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Best Practices for Social Media
Management and Archiving

EXECUTIVE SUMMARY
The use of social media in the work place is growing rapidly – for example, an
Osterman Research survey conducted in November 2010 found that the typical
employee spent just 11 minutes per workday using social media for work-related
purposes, but that number increased near five-fold to 51 minutes per day by July
2013.
However, management of social media and archiving of its content has not kept pace
with the rapid growth in its use. The result has been a number of problems for which
most organizations are inadequately prepared:
•

Most organizations have published a social media policy, but most of these
policies are not sufficiently detailed and thorough to protect the organization
from the varied ways in which social media can be used. Moreover, among
organizations that have such a policy, only about one in four employees has a
thorough understanding of it.

•

Social media represents an easy way for malware to enter an organization and
create significant damage. However, a significant proportion of decision makers
are not sure whether or not their organization has been infiltrated by malware
via social media.

•

Most organizations are not archiving the business records sent through and
stored in social media. This leaves them vulnerable to an inability to respond
properly to

•

Many decision makers are largely unaware of social media use within their
organizations: the majority either simply ask individuals to comply with corporate
policies about social media use or they do nothing at all.

•

Most organizations are not monitoring social media use – only 14% of IT
departments are almost fully aware of the social media content that is traversing
the corporate network, while 26% have little or no visibility into this aspect of
their network traffic.

The bottom line is that while social media use is growing, management and archiving
of its content is not. This leaves organizations vulnerable to a variety of problems that
can easily be corrected via the appropriate application of policies, practices and
technologies.

ABOUT THIS WHITE PAPER

This white paper focuses on the problems associated with unmanaged social media
and what organizations can do to correct these issues. The paper also provides a
brief overview of its sponsor, Micro Focus, and their relevant solutions.

GROWING USE OF SOCIAL MEDIA
GROWING USE OF “PUBLIC” SOCIAL MEDIA

In a corporate context, LinkedIn is clearly the most popular business-focused social
media tool in use among users, but the other two members of the “Big Three” –
Facebook and Twitter – are also used by a large proportion of users for business
purposes. In terms of sheer numbers of users, Facebook continues to lead social
media use. As of early 2014:
•
•
•
•

Facebook has 1.31 billion active monthly usersi
Twitter has 645.8 million active registered usersii
Google+ has 540 million active users each monthiii
LinkedIn has 277 million usersiv
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Figure 1 reveals that the use of social media on corporate networks is increasing at a
rapid pace, particularly for some of the lesser used tools like Google Plus. Even for a
well-established tool like Facebook, use on corporate networks increased by 20%
between 2012 and 2013.
Figure 1
Use of Social Media on Corporate Networks
% of Organizations

Source: Osterman Research, Inc.

LinkedIn is a useful business tool and is arguably the most business-focused – if not
marketing-focused – of the three major social media tools in use in the workplace.
While many use LinkedIn as a personal networking tool and a way to search out job
opportunities, it can be a useful way to find business partners and other contacts that
useful for other than personal reasons.
Facebook is used widely as a marketing tool when used in an “official” capacity, often
generating much more traffic than traditional Web sites, particularly for consumerfacing brands. However, we believe that many marketers will eventually become
disenchanted with Facebook because of the lack of control that marketers have over
the advertisements that are placed in close proximity to the marketing messages and
other content that appears on company Facebook pages.
Twitter continues to grow in popularity and may eventually become the social media
tool of choice for many organizations because of its potential as a source of “Big
Data” in the context of sentiment analysis, understanding customer behavior,
discovering subtle trends among potential customers and the like. The sheer volume
of data generated on Twitter – about 200 million tweets per day worldwide – can be
an incredibly valuable source of content for marketers and others that need to
understand their brand or their business.

GROWING USE OF ENTERPRISE-GRADE TOOLS

Only one in five organizations surveyed by Osterman Research has yet deployed an
enterprise-grade social media platform as shown in Figure 2, although we anticipate
growth in this market as organizational decision makers become more aware of the
benefits of using social tools for decision support, expertise discovery and intra-
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company communications. For example, IDC anticipates that average annual growth
in the enterprise social software market will be 22.3% between 2013 and 2017. This
is a somewhat fragmented market led by IBM and Jive Software, with the top ten
vendors accounting for roughly 55% market share.v
Figure 2
“Has your organization deployed an enterprise-grade social media
platform, either on-premises or in the cloud?”

