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Introduction

T 
he word social is tossed about a lot these days 
without much focus on what the term really means 

and how it applies to modern organizations. Social isn’t 
about online activity; it’s about community. Nothing 
happens in the social realm without community. The 
community, or collective, precedes every form that 
social interaction can take. Social collaboration is 
essentially harnessing the power of the collective 
toward an end purpose.

About This Book
Social Collaboration For Dummies, 2nd Oracle Special 
Edition, shows you what social collaboration within an 
organization is, how you can use curated social collab-
oration to benefit your organization, and how HR can 
make social collaboration into a powerful tool.

This book contains a number of chapters that focus on 
specific areas of social collaboration in the organiza-
tion. If you’re in a hurry to find out more about a partic-
ular topic, feel free to jump right to the chapter that 
interests you. But please take the time to come back 
later and have a look at the other chapters. You’re 
bound to find lots of useful gems hidden in them.



These materials are © 2016 John Wiley & Sons, Inc. Any dissemination, distribution, or unauthorized use 
is strictly prohibited.

Icons Used in This Book
This book uses the following icons to call your atten-
tion to information you may find helpful in particular 
ways.

The information marked by this icon is impor-
tant and therefore repeated for emphasis. This 
way, you can easily spot noteworthy informa-
tion when you refer to the book later.

This icon points out extra‐helpful information.

This icon marks places where technical matters 
are discussed. Sorry, technical explanations 
can’t be avoided, but they’re intended to be 
helpful.

Paragraphs marked with the Warning icon call 
attention to common pitfalls that you may 
encounter.

2
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Understanding Social 
Collaboration

In This Chapter
▶▶ Introducing social collaboration
▶▶ Exploring how social can help HR
▶▶ Making the most of social across the organization

B 
efore you can understand the role of social collab-
oration in your organization, you need to grasp 

the true meaning of the word social. This chapter helps 
you understand what social is, how effective use of 
social tools can help the human resources (HR) depart-
ment be more effective, and the ways in which you can 
apply social collaboration across the enterprise.

Understanding What  
Social Means
An Internet search for social produces thousands of 
results. But most of those results link the words social 
and media together as if the two were inseparable. The 
reality, however, is quite different.

Chapter 1
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Any good dictionary defines social as an adjective that 
relates to society or its organization. Synonyms for 
social include communal, community, collective, group, 
general, popular, civil, public, and societal. Funny, but 
media isn’t a part of that definition.

Social, by strict definition, refers to a group, a 
collective, a societal organization.

Social existed long before the Internet. Just as 
Al Gore didn’t invent the Internet, the Internet 
didn’t invent social. Things like Facebook, 
LinkedIn, YouTube, Twitter, Vimeo, Yelp, and 
others represent various current manifesta-
tions of social, but they don’t define social. 
None of them existed ten years ago, but social 
existed without them. More such manifesta-
tions will likely pop up in the future, but they 
won’t define social any more than the current 
set does.

Social in its purest form means people interacting with 
each other. When you have connection, you have 
energy. A natural energy arises from the communal. In 
social, we harness the energy of the collective and 
direct it in some way.

In science, a common term for movement in 
response to a stimulus is kinesis. So I’ll 
borrow the term kinesis as an inherent com-
ponent of the social concept today. What we 
try to achieve as an HR function, every time 
we launch into a social arena, is to apply a 
stimulus, in the hope of producing a particu-
lar response or outcome.

Think of this as “collective kinesis”: the intentional 
directing of a group to achieve an outcome.
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What it is critical to remember is that communities 
exist with or without the Internet. Today’s hyper‐ 
connectedness has allowed us to extend and even 
bracket our communities, but community has to do 
with people and not with technology.

Seeing Social as a Critical  
HR Tool
Not only must HR departments find and recruit vital 
talent. They must ensure the development and reten-
tion of employees. Additionally, HR has accountability 
for keeping employees current as new technology is 
introduced and inevitable turnover results in the need 
to pass along acquired knowledge.

Applying Social Across  
the Board
Talent acquisition, while the most commonly targeted 
HR area in social efforts, isn’t the only way to leverage 
social collaboration in your organization. A savvy HR 
department makes use of social for additional benefits 
including:

 ✓ On‐boarding: Tapping into the power of commu-
nity via social collaboration can help to accelerate 
the time to productivity for new hires and internal 
transfers/promotees.

 ✓ Goal setting and cascading: Through social 
 collaboration, leaders can facilitate effective goal 
setting and cascade those goals to targeted com-
munities across the organization.
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 ✓ Strategic talent management: Knowing your orga-
nizational DNA by virtue of robust talent profiles 
is essential to optimizing performance.

 ✓ Learning and development: Today’s workforce 
expects dynamic, on‐demand learning with 
embedded social capabilities.

 ✓ Performance feedback: Social collaboration 
enables a more complete view of employee perfor-
mance than traditional one‐dimensional manage-
ment assessments.

