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IMignpuemcreo 2.0 (Enterprise 2.0) - wne TexHomoriuxa
Oprasi3aryisi, 0 BUKOPHUCTOBYE TexHOorito web 2.0 (4at, dpopym,
Gmor, wiki) s chinkyBaHHA 3 yciMa CTOpoHamMM (KJIi€HTH,
OCTa4aJIbHIKH, JIJIOB] TAPTHEPH, CIIOHCOPH).

o6 crumynmroBaTH aKTHBHY Y4acTh KII€HTIB, KOPIIOpATHBHI
BEO-CTOPIHKY, SIKI HA/JalOTh IHTEPAKTHBHI enemeHTH web 2.0,
KOPHCHI [UIs1 ABOCTOPOHHBOI KOMYHIKAITii.

B Ham wac Ui mignmpreMcTBa YK€ BaXIMBO MAaTH IiIOBI
cropinkun Ha Facebook, Twitter, YouTube, Tomo. CorianbHi
Mepexi B KOMIIAHISX CTUMYIIIOIOTh BIIPOBA/DKEHHs 1HHOBALLH,
HOBOTO CHoco0y poOOTH Ta paJMKalIbHO MIHSIOTH OpraHizaliiHy
crpykrypy. Benenns Gmory, ¢popymy uu cropinku y Facebook — 1ie
000B’sI3KH, 1110 BUMAratoTh 4acy Ta iHBECTHIIiH.

VY HamoMy IOCIIKEHHI MH INPOAHAJi3yBald TPU HPUKIAIN:
MaJia, cepeliHs Ta BENHMKa KOMIIaHil, sIKi BOPOBA/UKYBAIU, TAKOXK 1
YaCTKOBO, LIF0 HOBY MOJIEJIb I1iJIIPUEMCTBA.

30KpeMa MU BiJICIIIKOBYBAJIM JIEsIKi XapaKTePHCTHUKU Ha X BeO-
CTOpiHKaX, K OT IOCTYIl 1O IHTEPaKTUBHMX PO3JiJiB/CTOPIHOK,
KaHaIM KoMyHiKatii 2.0 Ta piBeHb iHTerpamnii X 3aco0iB y JIOBY
CITJIBHOTY.

IMopiBHABIIM ~ XapaKTEPUCTUKK Y PI3HUX KOMIIAHISX, MH
1o0aYmiIy, 10 Majla KOMIIaHis iHBECTYE B JJaHy TEXHOJIOTIIO MEHILE
TIOPIiBHSHO 3 IHIIMMH. Maji minpueMTCBa HE MAlOTh JUI LBOTO
330X04yBaJIbHUX (OHIIIB.

Benuki nizmpreMcTBa MaroTh NepeBary HOPIBHSHO 3 CepeIHIMU
Ta MJIMMH KOMIAHISIMU OCKUJIBKM MAlOTh CIICLUAJICTIB, TAKHX SIK
BeO MEHEeIDKepH ISl TOro, 11100 MpuBabIIIOBaTH HOBUX KIIEHTIB Ta
YIPUMYBAaTH B)KE ICHYIOUMX, a TaKOK TEXHOJIOriuHi ruiardopmu
(TexHiYHE/TIpOr paMHe 3a0e3neueHHs) TUTSE niepernadyi,
KOOpJMHYBaHHs Ta 00pOOKH JyMKH/TIPOIIO3ULIT KITi€HTIB.

Hanpuxnan, omgHe i3 mpoaHaTi3oBaHUX BEJIMKKX ITiAIPUEMCTB B
CrIeIiaJIBHOMY PO3IUTi  BEO-CTOPIHKM J1a€ MOXKIUBICTH CBOIM
KitieHTaM rpadiqHo 00JIaIHaTH aBTOMOOLITB BiJIIOBITHO /10 BIIACHUX
o0aXKaHb.

KoMmmaHisi cepeHbOro po3Mmipy Mae JeKinbka Jozel, ki
CTeXaTh 3a JIUIOBUM CEPEIOBHILEM Ta CIUIBHUM NPOeKTOM. BoHa
BHKOPHCTOBYE JICIIEBII 3aCO0M UL MIATPUMAHHS IMIJDKY MapKu
Ta aHaJli3y BIATYKiB.

Mani koMmmaHii HE MOXYTb JIO3BOJMTH c00l  OKpEMOro
NpauiBHUKA, KUK Jivie Oyne KOOpAMHYBATH OHJIANH CIUIBHOTY,
aJjie BOHM MOXYTb BJIATHCh J0 NOCIYT 30BHILIHBOIO BEO-areHCTBa
(sixe oOciyroBye BeO-caiiT), ab0 10 IOCIYr CBOrO IpalliBHHKA i3
KOMEpLIIHOrO  Bi/ULUTY/BI/ULTYy ~MapKeTHHIY/BiIAUTYy IO,
KOTpPHI1 TaKOX 3aJIy4eHNH 110 1HIIO] BHYTPIIIHBO JIisUTBHOCTI.

