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Chapter  35

INTRODUCTION

The term Enterprise 2.0 (E2.0) derives from Web 
2.0 and is often used to indicate the introduction 
and implementation of social software inside 
a company and the social and organisational 

changes associated with it. The term was coined 
by Andrew McAfee, a Professor at Harvard Busi-
ness School, to refer to simple, free platforms 
for self-expression (“that companies can buy or 
build in order to make visible the practices and 
outputs of their knowledge workers”, McAfee, 
2006a, p. 23). He soon followed up with a refined 
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ABSTRACT
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definition: Enterprise 2.0 is the use of emergent 
social software platforms within companies, or 
between companies and their partners or custom-
ers. (McAfee, 2006b).

Since then, it has been given different defini-
tions by scholars and practitioners (Hinchcliffe, 
2006). We think that E2.0 calls for a broader vision 
of either of the organisational and technological 
model evolution, which includes the design of an 
adaptive architecture (Service-Oriented Architec-
ture – SOA - and Business Process Management 
- BPM), Web 2.0 collaboration tools and enabling 
platform for relationships and processes (what we 
have called ‘virtual workspace’ – see the next § 
for details).

The emerging needs (Davenport, 2005; Tap-
scott and Williams, 2006; AAVV, 2007) to which 
E2.0 tries to respond can be divided into six key 
dimensions (Corso et al.2008):

Open belonging: people increasingly feel (and 
actually are) like members of extended dynamic 
networks rather than single organisations: through 
E2.0 technologies (content management systems 
shared by the intranet, extranet and internet, KM 
tools and collaboration tools open to external 
players, intranet-integrated operating applications 
such as supply chain management systems), it is 
possible to supply secure and selective access 
to information, tools and connections that go 
beyond the company’s boundaries, interacting 
in an increasingly rich and effective manner with 
suppliers, consultants, partners, customers and 
other network players.

Social networking: people increasingly need to 
develop and maintain that network of relations that 
is becoming a more and more important asset for 
their professional efficiency (Cross et al., 2005; 
Surowiecki, 2004). E2.0 tools and approaches 
that track down people through basic informa-
tion (such as the traditional telephone book or 
an online presence) or by associating advanced 
profiles (such as competence mapping, expert 
search, social networks) support the development 
and management of relations in order to track and 

contact co-workers and experts inside and outside 
the organisation, keeping their interests, skills and 
role profiles updated at all times.

Knowledge networks: to prevent their knowl-
edge and skills from being surpassed workers 
must be able to build their own network to have 
access to knowledge and information from differ-
ent sources, both explicit (document management 
systems, business intelligence, video sharing, 
podcasting, Really Simple Syndication (RSS) and 
implicit (systems that ease interaction between 
experts, such as forums, mailing lists, surveys, 
blogs, folksonomies, wikis) (Dearstyne, 2007).

Emergent collaboration: in an increasingly fast 
and unpredictable competitive scenario, people 
need to create cooperative settings in a fast, 
flexible way, even outside formal organisational 
patterns. E2.0 enables people to do this through 
faster and richer opportunities for interaction that 
are both synchronous (chat, instant messaging, 
video conference) and asynchronous (diary shar-
ing, project management, exchange and co-editing 
of work documents, texting) which enable them 
to overcome geographical and time barriers in 
extended organisations.

Adaptive reconfigurability: in response to the 
endless changes taking place in corporate policies 
and strategies, people need to quickly reconfigure 
their own processes and activities. Technologies 
such as SOA, BPM, mash-ups, SaaS and Rich In-
ternet Applications (RIA) can give the companies 
and sometimes, the users themselves, the tools 
they need to redefine and adapt their processes 
in a dynamic, flexible and personal way that can 
hardly be given by any traditional technology.

Global mobility: people spend an increasingly 
large share of their time far from the workplace 
and often in a state of mobility. New ICTs enable 
them to be connected in any place and at any time 
of day through their own network of tools, thus 
making their workspace and working time more 
flexible, using systems to supply staff services 
(authorization workflows), internal communica-
tion, mobile office services (from simple e-mails 
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