 ✓ Competitive differentiation: The degree to which 
an organization truly understands and leverages 
the potential of social collaboration largely dictates 
that organization’s ability to win and retain talent 
in an increasingly difficult market.

Later chapters delve into each of these areas more 
deeply. For the moment, one thing is important to 
remember: organizations that fully exploit social have 
a much better chance of being market leaders.
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Using Social in Talent 
Acquisition

In This Chapter
▶▶ Understanding modern recruiting
▶▶ Seeing the need for community
▶▶ Making sure you have the right strategies
▶▶ Getting help recruiting through social
▶▶ Finding passive candidates

M 
astery of social in its broadest context truly can 
differentiate an HR function and an organization. 

Don’t flail about, posting jobs on random sites or hap-
hazardly implementing disjointed social tools. Start by 
understanding what is behind social efforts, and you’ll 
be in a position of power where you can leverage social 
effectively. The ability to grasp social connection will 
differentiate you and give you an advantage in the 
talent marketplace.

This chapter discusses several ways you can leverage 
the power of social collaboration to make your talent 
acquisition efforts pay off.

Chapter 2
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Seeing Talent Acquisition 
Differently
Recruiting the right people can be a real challenge. In 
today’s competitive environment, you need to be 
 proactive. The old idea that you could simply post 
openings on job boards and hope for the best doesn’t 
cut it anymore. Think about it: if every one of your 
competitors is doing the same thing, how is that setting 
you apart?

LinkedIn recently reported that 75 percent of 
professionals are open to switching jobs. Most 
of them, however, aren’t actively looking for a 
new position. You need to apply the energy of 
your social network to find the best candi-
dates in this large, untapped talent pool.

Talent acquisition requires utilizing your extended net-
works of employees to access broader and deeper 
pools of talent. This means leveraging the inherently 
social and collaborative nature of employees to com-
municate with, attract, and engage potential candi-
dates. Social collaboration in recruitment exponentially 
increases the reach and impact of your talent strategy.

In recent years there’s been a shift in how organiza-
tions find their best new hires. According to LinkedIn’s 
2015 Global Recruiting Trends Survey, the top sources 
are now ranked this way:

 ✓ Internet job boards

 ✓ Social professional networks

 ✓ Employee referrals

 ✓ Staffing agencies
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 ✓ Career websites

 ✓ Internal hires

Clearly, of these six sources, social networking plays a 
big part in your success — especially when you want to 
reach the passive candidates.

Understanding the Importance 
of Communities
With respect to talent acquisition, you’ll probably deal 
with a number of different communities. These commu-
nities can serve as unique, targeted generators of talent 
pools. You need to start by identifying viable communi-
ties of interest that can potentially provide qualified 
candidates. Sample communities may include:

 ✓ Boards of directors

 ✓ Community touchpoints

 ✓ Contractors

 ✓ Customers

 ✓ Employees

 ✓ Interns

 ✓ Local colleges and universities

 ✓ Organizational alumni

 ✓ Partners

 ✓ Past candidates

 ✓ Retirees

 ✓ School alumni
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This list is just an example. Your organization will likely 
have other communities that matter more or are 
unique to your industry. It’s important to consider how 
you can best access these communities, on what fre-
quency, with what content or “ask,” and for which posi-
tions. For example, alumni who worked in a particular 
area may be helpful when trying to fill niche jobs that 
come open only once a year or every 18 months.

Don’t fatigue people with monthly communi-
cations and requests for referrals. Instead, 
develop a cadence that makes sense for each 
type of community.

Crafting Your Strategies
The right strategies can make all the difference in the 
success of your talent acquisition results. For example, 
an effective employee referral program that rewards 
employees for bringing in the right candidates is cer-
tainly more cost‐effective than paying outside 
recruiters.

You also need to actively search for those passive can-
didates who would be interested in a new position but 
who aren’t actively looking.

It’s estimated that about 75 percent of profes-
sionals would consider changing jobs if they 
were approached.

As part of your strategy, consider how you can effec-
tively segment the different communities mentioned in 
the preceding section. For example, people who have 
worked for you on a seasonal basis in the past may 
present an excellent pool of possible future employees. 
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Think about contacting them a couple of months ahead 
of your busy season.

Finally, consider each of the social networks that you 
use, such as LinkedIn. Expand your reach through 
strategies that let people know that you’re actively 
looking for new talent.

Using Social Sourcing  
and Referrals
Untapped referrals are the number one missed opportu-
nity when sourcing new talent. Consider that, if you 
engage your existing employees and ask them to help, 
you’ll exert great leverage in your efforts. Two thousand 
employees who each have one hundred friends in their 
social network — who also spread the word through 
their networks — could mean twenty million connec-
tions. That’s an awfully large pool of untapped talent!

Additionally, research has shown that candidates who 
come through employee referrals move through a 
hiring process faster, on‐board faster, and stay longer 
than those who come through career sites and job 
boards. That’s easy to understand — these referred 
candidates are joining your organization with a “leg 
up,” in terms of knowing what your culture is like, and 
getting some coaching from their contacts on how 
things “work.”

