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Executive Summary

The objective of this report is to evaluate the am@nce of Digital Communications

and how it has evolved. We will also detail the aopSocial Media has on business
in today’s world and take a close up look at hatelluse Social Media and why it is

so important for them.

The conclusions that were formed during this repatude:

1. Intel are market leaders in the faced paced wdriogial Media.

2. A Social Media Strategy has kept them at the forgfof internet trends.

3. The various types of social media mediums Intel bas allowed them to
showcase all elements of their business.

4. Intel encourages all their employees to use satiatlia and have a set of
guidelines to help them promote the company.

Based on these conclusions the report highlightadmaber of recommendations
that Intel should take into consideration. Theséuite:
1. As Social Media grows it is important Intel keegithemployees fully up to date
as they are partly responsible for promoting Ititebugh Social Media
2. The Intel Social Media Strategy must continue tegkap with trends.

One concern the report found was the lack of a dwade campaign from Intel.
Many companies try to captivate the world with gefid” such as a video or picture
that takes off and travels between the social mplditiorms across many countries.
This hasn’t been the case for Intel; perhaps doswn to the nature of products Intel
sell.
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Terms of Reference

This report was commissioned by Aisling Duhy, leetuof the Social Media
Communications module as part of an assessmetitdbmodule within the Bachelor
of Science in IT Management at the Institute ofhiredogy Tallaght.
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I ntroduction

In today’s world Social Media is more importantrtever. It is truly a 24/7 business
with a rapid growth rate. It has opened up manyoadpiities for small businesses, it
has created a people power presence and has magdarge companies rethink
their advertising strategy.

Trends and campaigns have captured audiences fiernamtinent to the next, online
reviews have scrutinized products and businesses than ever. Historically
companies have invaded our social activities wighrtadvertising, for example
whether watching TV, reading a newspaper, or gtore sporting event, you are
almost guaranteed to see an advertisement or d@pfsom a company. When
Facebook started this was a new way for people teokial and it wasn’t long until
businesses tapped into this market. In the onliiel@“Social Business: How Social
Media has changed Business as we know it!” it st#te you can see, Social Media
isn’t just all about sharing photos and opinioniscan actually help businesses grow
in multiple ways, from educating consumers on peteland services, to promoting
the same products and services to consumers, pingeh the development of those
products and services internally. It also can bedut organize and promote
discussions internally and to help companies concatm effectively and efficiently
in order to help streamline inter-department acsohook for more and more
companies in the near future take advantage osooedia both internally and
externally.”

In this report we will look at the different forna$ digital media and how it has
evolved over the years. We will also be takingradepth look into how one of the

largest technology companies in the world use $dbsalia.
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Section 1: Critical Evaluation of Digital Communications

1.1 What isDigital Communication?

To focus our report, communication means the pobgsvhich ideas, information,
opinions, attitudes and feelings are conveyed fooe person or group to another.
Digital communication however, as defined in theétietionary.com (2015),
electronic transmission of information that hasrberecoded digitally (as for storage
and processing bgomputers).

Digital as opposed tanalog communication, refers to the kind of signal untted

by digital devices such as computers. Marakas daBded (2013) stated, in an
analog systerman electrical voltage or current is generatetlighdirectly proportional
to the quantity being observed. ldigital systemthe quantity being observed is
expressed as a number. Furthermore, they stateal de a digital system doesn't
need to generate a proportional voltage for eugpyti being observed, it requires far
less power to operate than an analog (system).

From the onset, we learned that digital commurocathay mean differently to others
and there is nothing wrong with that. What we wificuss in this report are digital
technologies involving internet, social media, n@lbéchnology, big data, cloud, etc.
It's about the what, why and where digital commatimn is transforming the way
people, organizations and businesses live andacttenth each other and what is
anticipated in the near future.
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1.2 Types of Digital Communication activities

Marakas and O'Brien (2013) enumerated the following
« Surf. Browse and move your mouse pointer through to lttode of
interlinked Web sites and resources for multimeafiarmation,

entertainment, or electronic commerce.

+ eMail. Send and receive e-malil and instant messagedanitity,

friends, colleagues, business partners and othermnet users.

«  Forum. Join message boards and discussion forums ofadpeterest
newsgroups, or hold real-time text conversationgVieb site chat

rooms.

+ Publish. Publish your opinion, subject matter, or creatwerk to a Web

site  or Weblog for others to read.

+ Buyand Sedll. Buy and sell almost anything via e-commerce reatsile

wholesalers, service providers, and online audion

« Connect. Socialise with friends, acquaintances, and busiasssciates

through social media.
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1.3 Why isDigital Communication important for business?

