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BRIEFING PAPERS

Success with Enterprise Mobile: how tools for frontline employees drive value
Enterprise mobility presents an exciting new opportunity to reach employees who have been 
traditionally harder to serve with digital channels because they are not based at desks. Frontline 
staff, factory workers, retail and leisure-based employees and field workers can all now be 
reached in new meaningful ways. This new DWG research repor t looks at how enterprise 
mobility presents a power ful opportunity to engage this section of the workforce, making 
processes more efficient, creating new services and business models, and transforming 
top-down communication into dialogue. Download the executive summary: 
www.digitalworkplacegroup.com/resources/download-reports/success-with-enterprise-mobile

Measuring Intranets: a guide to intranet metrics and measurement
Following its publication, this report quickly went to the top of the download chart for DWG’s 
40+ research archive. It considers what should be measured across the intranet estate, and 
which metrics are useful and important for intranet managers. It describes strategies for 
justifying and managing intranet measurement. And it looks at how metrics can be turned into 
actionable insight, by understanding the goals and benefits of services within the intranet, 
making decisions and setting targets. The report contains three case studies from the UK 
Ministry of Justice, Maersk Lines and Thoughtfarmer. Download the executive summary:  
www.digitalworkplacegroup.com/resources/download-reports/free-summary-measuring-intranets

Successful Social Intranets: creating business value through strategic alignment  
and adoption planning
Lack of strategy, spotty adoption and the absence of a strong business case have been identified 
as key barriers to successfully deploying social intranets. This new report seeks to provide clear  
guidance on building the business case for a social intranet as well as addressing the challenges 
of adoption, and proposes that value must be rooted in the purpose behind each technological 
element selected rather than the technology itself. The report challenges the ROI requirement, and  
instead looks at demonstrating the value of a social intranet by: identifying priorities and challenges;  
aligning the social intranet with business processes; demonstrating value; and encouraging 
leadership and adoption. Download the executive summary:  
http://www.digitalworkplacegroup.com/resources/download-reports/successful-social-intranets

Social Intranets in Action: 21 great examples of social intranets
“Social” is now the standard direction of travel for intranets, transforming them from static 
repositories of content into more dynamic channels that enable two-way conversations and provide 
a less structured platform for collaboration. Social intranets put employees back at the heart of the 
intranet. This briefing paper presents 21 examples of intranets (complete with screenshots) that use 
a selection of successful features, approaches and designs in order to help drive real adoption 
and engagement, offer business value or facilitate better management of the social intranet. 
Download the executive summary:  
www.digitalworkplacegroup.com/resources/download-reports/social-intranets-in-action

Intranet Employee Directories: adopting a strategic perspective
In 2008, DWG (then IBF) documented the transformation of the “phone book” into a more 
powerful hub of people-based data above and beyond mere contact information. This new 
briefing paper reviews the actual progress achieved by organizations against the promises 
made as regards the capabilities and benefits of advanced employee directories, as well as 
looking at the external and internal pressures bearing down on the employee directory as a 
concept, and considering trends and possible futures for this space.
www.digitalworkplacegroup.com/resources/download-reports/intranet-employee-directories
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Executive summary

In 2012, the Digital Workplace Group (DWG) published a research paper by this 
author entitled “Measuring Intranets: A guide to intranet metrics and measurement”.1  

For possibly the first time, a rounded and detailed view of intranet metrics was 
gathered together. Generally, the current level of practice of intranet metrics within 
organizations is not high. Measurement is often an afterthought, and the tools that 
allow measurement are often absent, insufficient or overly focused on metrics more 
relevant to colleagues in sales and marketing than the intranet team or intranet 
stakeholders.

In this briefing paper, we will again look at the world of measurement but this time 
viewed through the lens of the internal communicator. Internal Communications is, 
of course, concerned with the hearts and minds of the business and is increasingly  
being conducted in ways that can be quantified. Digital communications and channels  
leave digital trails of use and, as a result, communications are becoming seemingly 
more measurable. This provides an unprecedented opportunity for Internal 
Communications to prove their value. 

However, with opportunities come commen surate risks: the risk of getting it wrong; 
of drawing wrong conclusions; and of choosing the wrong things to measure. There 
is also a risk of getting carried away with the numbers and sacrificing quality for the 
sake of increasing a metric. The interpretation of the data and understanding its 
limitations is detailed and technical work.

What can the intranet team do to help their Internal Communications colleagues 
understand patterns of usage, sharing and participation? How can Internal  
Comm unications assess employee engagement from the ways in which people  
are interacting using the intranet? Is it possible to quantify people’s sentiment 
about topics? Can Internal Communications truly prove the benefits of their  
activity in measurable terms?

This paper will build upon the previous paper, “Measuring Intranets: A guide to intranet 
metrics and measurement”1, and will reference it when required.

1 Tubb, Chris (2012). Measuring Intranets: A guide to intranet metrics and measurement.  
Digital Workplace Group: https://www.digitalworkplacegroup.com/resources/download-reports/
free-summary-measuring-intranets [accessed 11.05.14].
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the full report
Confidential research for DWG members

This executive summary is an extract from a full 
research report created for members of  
the Digital Workplace Group (DWG)  
Member Forum. 

DWG membership is governed by rigorous 
confidentiality agreements. Most members  
are very large organizations and face strict 
guidelines around sharing internal information  
with others. Our blanket confidentiality policy  
ensures that the intranet and digital workplace 
teams from member companies can share  
honestly and openly with other members. 