Source: Osterman Research, Inc.

KEY DRIVERS FOR SOCIAL MEDIA USE

There are a number of drivers for social media use that are driving adoption across a
wide range of organizations and individual users:
•

When social media is managed properly, it has the potential to create a sense of
community and affirmation for employees, business partners and others in
virtually any organization. This lends credence to the notion that enterprise social
software and services will become a large market, at least among organizations
that have the appropriate corporate culture that will foster information sharing
and collaboration using social tools.

•

Moreover, social media can provide a means of information sharing and
gathering that is simply not possible, or at least as efficient, with other corporate
tools. If decision makers are willing to create the appropriate environment within
their organization, viewing it as an integral component of their larger corporate
culture, they can help users to improve decision-making and enhance the quality
of corporate decisions. They can also improve the speed and quality of customer
service, and they can improve the ability and desire of employees to collaborate
more efficiently and effectively, all resulting in improvements to the organization
and some level of competitive advantage.

•

While social media has been touted by many as a better marketing vehicle than
traditional methods like Web sites, there is evidence to suggest that success in
social media – and, hence, its future as a marketing vehicle – may be spotty. For
example, Burberry has been able to achieve 50% sales growth through clever
use of social mediavi; while Coca-Cola has achieved 78 million “Likes” on its
Facebook page, but very little interaction with its customer basevii. While we
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believe that marketing will be a key driver for the use of social media in the
future, there is evidence to suggest that other applications of social technologies
will yield more fruit.

THE FUTURE OF SOCIAL MEDIA USE

The majority of users have seen an increase in their use of work-related social media
over past 12 months and a greater proportion expect their use of these tools to
increase still further over the next 12 months, as shown in Figure 3.
Figure 3
Past and Anticipated Changes in Work-Related Social Media Usage
% of Users

Source: Osterman Research, Inc.

Social media use is increasing at a brisk pace, so much so that nearly two out of
three users anticipate its use will increase over the next twelve months – up from
three out of five users that have actually seen an increase in use over the past 12
months. The growth of social media in a workplace context, we believe, is driven by
the growing acceptance of social media by senior management in most firms today,
coupled with the utility of social media for collaborating with peers and gleaning
information that would be difficult to find in other venues.

WHY IS SOCIAL MEDIA IMPORTANT?
PENETRATION OF SOCIAL MEDIA FROM TWO PERSPECTIVES
The use of social media is largely supported by mid-sized and large organizations,
although a plurality support it only for specific groups, such as marketing or PR
functions, as shown in Figure 4. Only one in four organizations support the use of
social media for all employees.
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Figure 4
Employer Attitudes Toward the Use of Social Media at Work

Source: Osterman Research, Inc.

Social media today is much like email was in the mid- to late 1990s: senior managers
will often approve its use for specific applications who have a “need” for a corporate
social media account, but will not approve the use of social media for employees at
large. We believe that this attitude is driven by two key issues:
•

There is a fairly widespread perception that Facebook and Twitter are used by
employees to waste time in non-productive work, while LinkedIn is often used by
employees to network so that they can find a better job. And, to a great extent,
this perception is correct! Consequently, decision makers are often loath to
permit the use of a technology for which they perceive no real business benefit.

•

As a corollary to the point above, many decision makers have not yet been
presented with a strong business case for the adoption of enterprise-grade social
media: tools that will enable employees to collaborate more effectively, discover
expertise throughout the organization, develop contacts within and outside of the
organization, or otherwise become more productive. While there are a large and
growing number of vendors that provide precisely these capabilities, the
perception of social media as a “consumer”-focused toolset without redeeming
business benefits will continue to dominate the mindset of many organizations,
particularly those that do not have the corporate culture that would today
support true, enterprise social media.

THE REAL AND PRESENT DANGER OF SOCIAL
MEDIA
ACCEPTABLE USE POLICIES ARE LACKING

The vast majority of employers have published a social media policy, although nearly
one in five have not yet done so, as shown in Figure 5. However, even though social
media policies are widely implemented, nearly three in four organizations has only a
general policy about the use of social media on the corporate network or they have
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no policy at all. Only 28% of organization have what can be considered a detailed
and thorough policy about how social media should be used, as shown in Figure 6.
Figure 5
“Has your employer published a social media policy?”

Source: Osterman Research, Inc.