For more details of the research on employee 
referrals, see these sources: Jobvite, “New 
Data: What You Didn’t Know about Employee 
Referrals,” April 6, 2012; Direct Employers 
Association Recruiting Trends Survey, 2006.
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Accessing Passive Candidates
Passive candidates represent a hidden treasure in your 
talent acquisition efforts. The tough job market that 
resulted from the great recession meant that a large 
percentage of employees decided to stay where they 
were, with positions that were safe but not necessarily 
ideal.

Employees’ reluctance to take a chance has resulted in 
a large portion of the workforce being open to a new 
job, but at the same time, not actively looking for one. 
Your challenge is to find the people who would be 
good candidates to fill your positions, but who don’t 
know about the openings because they aren’t looking 
for a new job.

You can harness the power of social collaboration to 
help find these passive candidates. For example, social 
professional networks such as LinkedIn have grown 
as an important source of quality hires by almost 
75  percent in the past four years! If you aren’t making 
use of that type of social connection to find passive 
candidates, you’re missing out on a big chunk of the 
market.

Don’t make the mistake of thinking that all of 
the passive candidates are working for other 
organizations. You almost certainly have a 
number of current employees who could be 
hired away by the right offer from another 
company. Direct some of your social efforts 
inward to find candidates in‐house who could 
not only fill open or upcoming positions, but 
who already fit into your culture.
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Incorporating Social into 
Onboarding

In This Chapter
▶▶ Bringing new hires on-board quickly
▶▶ Using your existing talent
▶▶ Developing your social communities
▶▶ Reducing lost time

O 
nce you’ve found new hires or located the right 
internal high potential candidates, you need to 

on‐board those people into their new positions. One of 
the best ways to accelerate the process is to use the 
power of community by way of social collaboration. 
This chapter discusses several ways you can tap into 
this important resource.

Engaging New Hires Early
Starting a new job can make the best, most competent 
person feel like a fish out of water. You don’t know the 
people, you aren’t familiar with the culture, and you 
may not even know where the restrooms or break 

Chapter 3



14

These materials are © 2016 John Wiley & Sons, Inc. Any dissemination, distribution, or unauthorized use 
is strictly prohibited.

rooms are located. Add in the feeling that you may be 
over your head, and it’s easy to see why new people 
take a while to become productive.

One very important step you can take to help 
people quickly become productive is to imme-
diately engage new team members in group 
discussions. If possible, enroll new hires in 
social networks even before their start date. 
Through sharing videos, blogs, and team infor-
mation, you can create a sense of belonging 
before the employee officially starts. When 
Day One arrives, make sure that everyone is 
introduced and that the new people are 
encouraged to share information about who 
they are, what interests they have, and what 
special talents they bring to the team.

New team members also need to feel as 
though they have something to contribute. 
Foster a culture where everyone understands 
the importance of new perspectives. Often, a 
fresh set of eyes can find a solution that the 
existing team members can’t see because 
they’re accustomed to looking at the problems 
in a certain way.

Accessing the Talent Within
Every organization has a number of in‐house experts 
whom other team members naturally seek out when 
they need help. One very effective way to quickly bring 
new team members on-board is to use those in‐house 
experts as key internal resources and social ambassa-
dors for the new people.
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Have your experts make the new people feel welcome 
as they introduce the newbies to the organization. Ask 
them to orient employees to existing projects and pri-
orities. Not only does this provide a social connection; 
it also shows your in‐house experts that you recognize 
their value to the enterprise, so you accomplish two 
very useful goals at the same time.

If you don’t already know who the in‐house 
experts are in a department, all you have to do 
is to ask a few people. If the same names pop 
up in multiple conversations, then you’ve 
probably located the people you need.

Building Social Communities
The real question for the HR professional is whether 
the communities that exist in your organization are 
serving to benefit the company. For example, in terms 
of onboarding new hires, are the social communities 
helping people get up to speed quickly? Are they 
 contributing to engagement, a feeling of inclusion, and 
retention?

Community is about people, not technology. 
You can use certain technologies to your 
 benefit, but the bottom line is that it’s people 
who matter, not the apps or hardware.

Accelerating Time to 
Productivity
When you hire new people or promote existing employ-
ees to new positions, those people almost always take 
quite a bit of time to reach full productivity. That’s one 
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reason why employee turnover is so costly — every 
time you bring on someone new, they must be trained 
before they can produce at full capability.

Don’t underestimate the power of social collaboration 
and community in reducing the time needed to reach 
an acceptable level of productivity. When people feel 
welcome and have access to important knowledge 
shared by the community, they’re more confident and 
feel they can ask questions when necessary.

