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MARKETING’S NEW IMPERATIVE: 
BRING SOCIAL TO YOUR TEAM
IT’S TIME TO REVOLUTIONIZE MARKETING TEAM 
PRODUCTIVITY WITH SOCIAL BUSINESS TECHNOLOGY
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Marketers Must Do More With Less.
It’s ironic that while marketing professionals now recognize the importance of social networking in their customers’ 

lives, most are still missing out when it comes to leveraging social technology in their own organizations. That’s got 

to change. Today’s marketing teams have to work smarter and faster across a growing range of activities and an 

increasingly diverse array of participants. Improving cross-functional collaboration is the new marketing mandate, and 

social business is the enabler, allowing marketing teams to drive more leads, increase sales and cut operational costs.

The task of marketing organizations has expanded dramatically in 

recent years. It’s no longer about marketing as a stand-alone activity; 

it’s about partnerships involving a wide variety of organizations and 

functions—sales, service, outside agencies—all needed to win, build 

and retain market share over time. As a recent Forrester report put 

it, organizations need to “move from a marketing-funnel approach 

to a customer life-cycle approach” and “align with sales and service 

leaders to drive the brand experience throughout the organization”1

And it goes beyond the organization. Most marketing initiatives 

involve an extended ecosystem of players, from PR and ad agencies 

to consultants and contractors to partner companies, customers 

and prospects. More and more, marketing depends on successfully 

coordinating a multitude of moving parts.

Adding to the challenge is the deluge of data coming through myriad 

channels, and an accelerating marketplace that requires near real-time 

response. And in an era of constrained budgets, marketing is being 

asked to manage this increasingly complex job faster and with fewer 

resources—to do a lot more with significantly less.

20th-century Tools Won’t Solve  
21st-century Problems.
Marketers are getting it from all sides. In response, many have turned 

to tried-and-true remedies—a prime example being the departmental 

reorganization. In a recent survey, more than 70 percent of respondents 

said their marketing department had gone through at least one reorg in 

the previous 5 years.3 But the results have been mostly disappointing. 

Rearranging a set of static relationships is unlikely to help when the 

point is to operate in today’s world of fluid, ever-shifting responsibilities. The object is to tap peoples’ expertise and rapidly 

assemble groups based on the needs of each project, irrespective of fixed roles. No wonder another study found that 

fewer than 1/3 of marketing reorganizations produced meaningful performance improvements.4

Traditional technological solutions aren’t helping, either. Most marketing groups are still relying on earlier-generation, 

20th-century tools such as email, portals and content management systems (e.g., SharePoint) that don’t support rich 
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real-time interaction. They hamper information flow as much as help. And even where newer tools are used, they’re 

typically single-purpose point solutions such as wikis, microblogging platforms and document collaboration systems 

such as Google Docs. These piecemeal approaches create new gaps between disparate systems and users, and the 

result is more fragmentation and duplicated effort.

The inefficiencies are costly enough when confined to internal teams, but when external participants are involved—as 

is so often the case in marketing—the headaches multiply. Often communications are reduced to the lowest common 

denominator—email, phone, face-to-face meetings. These are notorious time-wasters that don’t provide nearly the 

agility needed in today’s split-second business world.

The Rub: Disconnected Teams.
At its core the problem is a lack of connection. Marketers need a way to unite diverse team members in a single workspace 

that links all the right people with the right information at the right time, regardless of job titles, hierarchy and geography. 

The connectivity can’t be limited to internal staff only, but must include outside participants as well, while ensuring 

complete security and privacy.

Unleashing Team Productivity With Social Technology.
Conventional technologies and point products don’t provide the high level of interactivity, integration and internal/external 

engagement that marketing teams desperately need. Only social business technology does, when all the tools in the social 

arsenal are combined in a full-featured collaborative environment. Such systems erase barriers and free up information sharing, 

enabling team members to connect spontaneously and pool their talents in one frictionless, highly efficient workflow.

The central requirement of any such solution is the ability to easily create groups for particular projects and quickly 

invite collaborators from inside and outside the organization. Group members can post and jointly create content, hold 

discussions, track progress and carry out other essential tasks in a unified workspace that gathers all stakeholders and 

relevant resources. Robust security and privacy controls ensure that people see only the content and activities they’ve 

been granted access to.