VYV BciX pO3MBHYTHX CHTYALsSIX MOIENb IimpreMcrBo 2.0
Hajiana KOMIIaHIi KOHKYPEHTHI IepeBard Ta IOKpalliia SKiCTb
00CITyroBYBaHHS KIIEHTIB.
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The Enterprise 2.0 modd is dowly spreading in all types of
companies. small, medium and large. This is an emerging
model that involves the customer in improving the
product/service to acquire competitive advantages. In this
paper we consder 3 case studies of different sizes of
companies that have implemented the model 2.0 and from a
comparison among themsel ves we annotate the differences.
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[. Introduction

McAfee [1], in 2006, gave the first definition of
Enterprise 2.0: “Enterprise 2.0 is the use of social software
platforms within the company or between companies and
their partners or customers”. The affirmation was revolu-
tionary because before social media (MySpace, Facebook,
...) was used only in the private life and not for business
goals. McAfee wants to bring social networks and web 2.0
tools [2] (blogs, chats, forums, wikis) inside the companies.
In this way the enterpise interacts with all stakeholders and in
particular with customers to improve products/services [3][4]
and thus can acquire competitive advantages. To stimulate
the active participation of customers, enterprise websites
present interactive elements of web 2.0 useful for a bi-
directional communication.

Nowadays, it is very important to have business pages
on Facebook. Social networks, in the companies,
introduce innovation, a new way of working and impose a
radical change in the organizational structure. Managing a
blog, forum, facebook, business community are commit-
ments that require time and investment.

The paper presents the following structure: in the next
section we describe the research methodology. The third
section focuses on the case studies. In the fourth section
we show the results of our research. Finally some
discussions and conclusions are drawn.

Il. Research methodology

For our research, we take in consideration 3 case
studies: small, medium and large enterprise. We selected
3 companies that have implemented, also partially, an
Enterprise 2.0 model that we named DIVS (small),
PASTS (medium) and AUTS (large).
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In our research we are interested to web 2.0 tools (e.g.
chat, forum, blog, facebook pages, videos on youtube)
integrated inside website and not indipendent and separated.
In particular we monitored the following features present in
websites: language, access in the interactive section/page,
web 2.0 interactive channel, level of integration in the web
community, type of customer impact in the product cycle,
procedure to process customer opinions/suggestions.
Regarding the last feature we based on information gathered
on websites and/or other sources.

[1l. Case studies

In this section we consider three case studies that we
have named DIVS (small), PASTS (medium), AUTS (large).

DIVS

The company produces sofas and chairs by hand and
tailored to customer request. The manufacturing is traditional
and hand-crafted. The project of the website restyling with
interactive elements, funded by a regional law, started from
the need to experiment new marketing channels. The goal of
the web project is to improve brand visibility, increase the
perceived quality and, overall, a better customer satisfaction.
In this way the company developed expertises in Internet
marketing and distribution, with a significant impact on
administration, logistics, sales and purchases.

PASTS

The company produces pasta to bronze drawn and
slowly dried. To obtain a good product it continues to
improve production technologies and to choose the best
varieties of the hard wheat. In recent years the company
has invested in advanced technology preserving always
the tradition. The company always tries to hand down,
preserve and consolidate traditional production principles:
quality grains, fresh semolina from the own mill and
slow drying at low temperature Currently the enterprise
has built new factories and exports in over the world.

AUTS

The business mission of the company is focused on the
automotive industry. The industrial group, which has global
dimensions, designs, builds and sells cars with different
brands. Thanks to agreements and international alliances, the
enterprise plays, in the market, a role as global player. The
company cleverly combines an innovative and original
design with the most advanced technology in the field of
engines, safety and comfort on board. The company focuses
on the leadership of managers, the promotion of employees
and on the total quality. These factors make the enterprise
more competitive in the global market and able to achieve
best-in-class performances.

IV. Research results

We have carefully examined websites of the three
companies and analysed the features of interest. Results
are summarized in Table.

V. Discussion and conclusions

Medium-large companies, generally, have proprietary
applications to process information coming from external
market and have the professional figure of the community
manager [4] to manage online business community. This
figures stimulate online discussions on specific topics and
monitor the degree of customer satisfaction. The community

manager can attract new customers and retain old ones.
Small companies can not afford an employee who executes
only this function, but they can take in consideration the
support of an external web agency (that manages corporate
websites) or an internal employee who works in the
commercial/marketing/sales office and who spends the time
in other internal activities (recommended).

Results of websites analysis

The large company of the case study to launch a
project of customers participation has created a team of
30 people dedicated exclusevely to monitor and process
external customer opinions [5]. Moreover in a specific
section of the website, the company allows to customers
to graphically equip a car according to their wishes.

The medium company has few persons (one/two
employees) to follow the business community and the
collaborative project. It use cheaper tools for brand
reputation and sentiment analysis [6] that monitor the
polarity of opinion (positivity or negativity) while the
large company use software of text/opinion mining.

In all case studies, the model of Enterprise 2.0 allowed
to the companies to acquire competitive advantages and
increase the customer satisfaction.
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