Employees thrive when they feel part of some-
thing bigger than themselves; when they are 
embraced as part of a significant community. 
Social inclusion can help foster a sense of 
belonging and contribution, particularly at the 
critical juncture of onboarding. Too often, 
newly hired employees experience a positive 
recruitment process, only to experience a dark 
void between the time the offer is accepted 
and the official start date. This is a key time of 
risk for companies because these new hires 
are vulnerable to another employer luring 
them away. Hiring organizations can cement 
their connection early with new hires through 
an intentionally designed social effort.
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Making Learning Social

In This Chapter
▶▶ Understanding what works
▶▶ Optimizing your talent
▶▶ Keeping employees engaged
▶▶ Understanding the role of non‐traditional resources

L 
earning and development are essential parts of 
having a modern workforce that can compete in 

today’s marketplace. It’s no longer sufficient to think 
that training an employee to do a single, unchanging 
task will be all that’s needed over the course of many 
years. Rather, it’s vital for employees to keep learning 
so they can use and exploit new techniques and tech-
nologies regularly.

Additionally, HR confronts a real talent shortage today. 
Where dozens of applicants for open positions were 
previously the norm, now organizations feel fortunate 
to have a handful apply. If the candidates do not exist 
in the market, where are you going to find them?

Making matters worse, failure rates of executives and 
managers hired from the outside often reach 40 to 60 
percent, and sometimes higher!

Chapter 4
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Quite simply, you have to build at least a part of your 
future workforce from within your organization. Doing 
this in an old‐school, didactic manner isn’t going to 
yield desired, expedient, or long‐lasting results.

This chapter looks at how you can use social to 
enhance the learning process, make the best use of 
your resources, and keep your workforce up to date 
and productive.

Understanding How  
People Learn Best
A traditional learning environment with a teacher 
standing in front of a classroom reciting facts is not the 
most effective way for most adults to learn new sub-
jects. Your eyes glaze over, your mind wanders, and 
you simply don’t absorb very much useful information.

Hands‐on, practical training delivered directly by some-
one who knows the subject, as well as any special 
tricks and techniques to make a job easier, is far more 
effective than the old didactic delivery approach. 
People learn more in less time when they can learn by 
doing, and not just by listening.

People also learn new skills by watching someone who 
has mastered the subject demonstrate the proper 
steps and technique. Consider the example of a home-
owner who doesn’t want to pay for a hundred dollar‐
plus service call when an appliance acts up. Today, 
that homeowner can simply look for a YouTube video 
where an expert not only shares how to identify the 
cause of the problem, but also demonstrates the tricks 
that make the repair much easier. In the process, the 
homeowner learns a new skill, saves a bunch of money, 
and gains a real sense of satisfaction.
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As learning has changed over the past few years, 
 certain trends have emerged:

 ✓ Nano‐learning in bite‐sized bursts: Learners 
absorb best when they are not overwhelmed with 
content.

 ✓ On‐demand learning at the learner’s pace: 
Learners want to stop, replay, or advance through 
training, based upon their needs.

 ✓ A direct and immediate tie to job duties: 
Providing 10,000 courses that are often not rele-
vant to an employee’s job, or any future job, is a 
waste of everyone’s time.

 ✓ Enhanced video, audio, and animation to 
engage: Shorter attention spans demand more 
changes in format.

 ✓ Device agnosticism: Learning tools should be 
readily accessible and usable, whether on a 
laptop, mobile phone, or tablet.

Incorporating Social  
Learning Tools
If the old approaches to training and learning don’t do 
the job anymore, maybe it’s time for you to start using 
social learning tools. For example, you can:

 ✓ Facilitate collaborative events to determine your 
true training needs.

 ✓ Involve your stakeholders in solution identifica-
tion and design.

 ✓ Explore social learning tools such as SlideShare, 
YouTube, TED talks, and massive open online 
courses (MOOCs).
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One of the big advantages of today’s social 
learning tools is that you don’t need to sched-
ule long training sessions that take people 
away from their duties. Instead, you can pro-
vide employees with the opportunity to seek 
out a new skill or knowledge when they need 
it. In addition, by breaking the training down 
into smaller pieces, you can help people learn 
exactly what they need, when they need it.

Tapping Your Talent
If one of the best ways to learn is by having an expert 
show you, why not tap into your in‐house experts? Just 
as the last chapter mentioned using existing employees 
as key touchpoints for new hires and transferees, you 
can ask your in‐house experts to mentor those same 
people.

Although you want to make use of your in‐
house experts to help train new people, you 
don’t want to burden those experts with so 
many extra duties so that they can’t be effec-
tive in their jobs. Make sure to strike a bal-
ance, and let your people know how much you 
appreciate their extra effort.

Adapting to Decreasing 
Attention Spans
Some people think that the millennial generation has a 
shorter attention span than older workers, but the 
simple fact is that changing forms of content delivery 
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have affected almost everyone. People have simply 
become accustomed to having information presented 
in small segments on the screens of their laptops, 
 tablets, or smartphones.

Today’s learners expect brief, focused training that 
has a direct link to what they want — and need — to 
know. In job training, this means that you need to 
deliver small lessons that workers can access on 
demand.

Take advantage of the way people use technol-
ogy today by including video, audio, and ani-
mation that can be viewed on whatever screen 
happens to be available. Don’t focus your 
efforts on a single, proprietary platform 
because today’s fad can easily become obso-
lete tomorrow.

