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People are connecting to brands, products, and services using a new generation of interactive social software 
and services. The business owners and budgets for technologies that support marketing are changing the 
dynamics of traditional information management and delivery. 

Chief Marketing Officers (CMOs) are using social software and services technologies such as Social CRM, social 
analytics, and advanced marketing analytics to personalize shopping, micro-target online advertisement 
placement, market on mobile devices and with handheld in store devices., engage people across social media , 
and enable interactive social networking communities. 

We will explore how Chief Information Officers (CIOs) and Chief Technology Officers (CTOs) play a key role in 
supporting CMOs with a wide range of social software applications and data services to connect and interact 
with people across channels and grow the business. 

 

New services enable CMOs to better connect and interact with people 

Marketing experts have often reached beyond the enterprise to use marketing agencies and database services for 

direct mail, research, and analytics. Marketing services such as direct mail, email marketing, and customer surveys are 

being replaced with online and mobile applications that connect people and gather data at a fraction of the cost and 

deliver results in significantly less time.  

A new generation of cloud-based analytics services and Software-as-a-Service (SaaS) provide social software 

applications and internet data sources that challenge the traditional service lines between conventional  external 

marketing resources and internal Information Technology (IT) services.  

CMOs are tapping into a variety of externally hosted SaaS applications such as Google Premium Analytics, Tealium Tag 

Management System (TMS), or ClaraBridge for advanced text mining and analytics, and Visible Technologies or Radian 

6 for social media analytics.   

CMOs may also partner with other groups within their organization 

such as Public Relations, Customer Services, and Corporate 

Communications who are also adopting these externally hosted 

services.  A common goal across services is to create interactive 

touch-points across channels such as blogs and social media forums 

as well as mobile applications. These new services  increase an 

organization’s ability to reach people faster and with greater 

precision because the social software applications gather 

information about people who participate in online social networks and specialized communities .  

Today social media savvy users expect their online experience to be personalized.  Social software is used to gather 

and analyze their social data including demographics, navigation, shared content, comments, and searches.  

 

 

CMOs are increasing their budget 

and expecting the rapid delivery of 

business results based on using SaaS 

and cloud-based social software 

services and data 
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CMOs push ahead with software to improve social intelligence 
CMOs are focused on achieving results quickly with new customized messages, advertisements, and connections 

based on affinity groups, micro-segmentation, and even personalized to an individual. We often see contrasting 

interests between the CMO’s  use of external-services and the challenges IT deals with in relation to security and 

reliability of data. CIOs and CTOs can extend the value of social software to enterprise services by: 

 

 Providing Service Level Agreements (SLA) with standard operating procedures to govern and manage the new 

services 

 Integrating  data sources and Software-as-a-Service applications  provided online 

 Integrating cloud services and data 

sources 

 Establishing new techniques that 

ensure the quality and availability of 

structured and unstructured data 

 

CMOs are increasing their SaaS social 

software and cloud-based service budgets 

and expecting the rapid delivery of 

business results to increase the market 

penetration across channels and improve 

the customer touch-points.  

The availability of social software is increasing and implementations within the organizations are creating one-off uses 

that quickly become “islands -of-solutions” which are difficult to manage and integrate. As IT professionals, CIO’s and 

CTOs have voiced concerns that the unbridled use SaaS and cloud-based services adds to the complexity, duplicates 

cost, and reduces reliability. How can the CMO collaborate with the CIO and CTO to build flexible but cost-effective 

solutions quickly? 

Effective partnerships between the CMO, CIO, and CTO help accomplish the following: 

 Manage complexities: Agree upon the standards for governance to manage the SLAs, data quality, and the 

integration to the software services and data within the enterprise applications’ ecosystem. 

 Reduce duplication of cost: Source, select, and manage the marketing technology providers together. 

 Integrate new processes: Use the cross-functional teams led by marketing to set the strategy, and evaluate and 

choose a partner. 

 Promote organizational adoption: Include marketing in the implementation leadership and in the management 

of applications. 

 Provide new data sources quickly: Create secure data exchanges that analyze Big Data to identify trends and 

customize marketing events.    

