)&, *1$1514$())./8$& 1#*06$&1&2/01%! ()*18/#,&1+IV+/0HS$5)(1;*1.02,2$.*%W-!
&19%14)/1$.18'2*8%+1&8($6*a !

0)*2*1&2*1+/02!#/.(180.(/#*2.1*15&85*%!4$()!./8S& ' 1# *0%$&1&1%!./8$&'11*(4/23.a !
0)&(1&2*1+/0218/#,*($(/2.1%/$15-1&1%!4)&(18&11+/01"*&21172/#1()*$2!.088*..*.1&1%!7&$'02*.a !
What aspects of your existing solutions activities can most easily be “socialized”? !

Phase 2: Setting objectives.!C/8$&'#*%%$&!$.11/(!&;/0(  !“campaigns” but rather is an ongoing and
%** *1$151*1585*#*1(14$()180. (/#*2.-1, &2(1*2.-1*#, [+** -1&1%!/()*21.(&3*)/'%*2.1()2/05)!
,&2($8%,&(/2+1#*8)&1$.#.91A11()$13$15!&;/0(1/;U*8($6*.-1$(1$.1$#,/2(&1(1(/!;*12*&'$.($8!81%! ()$13!&;/0(!
#$"™.(/1*1&'1151&!)'] 15 T(*2#!1U/021*+9!E/02!Y0*.($/1.1&2*!,&2($80'&2'+!$#,/2(&1(X !

@1.('$#,12(&1(/71&"-14)&(1&2*1+/02!, 2$#&2+!/;U*8($6*.17/21()*1./'0($/1.1;0.$1*..a!"1+!&1%!&"!
[8$&'1#*%B&!I$1B($&($6*.1.)/0'%!7'/41%$2*8('+!72/#!()/.*18/2*1,2$/2$($*.9 !

0)&(*L$.($15!.(2*15().18&  11.0,,/2(1*&2'+1.088*..14$()!./8$& #+%$&al:)* *I#$5)(1$18'0%6*!
(&1%/0(1$1%$6$%608. 18/H##01$8&(/2.-14*"  T2*. *8(*%!()/05)(1"*&%+*2.)$,18/1(*1(-1.(2/15!
80.(/#+212&($/1.)$,.-18&1%P/21"8%*2.)$,1 /. $($/1.1$11. *8$7$81#8&23*(.9 !

O)*2*#$5)(1()*2*1: 41/, /2(01$($.! (I'58$11./83& #%$&I&%6&1 (&5  6$.T] T6$.!13*+18/4,*($(/2.a

C/4Y *11$.18/#,&1+180'(02*1(/1(20.($151#, [+ -1&88* ($15!,0;'$8182$($8$ #-1&1%12$.3$15!
78$'02*14$()!./8$& % $&ISLS(S&(S6*.AIRSTT+2* 1 (16 1/71/ *11*..14$5)(1.055*.(1%$77*2*1(!
[;U*8($6*.1&1%! $1$($&($6*19

Phase 3: Building the foundation.!?L *2$*18*I#&((*2.152*&('+-1*6*11$11&!2*'&($6*'+11*41&2*1&!.08)!
&.1./8$& 1#*%$&91<2$15$15!(/5*()*2!()*!./8$& 1#* % $&I&B($6S. (.| 72/#1&82/..1()*18/#,&1+!(/1)*' *&%b! ()*!
8)&25*1&1%!*%08& (*1*6*2+/1*1*' *1$.1&1825($8&'1$1$($&($6*9!1*&8)$15!/0(17/2!1&,,2/,2$&(*! 1*41)$2* -!
8/1.0'(&1(.-1&1%!&5*18%* 1#&+14*"1:*1&1/()*291>2$($8& 1Y O*.($/1.1$18'0%*1()*17/"/4$15X! !
O)&(I*LS.($151+#, /++* 181%12* [028*.18&2*1&6&$'&; *I(/!)*',18/1.(208(1&!.(2/15*2!./8$& 1#+%$&!
7/01%&($/1al !
A()*241*77+8($6*1*L*80($6*1.,/1./2.)$,al";.*1( 18&21.0,,/2(172H1()*1(/,-1$(14$" 1 *16%2+!
%$77$80'(1(/1#&3*.0;.(&1($&",2/52*..9 |
C/41.)/0'%!14%1:0$'%! () (& (/1)1 &%) ()*148+-1&1%!)/418&114%1%1.02%1()*12$5) (1. 3$".1$1!
(*12$5)(1%*,&2(#*1(.1&1%!7018($/1.1(/1*1.02*1#& L $#O#1$#,&8(1&82/..1()*18/#,&1 +al0)&(!
2/ 1#$5)(1/0(.$%*18/1.0'(&1(.1/21&5*18%$*.1,'&+al0)/1.)/0'%. (*,(/1)*1 72/1(1&.), 0;' $8! 7&8*.!
and social media “stars”?!
C/41.)10'%14%!, 2/6$%*I1$1 (*21& *%608&($/1-1(28&$1$15-1&1%!.0,,/2(1(/'5*(1#/2*1 */,*1$16/'6*%!
$11&1.0.(&$1&;*14&+a !

