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What is Enterprise 2.0?

• Andrew McAfee, author of Enterprise 2.0

“Enterprise 2.0 is the use of emergent social software 
platforms by organisations in pursuit of their goals.”
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What is Enterprise 2.0?

• State of being and method of operation
• Highly collaborative

• Online and connected

• Asynchronous, multi-directional

• Multi-channel

• Embraces the global community

• Internally looking for all electronic and connected means of 
improving productivity

• Externally looking for all channels to engage clients, partners, 
employees, communities…anybody

• Why does anybody care?
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Why Should You Care?

• Firms that invest in IT outperform those that do not

• Organisations that invest in advanced collaboration 
technologies outperform all

• Digital natives, or millenials, will be the bulk of the workforce 
very soon

• They don’t think of “technology”

• Most of them have better technology at home than at work

• Windows XP PC’s are antiques to them
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Chart Your Course

• Enterprise 1.0
• Paper, land line phone, fax

• PR broadcasts one way

• Serial, synchronous processes

• Enterprise 2.0
• Online, engaging all parties

• Increased efficiency, lower costs

• Improved productivity from all parties, assimilating “millenials”

• Greatly reduced cycle time

• Engage the masses
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3 Destinations

• Social media

• Mobile Publishing

• Workflow/Collaboration
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Common Traits

• Set business goals and objectives first, to the best of your ability

• View all of the activity as an integrated and synchronised
strategy

• Recruit participants carefully as engagement will vary

• Choose technologies, platforms and sites after objectives have 
been determined

• Roll out in pilots rather than big bang
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Social Media

• Global organisation

• Over 4,000 employees

• Median age < 30

• Create an online, social media presence to enhance their brand 
image and drive B2B leads

• Involved Twitter, LinkedIn, Facebook, wikipedia and company’s 
own blog 
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Social Media Destination

• Strong Twitter following

• Thriving Facebook community

• Active LinkedIn followers

• Branded and integrated YouTube and FlickR sites

• Strong social media platform and efficient support processes
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Social Media Journey

• Disclosure policies

• Behavior and conduct – Social media guidelines

• Synchronisation with specific programs, campaigns and 
launches

• Pilot program roll out with selected participants

• Ongoing issues include sustained involvement

• Technical blog issues were mainly features and process
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Gartner Case Study – May 14, 2010
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Social Media Journey – What’s Next?

• Interacting with the social network to a much greater extent

• More highly specialised participation

• Extending reach to new communities

• Integrating social into the day to day operations of the company

• Improving our customer’s experience
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Mobile Integration 

• Premium content producers

• Push content to multiple platforms

• Synchronise all efforts for brand consistency across platforms

• Capitalise on the hot apps space

• What are the attributes that make apps successful and not 
deleted?
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Mobility Integration

Campaign Based
• Zippo lighter

Branded Utilities
• Mobile banking
• Airline reservations

Popular Gimmick
• Annoying sound 

maker

Straight Utilities
• Cocktail directory
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iPhone Blackberry Android Windows
Mobile

iPod Touch Zune HD

Almost 25% of US 

internet users 

access internet 

through mobile

Mobility Integration
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http://www.cnn.c
om

http://m.cnn.com CNN iPhone app

Home Page display 
across various 

channels
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Mobile Journey

• Close examination of readers, subscribers, markets and 
audiences

• In depth analysis of purchasing and consuming platforms and 
behaviors

• Consistent and effective branding that leverages each platform

• Creation of effective tools and processes to facilitate maximum 
distribution with minimal effort

• Evaluate CMS’s, portals, platforms and technologies
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Mobile and Apps Journey – What’s Next?

• Increase readership, viewership and improve ad revenue

• Maximise revenue potential of new platforms as models 
become apparent – will Freemium work?

• Respond more quickly to unforeseen developments and 
platforms

• Leverage display capabilities offered by new technologies
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Workflow/Collaboration

• Global organisation

• Over 5,000 employees

• Product management efforts to build and manage offering 
release

• Multi functional participation

• Synchronise all according to a project plan to hit the release 
date
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Workflow/Collaboration Destination

• Reduced impact of time zones, departments and functions

• Mapped activities across:
• Sales

• Marketing

• Product management

• Engineering

• Finance (pricing, COGS, SGA)

• Supplemented web based meetings, conference calls, and email

• Teams never met face to face through out the entire process

Reduced cycle time by 60% from concept to release
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Workflow/Collaboration Journey

• Used ill fated Google Wave – not intuitive, not universally 
accessible

• Significant efforts to get everyone on the platform to start 

• Recalibrate process to fit the speed of communications

• Re-establish governance framework to fit breadth of input

• Used the platform for much more than document management, 
over time
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Workflow/Collaboration – What’s Next?

• Expand process to additional internal parties to improve idea 
flow and efficiency

• Expand process to external parties in value chain

• Increase the number of products in the cycle

• Seek ways to improve the end customer experience

• Innovate, innovate, innovate
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Summary
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Virtusa Corporate Profile

Multi-national Corporation:

• Headquartered in Westborough, MA
• Locations in US, Asia, Europe and Middle East
• Technology Centers in U.S., U.K., India & Sri Lanka

Over 4,500 world-class professionals

63 active clients

Listed on NASDAQ (VRTU) 

Numerous awards and certifications

ISO 27001

Global IT Services Provider
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Social Media

• Twitter - @virtusacorp, @dougmow

• Facebook – www.facebook.com/virtusacorp

• LinkedIn – www.linkedin.com/companies/virtusa

• Doug Mow’s blog on ebizq.net

• http://www.ebizq.net/blogs/tech_tomorrow/
• Social BPM Reality TV – HR 2.0, Marketing 2.0

http://www.facebook.com/virtusacorp�
http://www.linkedin.com/companies/virtusa�
http://www.ebizq.net/blogs/tech_tomorrow/�


US - Boston, New York       UK - Windsor, London       India – Hyderabad, Chennai       Sri Lanka - Colombo

www.virtusa.com

© 2010 All rights reserved. Virtusa and all other related logos are either registered trademarks or trademarks of Virtusa Corporation in the United States, the European Union, and/or India. All 
other company and service names are the property of their respective holders and may be registered trademarks or trademarks in the United States and/or other countries.
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Social Media Apps – Crayola Facebook
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Social Media Apps – Crayola Facebook
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Social Media Apps – Crayola Facebook
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