Because of the internet, a network of billions e¥ides, such as computer devices,
mobile devices, individuals, organizations, andesses have access to not only
news but email and free audio and video calls ffamilies and associates. Catching
up with the latest trend in entertainment, fashiwalth, and what have you is easy so
long as one has internet connection.

What about friends and acquaintanc8s@ial mediaa form of digital communication
has transformed the way we socialise. Mehta (204R)te:

“Social media has changed the world. Dismissed teeaage fad just a few years
ago, it is now embraced by powerful brands and kre#dilers, politicians and
celebrities, charities and causes and anyone elselvas an internet connection and
wishes to perform one of the most basic functidimiman existence — socialise”.
While Facebook or Twitter is keeping the channélksozial media abuzz with the
latest happenings of the day, Amazon has transttireeway we shop. Why leave
the comforts of your room when at the flick of ager you can buy the latest gadgets
or accessories for your car at a reasonable pYiceonly that, Amazon gives you the
benefit of reviews and recommendations of those e bought the same products.
Because of these reviews, sellers now think twefere putting up an advertisement
that is far removed from what the product actualy5o much power is now in the
hands of the consumer because of digital commuartaAs a result, businesses have
gone back to the drawing board to rethink themtstgies moving forward. A huge
number of companies now hire consulting firms sgessng in digital transformation
with the end in view of engaging their digitallyrsgected customers more positively.
Businesses get involved in social media not onlyaim customers or get closer to
them but engage them in rehabilitating a damagedtation. For example, Kim Nash
(2014) reported about Domino's Pizza campaign k028rough social media after a
dissatisfied customer complained by posting a “mesza” delivered to him on the
web. As a result, the pizza company suffered albabkand found its reputation in
tatters. The company, through the same channelaidilsmedia has slowly rebuilt its
reputation back albeit not without investing a édasable amount of resources.

A number of major retailers and businesses have g@receivership route during
this recession or have gone out of business atliegatiowever the business savvy

7
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retailers have flocked to where it's warm: thedmad nimble hands of smartphone and
tablet-toting consumers who want to buy right ndblash (2009) quoting Drew
Martin, chief information officer of Sony Electras, “Out of recession develops one
picture-finally of what true business-IT alignméooks like. IT is becoming part of
the product offerings.” Whether that's hotel kiggkebile banking, hospital patient
portals or retail, chief information officers arettgng their IT groups to the front line
in the competition for consumer dollars.

Marakas and O'Brien (2013) added: Social media aachwitter, Facebook, and
YouTube have taken e-mail out of the equation,ipgitbffers in front of customers
on sites they already visit. Dell, JetBlue, Whole#® and other big brands have
pounced on Twitter as a marketing and promotioh taeeting special deals to
followers. Dell for example, attributes more thahrfillion in sales to its Twitter
accounts that promote offers to 1.4 million followg“15% off any Dell Outlet
Inspiron laptop. Enter code at checkout...”).

Digital communication has indeed levelled the pigyiield be it social media or
some other platform. It allows businesses to engag®mers in a more meaningful
way, one that never existed before. Consequerdlyimg the rewards of vast sums of
money and an incredible amount of goodwill. Ondtieer hand consumers have
powers in their hands through social media or @iaaws and recommendation. One
hundred forty words on Twitter and off a tweet gpetentially becoming viral, a

message that could make or break a company.
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1.4 Current trendsin digital communication

Digital communication technologies will continuedgwolve so long as people,
organizations, and businesses have the urge te@staected. With an ever
increasing appetite for growth and efficiency, besses today rely heavily on
technology. Some are constantly on the watch fmntxt big thing and others are
collaborating with other businesses to build omtetogy they already have.

A report, Accenture Technology Vision 2015 (20¥&)blished by the consulting
firm, Accenture, highlights five key areas that \Wbhbave great impact in the next

three to five years on digital technology.

1. Thelnternet of Me

As objects are connected online every day, soee@x@periences, allowing avenues
opened up for innovative businesses to adapt avelajeapplications, products and
services that would appeal to the consumer. Therregpressed, about an infinitely
greater number of touch points being created dagalyy— new ways to give more
personalized and better experiences. These intgpgpersonalized experiences, will
be the way business competitors identify themselitsmarked distinction.

2. The Outcome Economy

Intelligent hardware is bridging the great dividedmital enterprise and the physical
world. So much so that businesses are creatingMaaedvith embedded systems with
the end view of delivering outcomes customers yeaint. In the report, 87 percent
of respondents claimed that greater emphasis onstnef intelligent hardware,
sensors and devices on the fringe of networks meeahainge to selling outcomes,
and similarly providing a deeper insight of howtamsers use their products and the

outcomes they want.