Figure 6
Presence of a Formal Social Media Policy

Source: Osterman Research, Inc.

Every employer should have a detailed and thorough social media policy that includes
a variety of things, including the tools that are permitted and not permitted to be
used on the corporate network, the types of content that can be shared using social
media, whether or not employees can speak on behalf of the company, etc.
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In the context of problems that can arise in the absence of detailed and thorough
social media policies, one of the dangers is that data can be inadvertently leaked
through social media channels or an organization’s reputation can be damaged. While
a direct leak of information, such as sharing of an embargoed announcement, can
occur through social media, we have reference to more subtle forms of information
leakage. For example, an employee who innocently tweets “Off to Bentonville for the
third time this quarter” might be divulging his company’s plan to strike an agreement
with Wal-Mart. Similarly, an employee who shares sexually or racially offensive jokes
through social media can create significant ill will from customers, business partners,
fellow employees and others. To counter these types of problems, social media
policies should explicit employee obligations not to share travel plans, offensive
content or other material that could harm other employees or the business itself.

SOCIAL MEDIA IS AN INGRESS POINT FOR MALWARE
Although the majority of social media users have not had their accounts hacked or
been the victim of malware, this has occurred for roughly one in seven social media
users, as shown in Figure 7. Another one in 14 users cannot determine with any
certainty whether this has occurred or not.
Figure 7
“Have any of your social media accounts been hacked or have you been the
victim of malware that you received through social media?”

Source: Osterman Research, Inc.

Social media hacking and malware are becoming a more serious issue as Twitter,
Facebook and a host of other social media platforms become more widely used in the
workplace. For example:
•

Click-jacking can place hidden hyperlinks underneath valid content, such as
Facebook ads, and then lead victims to malware-laden sites.

•

Cybercriminals will create bogus pages, such as a Facebook page that Symantec
security researchers discoveredviii, that will dupe victims into downloading
malware. Users are often tricked into these scams because they are offered a
unique capability, such as finding out who visited their Facebook profile, and are
willing to provide their login credentials or click on a link to obtain it.
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•

The well-established Zeus malware can easily be spread from links on bogus
Facebook profilesix.

Although nearly two in five social media users has little concern about the potential
for malware to enter the corporate network, their platform, etc. through social media,
nearly one in four users are concerned or very concerned about this possibility.
Interestingly, a very small proportion of corporate users has not yet considered the
potential for malware intrusion via social media, as shown in Figure 8.
Figure 8
Concern About Receiving a Malware Infection From Social Media During
the Next 12 Months

Source: Osterman Research, Inc.

Not surprisingly, Facebook is perceived as the greatest threat to corporate security
from the perspective of potential malware infiltration. However, all of the major social
media tools in use in the workplace are perceived to be fairly risky as an avenue for
malware ingress, as shown in Figure 9.
The concern about Facebook and YouTube are well-founded: our research found that
21% of organizations have been infiltrated by malware via Facebook and 13% report
that their organization has been infiltrated by malware via YouTube.
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Figure 9
Perceived Malware-Infiltration Risk Posed by Various Social Media Tools
% Responding Risky or Extremely Risky

Source: Osterman Research, Inc.

The fact that only about one in four are significantly concerned about the potential
for malware infiltration through social media means that only about one in four are
right: social media presents an excellent opportunity for malware infiltration,
particularly given the level of trust that social media implies. Because “friends” or
those following you are perceived by many to be implicitly trustworthy, cybercriminals
using social engineering techniques can more effectively exploit the gullibility and
misplaced trust of many social media users, sometimes with quite serious
consequences for those users and their employers’ networks.

BUSINESS RECORDS ARE NOT BEING ARCHIVED

Only a small proportion of organizations actively archive social media content, and a
smaller proportion ask end users to archive relevant content in social media data
streams. However, the vast majority do nothing with regard to archiving content in
social media, as shown in Figure 10.
Figure 10
Methods for Retaining Social Media Content

Platform
Facebook
Twitter
LinkedIn
YouTube
Google Plus
Other social media tools

Centrally
Archive All or
Relevant
Content
12%
11%
11%
10%
10%
9%

Ask Users to
Archive
Relevant
Content
7%
6%
8%
7%
5%
5%

Do NOT
Archive
81%
84%
80%
83%
85%
86%

Source: Osterman Research, Inc.
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Organizations ignore social media archiving at their peril for the simple reason that
electronic content in a Facebook post or tweet, for example, is fundamentally no
different than email or other electronic content from a legal or regulatory perspective.
For example:
•

In Armstrong v. Shirvellx, the defendant requested "[a] complete copy of all
communications between you and the following individuals… whether it be on
Facebook, in a blog, via e-mail, text message, voicemail, letter, facsimile, or
anywhere else…”

•

In Calvert v. Red Robin International, Inc.xi, the plaintiff ordered by the court to
“bring all materials, electronic or otherwise, including e-mails, Facebook
messages, and any other communications he has had with putative class
members in this action”.