Using Non‐Traditional 
Resources
Along with delivering training in smaller, on‐demand 
doses, another important step you need to consider 
is using non‐traditional resources. For example, as 
mentioned earlier in this chapter, you may find 
YouTube videos or TED talks that can be useful and 
supplement other training materials. Not only are 
these resources interesting, but they offer the advan-
tage of being free.
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Another resource you should be using is your in‐house 
experts. They can serve as mentors, of course, but 
additionally, you can recognize their individual exper-
tise by giving them opportunities to present their 
knowledge to the team.

Be sure to capture a video of any expert pre-
sentations so that those presentations are 
available for later viewing by new employees 
or transferees. You can even build up your own 
in‐house YouTube‐style library of interesting 
talks that employees can access on demand.
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Utilizing Social in Goal  
Setting & Performance 

Management

In This Chapter
▶▶ Creating goals
▶▶ Using teams
▶▶ Making communications work
▶▶ Getting the right feedback
▶▶ Making sure you have all the input

E 
very organization needs to identify appropriate 
goals and manage employee performance toward 

reaching those goals. This chapter discusses ways that 
you can use social collaboration to set goals that your 
team will embrace. This chapter also explains how you 
can use social to make sure that you’ve incorporated 
the right input and feedback. In this way, you can 
ensure that you have maximum buy‐in from all 
stakeholders.

Chapter 5
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Setting Goals with Social 
Participation
Your enterprise needs to set realistic goals that have 
the support of the entire organization. Setting such 
goals requires transparency and collaboration rather 
than top‐down edicts. Team members need to feel that 
leaders heard their input and gave it careful 
consideration.

Directives sent down from on high like “sales 
will increase 50 percent this year” are almost 
certain to be ignored and likely will go unmet. 
If your company regularly receives this type of 
message from top management, you probably 
have many employees who are at risk of being 
recruited by another organization. Help your 
leaders understand why that’s the wrong type 
of message to be sending.

Depending on the size of your organization, you may 
want to set up teams from each department to discuss 
and strategize goals for the department. It’s fine to 
offer some guidance regarding the overall results you’d 
like to see, but each team needs to be independent 
enough to set goals that are reasonable for their 
respective department.

You may also want to foster friendly competi-
tion between departments by offering incen-
tives for things like most improved performance, 
highest goal met, and so on. The teamwork 
involved in these types of competitions gener-
ates real social collaboration benefits.
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Aligning and Calibrating 
Through Teams
Although different departments naturally have some-
what different goals, some types of objectives cascade 
across department lines. For example, if your R&D 
department has a goal of developing a new product line 
for next year’s holiday season, your production and 
shipping departments need to set goals to be ready to 
make and ship the products on time. Likewise, R&D 
needs to set its design completion objective to an early 
enough date so that the other departments have a rea-
sonable expectation of meeting their objectives as well.

This type of mission alignment requires cooperation 
and a sense of teamwork as you work together to 
achieve the organization’s goals. You can optimize 
social collaboration to foster this sense of real team-
work throughout the enterprise.

Communicating Efficiently  
and Effectively
People communicate far more efficiently and effectively 
when they’re aligned. Social collaboration can be a key 
factor in helping people in an organization feel as though  
they’re part of the same team.

Through internal social networks such as blogs, mes-
saging, chats, boards, and project‐based communica-
tions, enterprises can enable teams toward unified goal 
identification and achievement. For example, any orga-
nization that includes sales efforts also includes sales 
support. As sales goals are identified across the 
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organization, social collaboration can help determine 
how those goals can best be met. Creating online 
forums for specific goals enables project teams to 
brainstorm, debate, and agree on deal strategies to 
achieve objectives. As deals progress, online sharing 
helps keep all involved resources aligned to the 
common purpose.

An additional, significant advantage to using social in 
goal setting and management is that, as employees 
come and go in an organization, no history is lost. 
Social collaboration helps to preserve the linear pro-
gression of thoughts, actions, and plans. And this 
means that an exit of a key employee does not result in 
the loss of critical information. Commensurately, new 
employees joining a deal or goal midstream do not 
need to pursue others for history or insight. They can 
easily access a social stream of information to catch up 
and educate themselves on the current state.

Gathering Key Stakeholder 
Feedback on Performance
Although it may be hard for some to accept, managers 
really don’t know everything. That’s one reason why 
social collaboration makes better and more complete 
evaluation of employee performance possible.

Consider, for example, an employee who quietly helps 
other employees when they encounter a problem or 
when they need to learn how to use some new technol-
ogy. A manager who only looks at how much output 
each individual has produced could easily miss the real 
value the helpful employee is adding to the overall 
operation. By using collaborative channels where team 
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members, internal and external partners, and even cus-
tomer input is considered, managers can get a far 
better picture of those contributions.

