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 FOREWORD BY THE MODERATOR 

Dear Readers, 
Greetings to you. 
  
It has been an interesting journey for EKAAKSHARA for over a year and a half. As we bring out the 
6th edition of your favourite e-journal, let me take this opportunity to give you a quick account of 
this journey and the milestones. We launched the first ever quarterly e-magazine for L&D and HR 
professionals in September 2012 and have never looked back since then. Ekaakshara became a 
theme based e-journal in April 2013. Since then, every edition of Ekaakshara has had a theme. This 
e-journal is truly global today. It reaches out to nearly 10000 plus L&D and HR professionals from 
across the globe. Each edition features contributions from writers of international repute. The icing 
on the cake was when Ekaakshara won the prestigious award in the category of BEST ON-LINE 
MAGAZINE in the 8th annual PRCI Global Communication Conclave in Mumbai in February 2014. We 
owe this success to our esteemed writers and readers. You have always encouraged us with your 
appreciation and positive feedback. You have challenged us with your critique and suggestions. 
  
Our milestones in the last one and a half year mean a lot to us. However, they do not make us 
complacent. We know that the journey has just begun. Ekaakshara would like to keep inventing and 
reinventing itself. It would like to play its role in bringing industry and society thought leaders closer 
to the larger L&D, HR and Corporate Communication fraternity. It would like to prod L&D, HR and 
Corporate Communication professionals into taking a pragmatic approach to business and corporate 
excellence. It is time that the HR professionals rise to the occasion and make an impact. 
  
The theme for the current issue of Ekaakshara is: LEVERAGING SOCIAL MEDIA FOR 
ORGANIZATIONAL DEVELOPMENT. In the last decade or so evolution of social media has taken our 
personal, social and professional lives by storm. Organizations have begun to realize the immense 
power of Social Media. But is it enough for the organizations just to realize? Or is there more to it? 
Have businesses and organizations harnessed the potential of social media to the desired extent? 
We must recollect the famous words of Bruce Lee: “Knowing is not enough, we must apply. Willing is 
not enough, we must do.” Organizations need to do a lot more than what they are doing today. 
  
In this edition of Ekaakshara, we are bringing to you write-ups by a few experts and practitioners in 
the field of Social Media and Communication. I am sure you would find their write-ups useful. Happy 
Reading!! 
Surya Mohapatra  
                      ..           
Group Moderator- Learning and Development CoP 
India Leader-Knowledge and Capability 
Hewlett Packard Global Business Services 
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 FROM THE EDITOR’S DESK 

Dear Readers, 

The editorial board of Ekaakshara warmly greets you.  

Learning happens when we are involved. Development beckons when one is passionate about what 

one learns. Platforms of learning develop when such passionate learners connect and this Learning 

and Development group has crossed the magic figure of 10,000 plus members. Is Social Media not 

an engaging and learning forum to build on one’s perspectives and get new insights? 

Surely it is!! And it is wonderful to have this issue of Ekaakshara dedicated to the theme of 

Leveraging Social Media and Organizational Development. I am sure this issue would be a rewarding 

experience as one sees through the variety and ranges of themes and aspects covered. 

Lastly I take this opportunity to thank all the readers, authors, and contributors to enable us to win 
the prestigious PCRI award. And this itself is a great encouragement to this platform of learning and 
developing. It is a very humbling experience to build in this Community of Practice with your 
wonderful presence. 

I hope the readers find this issue insightful and enriching. 

Keep Interacting.  
 
Happy Reading & Best wishes, 

 
 

Ellora Panda 

                    ..            
 
 
 
The Kolkata based author editor is a Senior HR Professional 
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 Harlina Sodhi 
 

Leveraging Social Media for Learning 

Law of the land rules…but enjoy heady rush of Gambling with Gamification.  

As we head deeper into the feverish fervors of IPL 7, the story “Wanna bet on IPL and yet be safe” in 

Economic Times got me thinking. Cricket – which is at dizzyingly heights of adoration already is 

leaning heaving on the power of social media to break through new frontiers and take its fans far 

beyond “man or woman has ever gone before!” There are Twitter handles and Facebook pages, blog 

posts by many cricketers and very soon they will on Google Hangout pretty much like the recent 

Election debate by political parties. Traditional social media campaigns can help drive spikes in 

activity and traffic on social pages, but to create a sustained engagement, different approaches are 

needed. One such approach is Gamification which is what IPL is attempting to do….let’s watch that 

space for more…. 

Learning has moved far beyond realms of traditional classroom and e-learning concepts. It’s rapidly 

created new arenas and areas for itself such as MOOC and Microlearning. And now, we see 

progressive companies experimenting with a fast emerging concept – Gamification to delve deeper 

into the human mind to “unlock” its potential to help people absorb and learn.We have all either 

played or got triggers to join Farmvilles, Candy Crush and Angry Birds. What makes them so 

addictive (research data shows that people engaged in Social Games are 30% more than those 

watching prime time TV at the same time in most parts of the world) is the thrill and rush of 

adrenalin of Gamification. 