© 2009 Solutions Insights. All Rights Reserved. Page 7!



Solutions Insights

Phase 4: Engaging continuously.!C/83& #*%$&!$.10'($#&(*'+!&;/0(1/15/$15!*15&5*#* 1 (14$()!3*+!
(&3¥)/'%*2.-12*5&2%"™*..1/7!,&2($80'&2!/;U*8($6*.17/21./'0($/1.1%*6*'/ #*1(-1#&23*($15-1/2!.&*.9!R/$15!
0$.1¥77*8($6*'+1/6*21($#*1#*&1.18/1.(&1(+1&1.4*2$15!7/02!*. *1($&'1YO* ($/1.X1 1

"OHAH'S (*1$15!&8($6* +1&1%6IS1(*"$5*1( +*1/05)1(/12*&"+01%6*2.(&1%!()*18/16*2.8($/1.18&2/01%10.a!

"2*|4*IF77*Q($6*'+1%18/0285$15!/,*11,82($8$, &($/11&82/..1()*18/#,&1+1&1%!.0,,/2($15! ()& (!
4%()150$%*'$1%.-1(//' -1$18%1($6*.-1&1%!2*8/51%($/1a !

"2% 14%1(20'+1%6*' $6*2$15!6& 0%1(/180. (/#+2.1819%61/()*2). (&3*)/'%6*2.1$11/02! /8$E& H* U $&!
&B($6S($*.-11/(1U0. (14&.(S15!(SHH14S() HSL0(S&!/21/6*2'+! 2/#/($/1&1.&™ 1, $(8)*.a !

"2*14*18/1.(&L(+12*6$*4$15!/021&8($6S($* .- 1#+&.02$151()*1$#, &8(-1&1%!*&21$15!)/41(/10,5 28.%*!
10214/23aIR/N4*)&6*] +.(*#.18&1%!,2/8*..* 1$11,' &8*I(/1*1.02*18/1($10/0.I1$#,2/6*#*1(a !

Conclusion

ATI)M*1X7$(T71(&, $15)./8$& H+S&IT/21IO(S/1. ##IB*&2-1()*1/;.(&8'*.1&241&" /1$#,/2(&L((/!
2*8/51$H*OIK $15!./8$& 1#*06$&IAS. ¥ +12¥Y0$2*.188&2*70  '1&1.4*2.1(/1&).*(1/718/2*1Y O ($/1.1&2/01%!
8/#,81+1/;U*8($6*.-180. (/#*211%+%.-180'(02&1, 2$/2$($* .- 1&1%!/25& 1 $HE($/18'18&, &;$'$($*.91C08)!
YO*($/1.18241/7(*11%$T7$80'(1(/1&L.4*2-1%, *8$&"+I&H$I6!28., $%'+18)& 15$15!#823*(.-180. (/#+2.-1&1%!
B8 %S, &(T]  2#.1&1%I(/1.9! !