Additionally, although many organizations are recon-
sidering their approach to formal performance reviews, 
most are still on an annual cycle. Annual reviews 
require a manager to remember an entire year’s worth 
of accomplishments, contributions, and performance 
for an employee. Enabling social recognition through-
out the year (supported by technology), managers can 
easily pull up a record of the past 12 months of “kudos” 
that an employee has received from others. This infor-
mation can be readily factored into the overall review 
and heavily influence a performance rating.

Make sure your managers realize that they 
need to be open to hearing feedback on an 
ongoing basis, and not only during annual 
 performance reviews. This approach enables 
managers to respond to issues before they 
develop into major problems. Ongoing feed-
back also gives managers a way to pass along 
well‐deserved praise quickly, when it will be 
most effective.

Incorporating Input for 
Complete Feedback
It would be hard to overemphasize the fact that social 
collaboration depends on communication. It’s also 
important to remember that listening to a single voice 
probably won’t give you the complete story.
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To get truly complete and balanced feedback, you need 
input from a number of different team members. Several  
ways to get this useful input include

 ✓ Team meetings

 ✓ Private conversations

 ✓ Feedback forms

 ✓ Brainstorming sessions

Some team members may be reluctant to 
share candid feedback in public. Make sure 
you have a policy and practice in place that 
enables anyone to share viewpoints in a confi-
dential manner, but also make certain that 
team members are given a fair chance to 
respond to negative comments.
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Optimizing Strategic Talent 
Management with Social

In This Chapter
▶▶ Quickly identifying talent
▶▶ Making talent profiles work
▶▶ Designing the right workforce
▶▶ Making sure you’re agile

T 
alent management is an absolutely vital strategic 
HR function. You need to plan for future needs, 

make sure you have the right people to handle impor-
tant positions, leverage your talent capabilities, provide 
opportunities for employee growth and development, 
and ensure that you don’t lose critical employees to 
external recruitment efforts. Social is an important 
asset in helping you meet these challenges, and this 
chapter discusses ways you can take advantage of 
this tool.

Chapter 6
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Identifying Talent Instantly
Any organization competing for talent today must be 
able to not only identify external candidates with the 
right skills, capabilities, and experience, but more 
importantly, to know which existing employees are 
ready for increased responsibilities, promotions, or 
 lateral moves. In order to leverage your company’s 
existing talent for competitive advantage, it is essential 
that you know your “organizational DNA.”

Employees today expect career development opportu-
nities to be available to them as a part of your organiza-
tion’s “employee value proposition.” Your ability to 
quickly access current information on employees’ 
potential, interests, and willingness to explore new 
roles directly affects how quickly you can fill key talent 
gaps while fulfilling developmental commitments.

By incorporating powerful social tools, such as robust 
talent profiles, social sourcing, and talent review mech-
anisms, organizations can help ensure that internal 
employees are not overlooked and are positioned to 
excel and thrive.

Don’t forget that the talent you have already 
knows a lot about the organization, so making 
use of current employees is often less expen-
sive than acquiring and training someone from 
outside the organization.

HR leaders are expected to know, at a moment’s 
notice, where key talent exists across their 
organization. When market conditions shift, or 
M&A activities are swirling, CEOs look to their 
HR executives to help guide the way on identi-
fying and positioning talent.
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Using Talent Profiles to Drive 
Organizational Success
When you need to fill an open position or plan for an 
upcoming opening, you no doubt create a listing of the 
skills, experience, and other attributes that define your 
ideal candidate. You may not really expect to score 100 
percent on each item in your listing, but you’d like to 
come as close as possible.

In many cases, you may have employees who would be 
a great fit for the positions you need to fill, but unless 
you have up‐to‐date talent profiles on your people, you 
may not be able to match your potential internal candi-
dates with those positions. Without those talent pro-
files, finding someone outside the organization is 
probably easier, even though they’ll likely have a 
steeper learning curve and take longer to adapt to your 
corporate culture.

Clearly, it’s vital for you to know as much about the 
experience, interests, and hidden talents of your 
employees as LinkedIn does. This is an excellent oppor-
tunity for you to harness the power of social for the 
benefit of your organization.

Engaging your employees to create talent profiles can 
help reinforce your organizational commitment to 
development. Your communications around this effort 
provide an opportunity to insert fun, social competi-
tion among team members while conveying the impor-
tance of employee aspirations.

Be sure to remind people that the more you 
know about their talents and interests, the 
easier it will be to promote them inside the 
organization.
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Creating talent profiles is not a “one shot” 
deal. Organizations initiating an internal site 
for employees to build profiles, including 
interests and unique skills, are well‐advised to 
approach this project in multiple phases. 
Don’t exhaust employees by immediately 
asking them to spend hours populating fields 
and completing all information at once. Create 
the profiles in stages, allowing employees to 
get used to the tools and feel less pressured to 
meet a timeline.

An employee’s talent profile changes over 
time. Your organization needs to establish a 
routine cadence for requesting employees to 
update their profiles. Sometimes a small 
reward, such as a movie or coffee gift card, is 
enough incentive for employees to respond.