Wikipedia defines Gamification as the use of game thinking and game mechanics in non-game 

contexts to engage users in solving problems. It’s techniques strive to leverage people's natural 

desires for competition, achievement, status and self-expression. A core gamification strategy is 

rewards for players who accomplish desired tasks such as  points, achievement badges or levels 

which is what IPL 7 is doing…rewarding its fans with virtual currency and merchandizing. 

Gamification is at an interesting intersection of 4 major trends in technology:  

1. Social Media,  
2. Explosion of Big Data 
3. Mobile Revolution  
4. Emergence of Wearable computing 
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Engaging people to help them learn has proven successful through social media, however is always 

being a challenge to create a sustained environment, given the fact that learner attention span is 

very low. Gamification psychologically leverages the pleasure centres in brain – secreted by the 

hormone dopamine, which gives a leaner a “high” a sense of accomplishment when predicting a 

series of events. Then there is amalgamation of essence of games, fun, reward and recognition to 

conduct tasks and engage in desired learner behaviours through it. 

However Gamification is much more than rewards, leader 

boards and points. It is a strategy aimed at boosting 

productivity by improving efficiency and driving 

performance. 

There are innumerable tangible and intangible benefits of 

Gamification. Games were virtually everywhere. Airline 

frequent-flier miles are games that reward loyalty, Klout 

score drives us on when the scores move up and we get 

“perks”. We could look at Twitter as a game, the payoff 

being more and more followers and greater numbers of 

retweets. 

Google, Microsoft, Cisco, Deloitte, Sun Microsystems, 

IBM, L’Oreal, Canon, Lexus, FedEx, UPS, Wells Fargo and countless others have embraced games to 

make workers more satisfied, better-trained and focused on their jobs, as well as to improve 

products and services. Some examples of how companies are leveraging powerful combination of 

Social Media and Garmification concepts are: 

 

 Learning - Canon’s repair techies learn their trade by dragging and dropping parts into place 
on a virtual copier. 

 Efficiency - Nissan has an in-car gaming system that encourages drivers to compete for best 
efficiency levels  

 Engagement - Google, Microsoft created games to increase worker morale, quality control & 
productivity 

 Rewards - Airtel created a reward system called Kudos – which awards points based on 
peer(team) appraisal which can be encashed at online stores 

 Google engineers have been able to spend an in-house currency called “Goobles” on server 
time or use it to bet on certain outcomes as part of a company-wide predictions market 

 Sales Motivation & Productivity - Cisco’s myPlanNetsim game makes the employees as CEOs 
of service providers and thereby enhance their global sales  

 Recruitment – L’Oreal created games for gauging skills of potential employees & help them 
discover their potential career path in the organization 

 Training - Cisco uses social media for training purposes, classifying the training program 
certification into three categories: Specialist, Strategist, Master Certification. Each level  
requires an employee to exhibit an increased level of social media expertise and knowledge 

The way I see the 

workplace evolving is 

that companies will only 

hire people who 

understand and can 

leverage Social Media at 

workplace. 
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The way I see the workplace evolving is that companies will only hire people who understand and 

can leverage Social Media at workplace. Already most organizations have started to do reference 

checks of prospective employees by monitoring their social online activity which to my mind gives 

far more accurate predictions of their personalities than mere interview results and psychometric 

assessments. Very soon most employees will perform their jobs wholly in simulation. Case in point is 

“Humanoids” 

So where do we start? - The building blocks for gamification are familiar – starting with business 

objectives, desired outcomes and understanding the audience. For Gamification to truly go to work, 

however, it is important to understand the inner workings of the organization, process 

interdependencies and behaviours, including the interplay between human attributes and the 

underlying technologies.  

However, it is equally important to be cognizant of other side of the coin.  While a good game gives –

a meaningful accomplishment and a clear achievement which might not be possible in a real life, 

Lack of strategy might turn the game futile and thus not 

help achieve the desired output. 

Also by gamifying a process, the organizations are likely 

have access to a significant amount of new data that was 

previously unavailable which coupled with Big Data analysis 

has the potential to provide significant predictive and 

prescriptive analysis which can up the “ante” on 

organization metrics such as improved market share, more 

sales, higher employee engagement and customer 

satisfaction.  

Thus, Gamification requires a fun way to adopt things and 

structure process, but it adds immense value to the 

learning and used to enhance performance and 

productivity of its users. Rewards do not mean anything if 

the user experience is not worth it. Users wouldn’t absorb a thing if Gamification doesn’t deliver 

value. It’s an idea – whose time has come! 

Research firm Gartner projects that by 2014-15, 70% of 2000 global organizations will depend on 

gamified applications for employee performance, health care, marketing and training and 50% of 

corporate innovations will be Gamified with companies spending several billion dollars on it. 

Don’t hit the snooze button, lest the opportunity to put Gamification to work in your business may 

be “game over”. Meanwhile let’s tune into Cricket and may the best team win! 

_________________________________________________ 

Harlina is the Head of Centre of Excellence for Employee Engagement, Communication and Diversity at Reliance Industries 

Limited. She is also the Change Leader for HR Transformation and leads Reliance’s HR Academy – a powerhouse for building deep 

HR domain expertise. Her personal interest range from Adventure sports to Urdu poetry and she is now experimenting with the 

fascinating world of Social Media. 

 