BO217/02 T,)&.*1&, 2/&8)!,2/6$%* 1&!.(2&(*5$8172&#+4/2317/2) /8$&'SHS15!./0($/1.1$1181%6%$.8$, $1*0614&+EH$EY6!
OML/(<1($&18)&L.YT*1%*..1/, /2(01$(+OIC/BS& 1 V6$&I$.1 1*41¥1/05)-1&19%618)& 153151 7&..(1*1/05)-)&(!

there are no generic “right” a1.4*2.10&(1*6*2+18/#,&1+188&11 $#, +1&%/,(91<0(10.$15!/02172&#+4/2314$"!
52+&(+1$182+&.*1()*18)&18*.1/7I5*(($15!$(12$5)(17/21+/02!/25& LSH&(S/1-14$()1+/02),*/, *1$11+/0214823%(.9! !

We'd love to hear how it goes with you.!

For More Information

)*1,2$18%,&'.  1&(IC/'O($/1.!1AL.$5)(.1)&6*1(2&83* %! )*ISL(*2*.(1/7!(*8)1/'/5+1&1%!/()*2!<=<17$2#.!$51!
SO($/1.17/21&#] (! \Z !years, observing how companies have moved from using “solutions” simply as
&IH&23*($15!(*2#1(/1.0;.(&L($&"+18)&15$15!()*$21;0.$1*. . 1#/%*". —5*(($1 5!8'.*21(/180.(/#+2.1(/!
&%%2*..18/2*1;0.$1*..1$..0*.-1$1(*52& ($15!$1(*21&"1&..*(.'&1%!$1(*"*8(0&'18&,$(&'1 (/'%*6*/,'$11/6 &($6*!
[77%2%$15.-1&1%!8/##01$8&($15!2*&';0.$1*..16&'0 *oll

E/2W24$17/24&($/111 &, '+$151/8$& 4 U6S&I(/1./'O(S/1.1.(2&(*5+-1#8&23%( $15-181%!.&*.-18/1(&8(!
I1K*86$((!  &(|27*&6%((1./0($/1.$1.$5)(.98/# /2im\ Tez) Ted T\\ @

The Point of View Series

CI'O($/1.1A1.$5)(.1$.1,0;'$.)$15!&! *2$*.1/71.)/2(-12* *&28) T:&.*%! *2. *8($6*.1/11825($8  &'$..0*.1$1!
J'O($/1.1.(2&(*5+-1#&23*($15-1&1%!.&*.91>022*1(1,0;'$8&($/1.1$18'0%*X !

Adz’ust/nq to l;he New Reg/itv: FOLLSteDs for Solutions growz;/'_llVGO#;*Z!\!n!",2$‘!:ZZ[W !

Defining and Developing the Right Solutions: Lessons Learned in Managing Solutions Counci/s|
VGO#;*2!1=Inl@&+!=Z2Z[W !
Socializing Solutions: Tapping Social Media for Solutions Success\VGO#;*2!"Inlo01*!=ZZ[W !

About Solutions Insights
CI'O($/1.]AL $5)(.1$.1&1<=<I8/1.0'($15!&1%!(2&$1$15!7$2#1)& (1), .18/#,81$*.. 0(#*&1$15!$1(/1()*!

term “solutions.” Building 01196** L, *2$*18*I$11()*1(*8)1//5+1&1%!,2/7*..$/1&'1 *26$8*.1$1%0. (23" !
451, 2/6$%12* *8.28)-1.(2&(*5+-181%!,2/528:#.1()&(182*&(*I$1(*21&'1&' S5 1#*1(-1#8.23*(1%$.($18($/1-181%!
78.(*212/0(*.1(/12*6*10*9IK*8 21 14#/2*1&(! 4449.10($/1.$1.95)(.98/# b



http://www.solutionsinsights.com/storage/SIPOV3Socializing.pdf
file://localhost/Users/rob/Library/Mail%20Downloads/www.solutionsinsights.com
mailto:rleavitt@solutionsinsights.com
http://www.solutionsinsights.com/storage/SIPOV1EconomicDowturn.pdf
http://www.solutionsinsights.com/storage/SIPOV2SolutionsCouncils.pdf