Creating Intelligent  
Workforce Designs
Work structures have changed radically in the past 
decade. Remote, part‐time, and contract/freelance 
workers are increasing across all industries and within 
most professional domains. Organizations that under-
stand this shifting landscape do not cling to traditional 
organizational designs. Willingness to reconsider old‐
school hierarchies, reporting relationships, work 
hours, and locations provide great advantages to pro-
gressive employers.

Often, simply tapping the social consciousness of your 
organization reveals what changes might elicit positive 
results, greater productivity, and increased engagement.
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Employees know a great deal about how work gets 
done in your company. They are often experts on how 
the natural, social patterns in teams and departments 
accelerate and enhance results. From reorganizing the 
actual layout of office designs, to remapping where and 
how the workforce performs its responsibilities, your 
employees can provide invaluable input. Tapping into 
the intelligence of the social collective is usually a far 
superior approach to workforce modeling than making 
unilateral decisions at the top.

More employees today are not only open to, but seeking, 
non‐traditional work structures. Understanding more 
about employee scheduling and location flexibility and 
preferences allows your organization to more rapidly 
contract, expand, and redistribute the workforce based 
on changing market conditions.

Building an Agile Organization
Today’s world is certainly faster paced than it was 
even a generation ago. To compete and win, organiza-
tions need to be agile.

Agility implies an ability to absorb, process, and 
respond quickly to new information; to adapt to 
changes in a creative, fluid, and positive manner.

A big part of creating a modern, agile organization is 
understanding how to leverage social. Our world is 
infused with active social input, from online review 
sites and blogs to Facebook, Instagram, and other 
 rapidly changing platforms. The pace of social input 
reinforces the need for agility. Organizations cannot 
“dilly dally” in responding to social “noise.”
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In terms of talent, agile social efforts are vital to ensur-
ing your organization is poised to succeed in a compet-
itive market. From recruiting to developing employees, 
communicating effectively, and fostering dialogues that 
advance your organization’s objectives, social capabili-
ties, and collaboration are essential to your success.

With the vast multitude of social channels that exist 
today, understanding what is being said externally 
about your organization is a pressing need. Potential 
employees look to numerous websites for employee 
reviews and comments on your culture, your leader-
ship, and the general experience of working at your 
company. Thinking that your own website is the pri-
mary source of company information that applicants 
will access is a flawed assumption in the social era!

Don’t make the mistake of thinking that social 
collaboration is owned by one generation. 
Everyone uses social today, and you need to 
fully understand its importance across the 
enterprise. Ignore social at your own risk!
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Collaborating Across the 
Organization

In This Chapter
▶▶ Increasing productivity
▶▶ Enabling team effectiveness
▶▶ Fostering a culture of sharing

S 
ocial collaboration can be a powerful force helping 
to ensure the success of your organization. This 

chapter provides insights you can use to ensure that 
collaboration works across your entire enterprise.

Improving Productivity  
with Collaboration
Companies function best when a common goal or 
vision provides a driving force across the organization. 
The more departments and individual employees 
understand how their contributions affect the enter-
prise’s overall success, the greater the degree of align-
ment and engagement you’ll achieve.

Chapter 7
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Before the advent of social collaboration tools, organi-
zations were limited in how to best reach employees. 
Frequently, communications took the form of hard 
copy memos or emails sent in broad distribution by 
executive leadership. Today, through internal social 
networks, webinars with live Q & A sessions, employee 
spot surveys, and other social means, organizations 
can easily convey information, respond to questions, 
and create an environment where free‐flowing 
exchange is encouraged.

Organizational results rely on employees’ efforts. HR 
departments can help maximize social collaboration 
and communication to drive productivity. When 
employees feel informed and aligned with strategic 
organizational goals, engagement and overall organiza-
tional performance levels increase.

Encourage your organization’s leaders to 
become comfortable using social communica-
tion and collaboration tools. The degree to 
which they foster input and engage with 
employees directly correlates to employees 
feeling heard and valued.

Making Use of Teams for the 
Good of the Organization
Organizations do best when there is real teamwork. An 
individual contributor rarely matches the success of a 
team of people who are collaborating toward a goal.

As an HR professional, you need to promote teamwork 
in your organization. Teams working effectively 
together are the ultimate form of social collaboration.
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Teams don’t always have to be permanent. 
Create teams to tackle special projects, and 
allow those teams to change or even dissolve 
as the need arises.

Making Knowledge  
Sharing the Norm
In order to achieve team results, it is essential for orga-
nizations to create a culture that encourages knowl-
edge exchange. When teams are working together on a 
current project, the team member’s access to relevant 
and recent developments is vital. Through the effective 
use of internal social networks, organizations can help 
ensure up‐to‐date information is in the hands of the 
people who need it.

In today’s work environment, most employees jump 
between projects and often collaborate with other 
 partners or team members to get their jobs done. 
When teaming to support a client account, for example, 
multiple employees from different groups play assorted 
roles. Your organization can help facilitate maximum 
productivity in these situations by providing an online 
tool that tracks conversations about the account 
across all team members.