 Improve quality and reliability of services: Manage the SaaS and Cloud vendors with sufficient oversight of the 

SLA agreements to maintain the quality, consistency, and reliability of the services. 
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Challenges and opportunities of enabling social applications and data 
services 

The promise of no installation and no IT involvement is precisely where the CIO and CTO can help the CMO avoid the 

pitfalls of implementing multiple one-off applications that do not scale to meet enterprise needs. One-off applications 

like social listening analytics  are wonderful testing areas; however, the lack of governance, integration, and 

management standards creates: 

 islands of solutions lack integration  

 Islands of analytics 

 Difficult to share business insights and performance Inconsistencies in reporting across the organization 

The opportunity for CIOs and CTOs is to bring together the knowledge, experience, and the teams necessary for 

governance, integration, and management. The CMO needs a strategy to on-board services that will  help avoid the 

duplication of costs and efforts within one-off applications. By adopting SLAs for governance, integration, and 

sustainable management across a variety of SaaS, data, and Cloud services providers, internal IT organizations 

become the external services broker and integrator. The CIO and CTO are positioned to play pivotal roles in helping 

the CMO implement integrated processes with shared information that flows from an external source into internal 

applications.  

The CMO may learn of a product issue from social medial listening and not have the ability to rapidly move this 

information to the product manager . (The use of email and its inherent delays  cannot support the requirements of 

today’s digital commerce). Our consultants have encountered the following gaps in governance and delivery in 

various organizations as outlined below. 

 

Social software is changing 

the way organizations market 

their products, connect with 

customers, gather 

information, and automate 

personalized experiences. 

Social intelligence is the 

practice of integrating the business processes, 

technology, and the information delivery required to 

effectively use social software across channels. 

Advent of the social enterprises 

Organizations began embracing social media 

marketing by placing advertisements on web sites and 

by optimizing searches. Now they are including social 

networking sites to increase the power of targeted 

advertisements and improve the quality of 

conversation with social shoppers. Active social 

shoppers easily reach thousands of people with their 

sentiment, ideas, and opinions. Marketing 

professionals are seeking ways to connect with the 

social shopper across social networks.  

Legacy approach to tapping social 

data 

Initially, organizations tried using 

interns in marketing and public 

relations with the “social savvy” to tap 

into the social networks.  However, 

the intern-led projects did not yield 

the connections that companies are seeking with their 

customers. While companies did learn to tap into the 

conversations across Facebook, Twitter, YouTube, and 

Google Analytics, HCL found gaps in the knowledge 

and the experience necessary to convert findings into 

insights, and the insights into tangible business 

actions. 

Rising complexity 

HCL’s experienced consultants and integrators have 

identified gaps in the vision and real ization within 

social media and customer experience areas. CMOs 

often start with a small team of interns that are social 

software savvy. As a Proof-of-Concept (POC), interns 

HCL helps IT and the CMO partner 

to govern, manage, and integrate 

social software applications and 

data sources across the enterprise 
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may find some insights; however, these POCs lack the 

planning for implementation and enterprise 

integration. CMOs quickly find the reality is that 

enormous volumes of content and data are streaming 

in at increasing velocity, variety and complexity. There 

is a need for experience and knowledge to help guide 

the CMO through the organizational and the 

technology changes required to govern and manage 

this increasingly complex environment. 

A brand new way forward 

Now organizations are moving from social media to a 

new class of social software that is once again 

changing the potential of marketing with features 

available to connect people on any device from online, 

mobile, and interactive TV. 

As HCL delivers services to global clients, it is seeing 

the CMO as a major technology, integration and 

analytical services purchaser.  According to a study by 

the Gartner analyst Laura McLellan, Vice President of 

Marketing Strategy for Business Leaders, CMOs’ will 

have budgets that exceed CIOs by 2017. 

HCL provides integrated services that enable 

partnerships between IT and Marketing departments 

to create innovation in social software, Big Data, and 

analytics. HCL is defining new positions such as the 

data scientist, social media analyst, and interactive 

web analyst. Our innovation labs and delivery teams 

are combining these new roles with traditional 

business intelligence (BI) to form the Agile Analytics 

teams that are creating a new generation of self-

service analytics. HCL’s Agile Analytics teams are 

connecting the insights gained from the analysis of 

bil l ions of records for a Fortune 200 client to improve 

user experience and attract new customers across 

channels to the top of the sales funnel.