3. The Platform Revolution

The report quoted, “In 2013, 14 of the top 30 gldivands by market capitalization
were platform-based companies”. These companiesemppy commanding positions
in business arenas where suppliers, purchasers, anixture of third parties are

connected digitally in real time.
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Platform-based ecosystems, the report says, afae¢leplane of competition.” A
majority of business representatives believe th generation of platforms will be
spearheaded by industry players and leaders, eatsihal large tech companies.
Almost the same percentage at 74, indicated thegr@ collaborating with digital
business partners to integrate data through clondobility platform. Building onto
this foundation onwards will consequently open upraues for improving business
processes and creating paths of additional revstneams as well.

4. Thelntelligent Enterprise

Until recently, software has been designed, fomtlagority of its purpose, to help
human employees arrive at improved and quickersaets. But due to rapid
development in big data technologies, processingepadvancing in leaps and
bounds, data analytic and cognitive technologiesamsoftware intelligence is now
also geared to helping machines themselves make, metter-informed decisions.
Business and technology leaders now have the impetuew software intelligence
not as an isolated or one-time project experimantabut as an all-inclusive feature
and functionality — “one that will drive new levead$ evolution and discovery,

propelling innovation through the enterprise,” teport says.

5. The Workfor ce Re-imagined

The report in essence suggests, that the drive thgital is stressing the need more
fully for humans and machines to work together nomieesively. The proliferation of
wearable devices, smart machines, and advancelsAs (hatural language
processing) provide excellent opportunities for pames to enable their people to
achieve more through technology.

Although machines may have become more intelliggegy will never take the place
of humans. Imagination, creativity, and sensitiatg few of the human traits that
machines will never replicate. However perceptiusibesses will recognize the value
of human ingenuity and intelligent technology opi@gatogether in collaboration, two

critical elements of the “re-imagined workforce”.

10
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Section 2: Intel Corporation Case Study

For our case study we chose Intel because theprazeof the leading technology
companies in the world. As IT students we thoughtvas a great opportunity to
interview this company as Ireland is Intel's centfemanufacturing excellence in
Europe. For this interview we focused on how theajgany uses Social Media. Below
is a report on the feedback we found most usefuthis study, for full transcript of

this interview please see Appendix A.

2.1 Company Background
Intel Corporation was founded in July 1968 by Gearddoore, Robert Noyce and
Andy Grove. They first made its name by making semductors. Today they are the

world’s leading manufacturer of microprocessors.

11
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2.2.1 How Intel Use Social Media

Intel first started using Social Media a few yeago and currently use Twitter,
Facebook and Blogs. Intel believe it is an effextway to communicate what the
company does, post news releases, advertise #reicas and share stories online.
Facebook and Twitter would certainly be the mogiydar forms of social media but
Intel also have their own unique social media platf here in Ireland, this is called
“Intel Newsroom Ireland”. The Intel Newsroom is ary clever way of connecting
with people because it is linked in with Facebookl dwitter, people can get live
news feeds of what’s happening in Intel, watch egjéweet on the website and share
on Facebook.

We found this website very innovative as it is ayvar Intel to have a company
website but still keep in touch with social medkccording to online blog “Is
Facebook Killing The Company Website” it statest tWebsite Traffic Is Down By
More than 70%

Some of the reductions in website traffic are sigant.

Coca Cola’s website traffic is down more than 402fuist 12 months

Starbucks traffic is stable but not growing

Nabisco’s traffic on NabiscoWorld.com has decredsach 1.2 million hits per month

to only 321,000 hits per month (a drop of nead¥4j in just one year”.

Such figures are common amongst many websites. I&tibay keep a company
website or should they hand it over to Faceboois, itha decision faced by many
companies but we think Intel have got it right witie Intel Newsroom.

2.2.2 Keeping Up With Social Media

Social media is a rapidly changing industry, newnf® of social media are being
released constantly and what's “trending” changeg td day. Keeping up with this
requires a Social Media Strategy. Intel's SocialdMeStrategy requires a hard
working team to come up with new ideas, monitondie and work closely with the

different platform vendors.

12
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2.2.3 Social Media Guidelines

Most Intel employees use social media and whenirgpsir commenting about the
company they believe in using Social Media guidedinthey call these the “3 Rules
Of Engagement”

Rule 1 - Disclose

Being transparent is important; use your real ndragjourself and keep up to date.
Rule 2 - Protect

It is important to remember that when you're onleerything you post is made
public. Therefore it is important to be cautiousd afon’t give away confidential
information about the company.