•

FINRA Regulatory Notice 10-06 states that “Every firm that intends to
communicate, or permit its associated persons to communicate, through social
media sites must first ensure that it can retain records of those communications
as required by Rules 17a-3 and 17a-4 under the Securities Exchange Act of 1934
and NASD Rule 3110.”xii

•

The Government of Queensland (Australia) has published its opinion that “Public
authorities that embrace social media must manage the content created in
accordance with the recordkeeping requirements of the Public Records Act 2002,
Information Standard 40: Recordkeeping and Information Standard 31:
Retention and Disposal of Public Records.”xiii

Although relatively few organizations archive corporate-sponsored social media
content like Facebook posts or tweets, and even fewer archive employees’ personal
social media posts, there are some use cases to consider, as in the following
examples:
•

A 2012 survey by CareerBuilderxiv found that almost 40% of hiring managers use
prospective employees’ social media posts to evaluate them, and many reject
applicants based on their discovery of objectionable content in those posts.
However, Title VII of the Civil Rights Act of 1964 prohibits employers from
discriminating against prospective employees based on their race, color, religion,
sex, pregnancy or national originxv. If a hiring manager evaluates prospects’
social media posts that might include references to their national origin or their
participation in a gender-based organization, how will he or she prove that this
“off-limits” information was not taken into account if the employer is accused of
failing to hire someone because of this information? If the organization has a
process that a) has someone outside of the HR department cull information from
the social media stream that cannot be evaluated, b) presents this data to HR,
and then c) archives this content, it will be better able to defend itself against
charges of illegal hiring practices. Archiving probably will not insulate the
organization completely from charges of illegal hiring practices, but it will allow it
to present evidence that it is complying with the law.

•

If an employee is terminated for an offensive post he or she made on her nonwork-related social media page, it must be prepared to defend itself. A case in
point is that of Lindsey Stone who was terminated because of a photo she
posted on Facebook mocking the Tomb of the Unknown Soldier at Arlington
National Cemeteryxvi.

What is an employer’s responsibility in the context of preserving relevant information
related to a situation like this? First and foremost, there are a variety of things over
which an organization cannot terminate an employee as determined by the National
Labor Relations Boardxvii. However, there are things that employees can post on
social media that will permit their employer to terminate them. If a senior manager is
in such an unenviable situation, he or she should preserve all of the relevant social
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media posts that are possible to archive – the employee’s posts that are determined
to be offensive along with the date, time and any other metadata associated with
these posts; any comments that are connected to the post; and any other
information that provides context surrounding the offending information. Such
additional information might include employee admissions that their offensive post
was genuine and not the result of their account being hacked, any explanations they
offered as to the reasons why they chose to post the offending information, and
anything else that might help an employer to justify its decision to retain or terminate
the employee. Retaining all of the relevant information and its context is essential to
justify the decision to terminate and to protect the organization from any litigation it
might face as a result.
The bottom line is that even if an organization does not have a specific regulatory or
other obligation to retain social media content today, it should seriously consider
doing so as a means of protecting the organization and managing the risk it faces
from the growing use of social media, both official and unofficial.

DECISION MAKERS AND USERS ARE LARGELY UNAWARE OF
SOCIAL MEDIA USE

Our research discovered that a significant proportion of decision makers are not
aware of how, or the extent to which, social media is used in their organizations. For
example:
•

45% of social media users report that their employer is not monitoring their use
of social media at work, while another 4% are not sure if monitoring is occurring
or not.

•

Among organizations that have a social media policy, only about one in four
employees is estimated to have a thorough understanding of it. One-half of users
are reasonably aware of the policy, but more than one in four have little
familiarity or understanding of the policy.

•

Only 14% of IT departments are almost fully aware of the social media content
that is traversing the corporate network, while 26% have little or no visibility into
this aspect of their network traffic. The majority – 59% -- have some visibility,
but could use more.