By using online social conversation tools, active team 
members can keep others updated on recent actions, 
client requests, planned meetings, technical issues, and 
so on. As new team members join the group, they can 
readily access the entire account history by reviewing 
the record of social conversations in the tool. Rather 
than relying on emails or requiring multiple, time‐ 
consuming phone calls or in person meetings, the new 
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members to this account “community” can learn at 
their own pace and search for client issues that are 
most relevant for them.

Too often, when team members depart an organization, 
their historical knowledge and expertise go with them. 
But when an organization takes advantage of social 
conversation tools, it does not lose. With the integra-
tion of social collaboration tools, organizations can 
protect and preserve essential knowledge.

Once you have implemented a social network-
ing tool, hold your leaders responsible for 
ensuring that social conversations are initi-
ated and maintained. Forming new work habits 
takes time. The more managers reinforce 
them, the more likely they will take hold.
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Ten Benefits of Social 
Collaboration

In This Chapter
▶▶ Ten benefits you’ll see from social collaboration

W 
e have a tradition of finishing up For Dummies 
titles with lists of ten important things we’d like 

you to remember about the topic of the book. This 
chapter follows that tradition by reminding you of ten 
reasons why you’ll want to make use of social collabo-
ration in your organization:

 ✓ Accelerated problem‐solving: Through social 
 collaboration, your teams will bring together 
 collective knowledge that can greatly accelerate 
the task of finding solutions to problems. This 
concept is not “pie in the sky.” There are real‐
world examples of situations where collective 
contributions from social teams have achieved 
unprecedented accomplishments — from advanc-
ing genetic research to discovering new planets 
and solving cold cases.

Chapter 8
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The social wiring of millennials predisposes this 
generation to collaboration. Leveraging this affin-
ity for connection and teaming can significantly 
advance organizational objectives while present-
ing a progressive environment to employees and 
applicants.

 ✓ More robust perspective gained from collective 
input on individual and team performance: 
A single individual may be an expert, but collabor-
ative efforts help bring new perspectives that 
enable the team to see the big picture. The result 
of seeing the larger perspective is creating better 
solutions that meet the needs of the organization.

 ✓ Optimal talent pipeline sourced through social 
network access: Take advantage of the much 
broader range of candidates who can be reached 
through social networking. You’ll gain access to a 
larger pool of prospective talent from which 
you’re more likely to find the people you really 
need.

 ✓ Increased time to productivity for new hires 
through effective on‐boarding: Making new hires 
feel like a part of the team and pairing them with 
in‐house experts greatly reduces the learning 
curve and brings the newcomers to productivity 
far sooner.

 ✓ Improved ability to build relationships across vir-
tual teams: Remote workers often lack a sense of 
team. Social collaboration fosters a sense of com-
munity and working together toward common 
goals. As workforce arrangements continue to 
evolve and the number of remote and contingent 
workers increases, it will become essential for orga-
nizations to leverage social collaboration — not 
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only to build community, but to ensure that all 
members of designated teams are consistently 
looped into project progress.

 ✓ Greater connectedness between employees and 
the organization: Social collaboration helps 
employees better understand the organization’s 
objectives and values, and helps clarify common 
goals that will benefit the entire organization 
rather than individual needs. By establishing two‐
way communication between employees and the 
organization, immediate feedback can be col-
lected when important changes are implemented.

When rolling out organizational announce-
ments, forgo or supplement traditional memos 
or conference calls with recorded videos and 
creative messaging.

 ✓ A corporate brand that is externally leveraged 
and shared by employees: Companies that share 
a culture of social collaboration enjoy increased 
respect and admiration from employees, potential 
applicants, and the outside world.

 ✓ Ease of knowledge transfer when team members 
change: As employees come and go, critical infor-
mation can often get lost when email accounts are 
deleted and laptops are “purged.” Modern social 
collaboration tools help to ensure that critical 
information stays accessible, regardless of team 
member changes.

You may want to develop a system of exit 
interviews to avoid losing important informa-
tion when people leave the organization. Ask 
people if any critical details should be pre-
served for the good of the organization.
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 ✓ Stronger, more consistent, more efficient 
 communication: Modern leaders understand that 
utilizing social tools helps them get their messages 
out faster, more clearly and concisely, thereby cre-
ating organizational alignment. Make sure that 
everyone has a consistent message, too!

How your leaders communicate also sends a mes-
sage to employees on whether your organization 
understands and embraces contemporary social 
tools. New entrants to the workforce are seeking 
modern leadership that sees the benefits of social 
collaboration.

 ✓ More powerful and longer‐lasting learning 
results: Through social collaboration, people 
learn what they need to know, when they need it. 
Learning by doing — in small bites — produces 
results that happen sooner and last longer.

Incorporating social collaboration in learning 
helps foster an ongoing culture of knowledge 
acquisition where employees have continuous 
access to information.

People are also happier about learning when 
they know they don’t have to spend hours in a 
classroom but can quickly gain the knowledge 
they need.
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