Additionally, the companies highlighted in our 
research case studies can breathe easily knowing 
that their stories will be shared within a confidential 
environment, not publicly. 

Part of the DWG resource library

The full version of this report is part of the DWG Member 
Forum’s extensive resource library, which includes: 

• all DWG research from the past decade

• a curated collection of external research 

• a massive video library of intranet tours

• a video library of member knowledge exchanges  
on focused topics

• a benchmarking database of intranet best practices 
from large organizations

This is the most extensive library of intranet and digital 
workplace resources in the world and is available  
privately to all DWG members.  

For more detailed information you can see a  
complete list of DWG research reports on our website.

All DWG research reports, including the 
full version of this one, as well as the
complete DWG resource library are  
part of our Member Forum package. 
If you would like to access this and our 
other research reports, please consider 
joining the DWG Member Forum. You can 
find more information about membership 
on the following pages. 

Join DWG 
Member
Forum to 
access the 
research

DWG
MEMBER
FORUM

http://www.digitalworkplacegroup.com/membership/overview/expert-research/
http://www.digitalworkplacegroup.com/membership


Overview
                                Managing an intranet, collaboration      
                  platform or digital workplace programme for a large    
           organization can be a lonely, thankless task and it’s growing  
  more complex every year.

of services
Get DWG on your side

Industry best practice  
for large organizations

Objective data for making  
critical decisions

Independent expertise to  
guide strategy and plans

1 2 3

Sample members and clients

  Real-world practitioners: Our benchmarkers and consultants 
have previously managed intranets and digital workplaces at 
major organizations. Our expertise is rooted in experience. 

   Large company experience: For over a decade we have 
worked with Fortune 1000/FT 500 and similar organizations. 
Our expertise and insights focus on the challenges and 
needs of that group. 

  Measurement and research focus: Our consulting  
and evaluations are underpinned by measurement and  
our rich research programme. Our mantra is “data and  
metrics in a world of opinion”.

  Independence: All our work is vendor neutral and our  
evaluation framework is technology agnostic.

        An expert  
   partner to drive 
change and success
We provide independent expertise to large 
organizations to help them advance their 
intranets and broader digital workplaces 
through two distinct services: 

1    A confidential member  
bench marking forum 
2   Bespoke consulting 

projects

Strengths of the Digital Workplace Group



• Benchmarking evaluations

• Content management

• Collaboration platforms and social business

• Digital workplace roadmaps

• Enterprise mobile

• External insights and research

• Facilitated workshops and innovation labs

• HRIS and other self-service applications

• Metrics and measurement

• Search and findability

• Strategy and governance

• Stakeholder engagement

• Usability, navigation and design

• User research

Confidential learning, ongoing improvement

The DWG Member Forum is a confidential, members-only 
benchmarking group. Since 2002, we have carried out more 
than 500 evaluations in major organizations, giving us a rich 
background of knowledge and unrivalled insight into current 
best practice. Membership combines extensive evaluations 
with peer learning and expert research. 

Three elements of membership:

• Benchmarking evaluations: In-depth analysis of your 
sites/environment and comparison with other members

• Peer learning: Rich interaction and sharing with teams 
from other major organizations

• Expert research: New members-only reports every year 
and an enormous archive of papers and videos

Strategic interventions, bespoke projects

DWG Consulting Services provides vendor-neutral, unbiased 
and high-quality advice, and practical hands-on support for 
digital workplace and intranet programmes. This work is rooted 
in our decade of providing measurement and research-driven 
membership services and our team’s experience of working 
within large organizations.

Sample consulting projects:

• What does “good” look like? – External insight of industry 
best practice to inform strategies and plans

• Define vision, strategy & roadmap – Methodology  
and expertise to set your forward path

• Facilitated workshops – Engage stakeholders  
across a global organization or within a function

Member Forum Consulting Services

 The most valuable thing  
about DWG is being able  
to meet your peers. If you  
work in intranets, it’s normally  
a closed community… But in  
this forum, you know you’re  
going to get honest answers  
and honest opinions. 

   We needed a resource.  
We felt lost. DWG provides 
resources in one place.  
It became clear to us that  
DWG is the one-stop-shop  
for everything we need. 

Two lines of service

Areas of focus

Email:  nancy.goebel@digitalworkplacegroup.com
Twitter: @nancyatdwg 
Call: +1 973.978.1072 

Nancy M. Goebel, 
Managing Director London

30 City Road
London  
EC1Y 2AB
Tel: +44 (20) 7722 8726

New York
230 West, 41st Street,  
15th Floor
New York, NY 10036
Tel: +1 (865) 903 0232            

Main offices:

How to contact  DWG

Mark Mazza Senior Manager,  
Digital Projects Lloyds Banking Group

   Laura Pierce Director, 
Corporate Intranet ADP

http://www.digitalworkplacegroup.com/membership
http://www.digitalworkplacegroup.com/consulting-services
mailto:nancy.goebel@digitalworkplacegroup.com


United Kingdom: 
Digital Workplace Group 
30 City Road 
London EC1Y 2AB 
Tel: +44 20 7722 8726

North America:
Digital Workplace Group 
230 West 41st Street 15th Floor 
New York, NY 10036 
Tel: +1 (866) 903 0232

info@digitalworkplacegroup.com  
www.digitalworkplacegroup.com

mailto:info@digitalworkplacegroup.com
http://www.digitalworkplacegroup.com
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