•

A significant proportion of decision makers are not sure whether or not their
organization has been infiltrated by malware via social media.

•

The majority of organizations do not monitor or screen the content passed
through social media tools: the majority either simply ask individuals to comply
with corporate policies about social media use or they do nothing at all.

WHAT SHOULD YOU DO?
UNDERSTAND HOW AND WHY SOCIAL MEDIA IS USED

In managing social media, the initial step for decision makers should be to
understand how social media is used in the organization, since this will determine the
level and types of effort, policy and technology required to manage it. For example:
•

Is social media used for informal, non-business-related communications among
employees using their personal Facebook, Twitter and other social media
accounts on employee-owned devices?

•

Are personal social media tools used to transmit business content, such as links
to corporate documents stored in cloud or other repositories?
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•

Are employees using social media to communicate with prospects, clients or
business partners?

•

Is the marketing team using social media to communicate “official” corporate
messages, such as offers or announcements?

•

To what extent is social media of any kind used on company-owned devices?

•

To what extent are social media posts governed by applicable regulations or
laws?

•

Has your organization established any sort of return-on-investment analysis to
determine how, where and why social media should be used?

Answering these questions is essential in order to determine how to craft policies and
what technologies to implement. For example, if social media is used only by
employees for informal communications using their own devices and via their own
accounts, archiving of this content is normally not necessary (or even possible).
However, if the marketing group is sending corporate messages on company-supplied
platforms, it is essential that monitoring and archiving technologies be in place to
ensure that all relevant content is appropriately managed and retained.

DEVELOP DETAILED AND THOROUGH POLICIES

The next decision point is how to implement policies that will focus on developing an
appropriate balance between employee freedom to gather information and
communicate via social media, the business benefits that will be realized from the use
of these tools, compliance with industry regulations, and advice from legal counsel.
Every organization should consider developing a social media policy regardless of
whether or not the company chooses to use consumer-focused tools like Facebook,
or if it determines that an enterprise-grade social media solution is best. These
policies should include:
•

Social media policies should be part of overall communications policies
Policies that are focused on use of social media tools should be an integral part
of an overall set of communication policies that focus on the use of corporate
email, instant messaging tools, personal Webmail, collaborative tools, cloudbased storage repositories and any other capability through which individuals
might share corporate information.

•

Define acceptable use of social media
Social media policies should include a thorough discussion focused on
appropriate use of social media tools, including requirements not to post sexually
or racially offensive comments or images; not to include links to gambling or
other inappropriate Web sites; not to defame competitors or slander individuals;
not to post content that could violate copyright laws; not to post sensitive or
confidential information; to ensure that all posts are in good taste; etc.

•

Policies should be granular
Enough granularity should be provided in these policies so that different roles
can be made subject to different policies. For example, senior managers should
be subject to different policies when communicating with external auditors than
when they communicate with employees, securities traders should be subject to
different rules about their use of social media than clerical staff, and formal
communications that state a company position should be subject to different
monitoring and review practices than personal communications.

•

The right to monitor social media communications
Any social media policy should clearly state that management must reserve the
right to monitor employee communication, under what circumstances it has the
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right to act on this information, and that content may be retained for an
indefinite period.
•

Identifying social media tools that can and cannot be used
Social media tools that can and cannot be used should be specified clearly in any
corporate policy, preferably with a rationale for the decision. This includes the
social media sites or tools themselves, as well as the platforms on which these
sites are accessed – smartphones, home computers, desktop computers at work,
etc. While some decision makers may opt for a strict approach and create
policies that prohibit the use of Facebook, Twitter, LinkedIn or other tools on
corporate platforms, this approach will be unlikely to work and will simply prompt
employees to use their personal devices to access these tools while at work.
Instead, a more responsible approach that allows appropriate use of these tools
will better serve employees and the overall organization.

•

Succession planning must also be included
A discussion of succession planning should also be a part of any social media
policy. For example, when an employee leaves the organization, the corporate
policy should include provisions about who “owns” his or her followers or friends.
For example, do followers on Twitter belong to the employer or employee? Are
an employee’s Facebook posts the property of his or her employer if they were
posted during work hours?
There have been numerous cases in which employees/ex-employees have been
involved in legal battles with companies specifically over this issue, including
Eagle v. Edcomm in the United States and Whitmar Publications Limited v
Gamage and others in the United Kingdom.