This kind of extended team collaboration simplifies and accelerates a wide range of common marketing activities, such as:

• Developing ad, PR and branding campaigns with team and agency partners.

• Working with business development, sales, marketing and product development to prepare RFP responses and 

submit them to prospective clients.

• Creating sales collateral with inputs from sales and product teams.

• Evaluating acquisition targets and preparing due diligence with finance or strategy teams.

• Collaborating with external consultants on new market research for a brand.

“As the complexity of marketing increases, process becomes 
important to align the appropriate people with the right 
marketing activities, to achieve faster times to market,  
to allocate human resources effectively and to perform  
closed-loop marketing.”5

—Gartner
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Other key capabilities include:

• Document sharing and collaboration: tools that allow team members to create, revise, comment on and complete 

documents together, without complicated review cycles and the version control problems of email and other 

conventional approaches.

• Smart activity streams: activity streams and status updates that keep team members informed and in sync, 

minute-by-minute and hour-by-hour. Intelligent filtering can be used to remove irrelevant chatter and prevent 

information overload. Customizable streams allow users to stay current on particular people and projects.

• Profiles and other features that foster connection: rich profiles, liking, following and @mentions help people get 

to know each other, form connections and stay in step—without endless meetings, phone calls and email.

• Robust search: powerful “social search” capabilities enable users to rapidly find content, people and places related 

to projects they’re working on.

• Integration with popular desktop apps: advanced social solutions don’t require users to abandon their favorite 

desktop software. Instead, they can “socialize” such applications, integrating team collaboration functions directly 

into applications such as Microsoft Outlook and Office.

• Mobile access: users should be able to fully participate in team discussions, track activities, post updates and 

participate in group functions while on the go, from their smartphones and tablets.

Individually, these features are quite useful. But when combined in a single environment, they deliver genuine 

breakthroughs in marketing productivity and effectiveness. Marketers no longer spend inordinate time struggling 

to manage communications and participants, with costly delays and duplication. Social collaboration technology 

eliminates much of the overhead and missteps that plague marketing initiatives, and empowers fast-paced teamwork 

that taps the strengths of every participant.

As a result, teams can process and apply incoming market data more quickly, plan and execute higher-impact collateral 

and campaigns and stay two steps ahead of the competition. And by working together much more efficiently, they can 

sharply reduce operational costs. Social systems strengthen team and partner relationships. And they capture and 

preserve knowledge and best practices, providing organizational continuity even as personnel change.

In a recent study, McKinsey found that internal and external collaboration of this sort led to substantial and measurable 

competitive advantages, correlating with market share gains, higher operating profits and market leadership.6

The experience of Jive’s own customers supports this conclusion. In a recent study of hundreds of Jive customer 

companies, a top-three global business consultancy found that Jive delivered dramatic, measurable improvements in 

key marketing metrics:

• Reduction in time spent developing campaigns: 12%

• Increase in number of campaigns run: 15%

• Decrease in collateral development time: 28%

• Increase sales per rep: 13%

• Decrease in sales support needed: 14%

• Increase in overall marketing ROI: 5%
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JIVE. FIRST IN SOCIAL BUSINESS. Jive is the world’s leading provider of social business solutions. 
For more information, visit www.jivesoftware.com

Jive For Marketing.
Jive for Marketing is the first complete social collaboration solution designed specifically for marketers. Built on Jive’s 

industry-leading social business platform, Jive for Marketing provides an instant, end-to-end collaboration environment 

for marketing organizations and their external partners.

 Jive for Marketing combines all the essential capabilities described above—extended group collaboration, document 

co-creation, integration with existing applications, mobile support—as well as industry-first features introduced on 

Jive’s latest platform. In addition to internal marketing team collaboration, Jive for Marketing also powers best-in-class 

external customer and partner communities. These richly interactive communities enable companies to provide the 

high level of engagement and support essential to B2B marketing and channel partner enablement. 

 Give your marketing team a massive performance boost that results in better lead generation, greater market share and 

higher revenues. Try Jive for Marketing now.
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