HCL helps CIOs and CTOs build foundation services and partner with the 
CMO 

With all  the choices, promises, and services of social software and data services, it remains true that success is not as 

simple as a single subscription service. Based on our global experience with systems development, integration, and 

maintenance, HCL understands the difficulties in managing the complex ecosystem of applications, data, security, and 

organizational changes required to take advantage of the information found within social software and cloud-based 

data services. CMOs are looking for partners who know how to work with their marketing teams and with CIOs to 

enable organizational and technology changes. This is where HCL’s  history of partnering with CIOs provides an 

advantage to your organization. As part of our partnership HCL  listens and learns from market forces, then invest in 

the innovations and testing required to maintain a path-forward. 

HCL starts by assisting organizations to rationalize the changing landscape across applications  and create a tangible 

roadmap to deliver business value quickly. We help customers with the development and deployment of both SaaS 

and Cloud solutions. We work with IT to help them partner with the CMO in defining the technology decisions. 

HCL understands that the relationship between the CIO and CMO is critical to increasing marketing effectiveness 

using new social software and data as foundation services. Our Agile approach enables the CMO to map a strategic 

path with clear business-focus and partner with the CIO in small increments to deliver business results quickly. We 

work within each organization to help people learn and adopt new processes and procedures for governance, 

management, and integration. HCL’s  goal is to continue to be an effective partner to CMOs. To help them tap into 

social software services and data, and work with the CIO and CTO to integrate these services across the organization. 

These new services will  help CMOs connect with customers and prospects  across channels to increase sales. Our 

understanding of technologies, systems, integration, and governance help the CIO to bring the right structure and 

processes to scale across the enterprise. 

We welcome the opportunity to present our services with additional whitepapers and workshops that will  highlight 

how to establish foundational services in areas such as:  



 

 7/7 

All content is copyright 2012 HCL Technologies Limited. All rights reserved. 
 

TRENDS AND PRACTICES IN SOCIAL INTELLIGENCE 

 Marketing Analytics: Establish an analytics model  to improve the marketing effectiveness through micro-

targeting to increase sales, cross-sell, and up-sell. 

 Enterprise Information Governance: Improve transparence, and provide access to business definitions and 

metadata across information sources including structured and unstructured data. 

 Data Quality Framework: Establish trust in the reliability of data with business and IT dashboards  using l inked 

automated processes that monitor and manage the data quality. 

 Big Data Management: Establish a Big Data strategy and the infrastructure to gather, process, and analyze the 

increasing volume, velocity, variety, and complexity of the structured data and the unstructured content. 

 Advance Analytics: Use applied analytics and machine learning within a Big Data environment to understand risk 

management, marketing analytics, web metrics, and customer insight analysis. 

 Social Media Marketing and Analytics: Listen, learn, and report from across the social media spectrum. Establish 

the governance and moderation necessary to res pond and engage. Establish a Corporate Listening Office with the 

governance and moderation processes required to turn the influencers into brand advocates and engage the 

social shoppers. 

 

HCL is eager to expand on these topics and meet with you in person to begin crafting your roadmap to a well 

governed, managed, and integrated social software service and data. 

 

For more information please contact your local HCL representative or email Ken Martin (Kmartin@hcl.com) 

 

About HCL  
HCL is  a $6 billion leading global technology and IT enterprise comprising  two companies listed in India - HCL Technologies and HCL Infosystems. Founded in 

1976, HCL is one of India's  original IT garage start-ups. A pioneer of modern computing and a transformational enterprise, HCL’s diverse range of  hardware 
and software offerings span a wide array of focused industry verticals. The HCL team cons ists of 90,000 professionals of diverse na tionalities, who operate  
from 31 countries including over 500 points of presence in India. For more on HCL, visit www.hcl.com. 

About ETS  
HCL Enterprise  Transformation Services (ETS) is  a new line of  business that assis ts our customers  to develop a  transformational roadmap and an execution 
plan. This roadmap will  cover the key facets of the transforma tion, namely, bus iness processes, applications, data, and informa tion technology 
infrastructure. 

 

All HCL brand and solution names are  service ma rks, trademarks or registered trademarks of HCL 
Technologies Limited. All other marks are the property of their respective owners.  
http://hcltech.com/ 
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