•

Responses to data breaches
Social media policies should also specify the appropriate corporate reaction to a
data breach and the consequences of a policy violation. For example, if an
employee mistakenly tweets a product announcement a day before a press
release is issued, or mistakenly posts trade secrets on a Facebook page, the
consequences of these actions should be clearly spelled out just like they would
be for any other type of data breach.

These policies should be implemented in such a way as to achieve significant
employee buy-in, since unreasonable policies simply will not be followed. Moreover, it
is essential to continually revisit and update these policies frequently in order to keep
them up-to-date with new social media tools, laws and best practices.

MONITOR AND MANAGE EMPLOYEE USE OF SOCIAL MEDIA
For any type of social media tool, every organization should deploy various
technologies that monitor posts and protect against malware with a mindset of being
proactive rather than merely addressing problems after they occur:
•

Scan for and remediate malware
It is important to block threats that can enter an organization through social
media, such as links in tweets or ads in Facebook. This is particularly important
given a) the widespread use of shortened URLs that offer the user no visual cues
about the veracity of the link, and b) the fact that many social media tools can
display content provided by applications and individuals to whom users have not
given permission to display posts.
One of the key problems with social media from a security perspective is that
these tools are normally less well defended than more established tools like
email. Given the increase in use of many of these tools, many IT departments
are scrambling to keep up with the rapid growth of social media tools, leaving
organizations vulnerable to malware infiltration. For example, how many tweets,
Facebook posts or other social media communications are first processed by antimalware tools as they enter the corporate network?
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As noted earlier, a substantial proportion of organizations have been the victim
of social media malware and growth in social media-focused malware will only
increase. Using an enterprise-grade social media platform will alleviate many of
these concerns, but all platforms – consumer-focused or otherwise – must be
protected against malware infiltration.
•

Monitor all outbound content
Social media posts on every protocol that might be used should be monitored for
content that violates corporate, regulatory or legal policies. This might include
scanning for potential data breaches, looking for content that is too sensitive or
confidential to send through social media, or ethical wall violations. Monitoring is
particularly important in heavily regulated industries, such as financial services,
that have specific requirements to evaluate communications with clients and
others. Monitoring may be after the fact, such as sampling employee posts to
check for inappropriate content; or it might be in real time or near real time to
monitor posts before they leave the organization.

•

Deploy enterprise-grade social media
It might also make sense to implement an enterprise-grade social media solution
to replace consumer-grade tools that are currently in use. Enterprise-grade tools
can provide additional features and functions and can address many of the
security and content management concerns that consumer-focused tools cannot.

ARCHIVE SOCIAL MEDIA CONTENT
It is essential to archive and log all of the content that might constitute a business
record and that could need to be retained for long periods. It is typically easier to
archive or log all social media content than take the risk that some important content
might slip through and not be retained, but this will depend to a large extent on
management’s tolerance for risk, the industry in which an organization operates,
advice of legal counsel and other factors. An important part of content logging is to
ensure that the identity of the individuals who use social media tools is clear and that
content can be tied back to their corporate identity. Moreover, it is important to
retain the context of social media posts instead of simply monitoring individual posts.
One best practice is to integrate social media archiving with email and other content
archiving. This ensures that legal holds, as well as searching for content during early
case assessment and e-discovery, are easier, less time-consuming and less prone to
missing important content than if standalone systems are used. Many enterprise
platforms will be able to manage the archival requirements of an enterprise. Shifting
conversations from public open forums to an internal social intranet will also ensure
that risky conversations take place behind the firewall rather than in the public eye.
Decision makers should also consider how data mining and analytics – essentially, the
application of Big Data practices – can be applied to social media for the purpose of
extracting intelligence from social media content. This is particularly important for
organizations that seek to understand their customers and prospects more
thoroughly.
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SPONSOR OF THIS WHITE PAPER
Micro Focus is a global software company with 40 years of experience in delivering
and supporting enterprise software solutions that help customers innovate faster with
lower risk. By applying proven expertise in software and security, we enable
customers to utilize new technology solutions while maximizing the value of their
investments in critical IT infrastructure and business applications. As a result, they
can build, operate, and secure the IT systems that bring together existing business
logic and applications with emerging technologies—in essence, bridging the old and
the new—to meet their increasingly complex business demands.
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