Rule 3 - Use Common Sense

There’s no need to respond to every criticism, &efal on how you chose to reply

and keep your cool.

13
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2.2.4 Typesof Social Media Intel Use

Facebook- Facebook is taking the company to a new levelafimunication.

Users feel they can interact with Intel on a magespnal level and having a fan page
on Facebook is far more effective than mass media.

Twitter- This is a great way for Intel to express a brpesonality while also

directly engaging with their audience. People wiaidw” Intel can get live “tweets”
(messages) from the company and retweet if thegeagyr reply if they don't.
Instagram — By using Instagram, Intel can tap into consuaneativity by sharing
pictures of Intel products and services and thendgas from consumers on design of
future products.

LinkedIn- By creating a professional profile, Intel hasatesl a community for
potential and actual employees. With daily updatesd increases brand visibility.
Pinterest- Using Pinterest is like writing a book with a tiftpictures and manuals for
products. This is another way for Intel to creat@ai@ness by posting their ideas and
linking them to the company website. Intel’'s uséofterest often features a
remarkable story, philanthropy and really promadteésl in the community.

YouTube- This extends brand messaging through video coatahalso increases
Search Engine Optimization. It's a platform whictables users to engage with the
Intel brand through competitions, celebrity endoreat and charity work.

14
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Conclusion
Digital Communications has always transformed bessnusing a telephone removed
the need for knocking door to door, email makemssible to send one message to
multiple addresses, now Social Media has enablsohésses to reach an audience
larger than ever.
Social Media is a relatively new form of Digital @munication, in the online article
“How Social Media Is Changing Business” it stdt€le idea that social media is
some kind of fad is ridiculous,” Kidron says. "lew we communicate. New
companies will have social media in their DNA. Soviledo it badly, some will not
be quite right, and some will change the way thiagsdone. The most important
thing is to make sure that social media has a umiogurpose and is not just an
adjunct or gimmick.This certainly proved to be true for Intel, theg arcompany
that knows Social Media is here to stay and theyeanbracing it.
For a large multinational technology company mas just enough to be on Facebook
or Twitter, leading the way and utilizing all pdslei social media platforms is

something Intel believes strongly in.
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Appendices

Appendix A

Canyou give us some background on what your company does?

Intel was founded in 1968 and first started by making semi-conductors. Now we are the world's
largest manufacturer of microprocessors. Our facility here in Ireland is Intel’s center of
manufacturing excellence in Europe.

How does Intel Ireland use social media to transform the way they do business?

We have a Facebook and Twitter account in Ireland with we add content to regularly, it isa cheap
and effective in getting our message across. Intel worldwide use most forms of social media.

Which do you prefer and why? Twitter as itis easier to contact through and you have a better idea
of what is going on with hashtags

What do you think are the benefits of engaging your customers through social media? We believe it
is an effective way to allow people to be aware of the events we do, we share of stories online. Like
the Intel Newsroom.

Canyou give an example of one of your social media campaigns and describe its impact compared to
traditional forms of media? We generally don'trun a campaign here in Ireland, we follow standard
content that sales and marketing send us.

As one of the leading technology companies in the world, do you think it is important to keep up to
date with the latest forms of social

media?

Yes it is a very effective way of communicating with people. Intel lead the way when it comes to
Social Media, we don't just use Facebook and Twitter, new types of Social M edia are being released
all the time, like Pinterest and Instagram, so Intel are always one of the first to join.

How do you see social media evolve over the next few years? And how do see your company part of
this? It will become more important no doubt and we like other businesses will move with it.

What are the do's and don'ts for companies using social media? M ake sure your spelling and
grammar is correct, keep posts simple and to the point, dont over post anything. Look up our
Social Media Guidelines.

Do you deal with customer complaints over social media? Asthese are on public domain how do you
handle these as opposed telephone or email complaints? We generally don't get consumer
complaints about our products as we don't sell our products, Intel Ireland is a manufacturing plant
so we only make the technology that goes into the product, If you have a customer service issue, we
recommend going to http://www.intel.com/go/supportcommunity for the fastest path to resolution

Do you monitor how your com petitors use social media? If so why? No we don’t monitor
competitors, we only monitor our analytics.

Canyou give an example of a complaint that got a lot of publicity and how did you handle this? Any
large complaint we get is handled by our marketing department which is not based in Ireland, we
work together to handle complaints which we rarely get.
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