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Social Platforms grow big, fast and global:
• Unique visitors to Twitter increased 1.382 percent from February 2008 to February 2009 1

• 85% of Dutch population is active online 

• Facebook has more than 193 million users worldwide and is the #1 social network in Europe 2,3 

• There are more than 133 million blogs in the world written in 81 different languages 4

• 60% is registred with one or more social networks, 30% are active users

• 25% of music sales go through the web

Power of Social Media
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Impact of Social Media

Domino’s Pizza gained a lot of media attention when a couple of employees posted

a video of them making pizza 

http://www.youtube.com/watch?v=7l6AJ49xNSQ
http://www.youtube.com/watch?v=OhBmWxQpedI
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Impact of Social Media
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Why CRM should start to think Social? 

Because we live in a social world…
• We are inserted in and surrounded by social 

communities,

• We establish relationships based on 

conversations,

• We struggle to be accepted by other groups,

• We share our insights with like-minded peers and 

friends,

• We make decisions based on suggestions from 

like-minded peers and friends.

PEOPLE
more than everything else, 

… and because customers are, 

“By 2010, more than 60% of Fortune 1.000 companies will have some form of online community 

deployed for CRM purposes” – Gartner Group 1
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What is the social customer doing?

The new 
Social 

Customer

Uses new 
online 

channels and 
new 

communication 
tools Trusts in 

advices made 
by online 
friends, 

acquaintances 
and strangers

Tends to buy 
more online 
than offline

Wants to 
provide 

feedback 
about the 

product and 
customer 
service

Expects better 
customer 

experience 
online and 

offline 

Reads and 
creates 
product 
reviews, 
product 

rankings and 
blog posts

Seeks support 
to  connect 
with like-

minded peers
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Web 2.0 provoked an expansion of the R in the CRM

Company / Customer

Company / Partner

Company / Competitor

Company / Company Customer / Partner

Customer / Competitor

Customer / Customer

Partner / Competitor



Social vs. traditional CRM
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Traditional CRM

Supplier/Partner

Your company

Competitor

Customer Customer

Customer
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Social CRM

Supplier/Partner

Your company

Competitor

Customer Customer

CustomerCustomer

Customer Customer

Customer

Customer

Customer

Customer Customer

Customer Customer

Customer

Customer

Customer

CustomerCustomer

Customer

Customer
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Evolution of Organizational Mindset requires strong culture 

change

Social CRM

!

!

!
Interaction

Conversation

Contribution

Employees Customers

Traditional CRM

!

Transaction

Feedback

Employee Customer
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Evolution of Customer Touch Points demands new channel 

strategy

Social CRM

+ •Blogs

•Social bookmarking

•Microblogs

•RSS

•Wikis

•Social Networks

•Widgets

•Podcast

•Video sharing

•Forums

•Wish lists

•Price comparison website

•Reviews and ratings in retail sites

•Photo sharing

•Slides sharing

•Auction website

•Phone

•Fax

•Email

•Service

•Letters

•Personal contact

•Company’s website

•SMS

•Instant Messenger

•Chat

•Media

Traditional CRM

http://www.google.nl/imgres?imgurl=http://www.clker.com/cliparts/0/e/4/f/12065637851779660844SRD_RSS_Logo.svg.med.png&imgrefurl=http://www.clker.com/clipart-16982.html&h=300&w=300&sz=17&tbnid=9d_Ks9dpdiSfIM:&tbnh=116&tbnw=116&prev=/images?q=logo+rss&usg=__EaiYDgYnk-cuWtchZRG4SIlBifg=&ei=X0hLSoD3EYjT-QbW-MneBQ&sa=X&oi=image_result&resnum=1&ct=image
http://images.google.nl/imgres?imgurl=http://almacenpao.nireblog.com/blogs3/almacenpao/files/slideshare_1.jpg&imgrefurl=http://almacenpao.nireblog.com/&usg=__BoxbJpyBdENa3_9aHlrYem2fX-k=&h=112&w=138&sz=4&hl=nl&start=3&um=1&tbnid=wcQ-sz4v8K0w9M:&tbnh=75&tbnw=93&prev=/images?q=logo+slideshare&hl=nl&rls=com.microsoft:*&sa=N&um=1
http://images.google.nl/imgres?imgurl=http://blogs.eciad.ca/glowry/files/2009/06/twitter_logo.jpg&imgrefurl=http://blogs.eciad.ca/glowry/&usg=__-6Vic-e_LZipQ3MVpaDkVRs0Gr0=&h=256&w=256&sz=59&hl=nl&start=8&um=1&tbnid=DsqBAhl-uLAvBM:&tbnh=111&tbnw=111&prev=/images?q=logo+twitter&hl=nl&rls=com.microsoft:*&um=1
http://images.google.nl/imgres?imgurl=http://www.tsperspective.com/wp-content/uploads/2009/02/flicker-logo2.jpg&imgrefurl=http://www.tsperspective.com/?page_id=672&usg=__v8mX_VIx1RMmxj_OttWPkONS0Zs=&h=144&w=480&sz=55&hl=nl&start=5&um=1&tbnid=HOf909hHAJE44M:&tbnh=39&tbnw=129&prev=/images?q=logo+flicker&hl=nl&rls=com.microsoft:*&um=1
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RSS

Blogs

Wikis

Social

Networks

Widgets

Forums

Podcast /

Video sharing

Tags

Ranking

Microblogs

Corporate 

blogs

Conversation/ Collaboration Layer

Brand monitoring

services

Data

mining

APIs
Open Id

Customer

Owned

Data

Cloud 

Computing

SaaS

Monitoring/ Interconnecting Layer

Webcare

teams

Evolution includes social layers

Process Support Layer

Account Management

Contact Management

Activity Management

Lead Management

Campaign Management

Service Management

Sales Management
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Shift of power to the customer
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Cases
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5 social media objectives

Listening

Talking

Energizing

Gaining market and customer insight and 

intelligence

Engaging in a two way discussion to get your message 

out (and get messages in)

Letting your customers tell your prospects on 

your behalf (viral, word of mouth)

Supporting Getting your customers to self-support each other

Embracing Building better products and services through 

collaboration with clients
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Type: Online Customer Intelligence (OCI)

Case: The OCI tool captures all relevant data from different sources (blogs, forum, communities

and news sites) and present this information in a tag cloud. Based on the tag cloud further 

analysis can be made.

CRM: Marketing

Business Value: Cost Reduction, Customer Retention, Stronger Product Positioning, Brand

value

Customer Value: Quick response on customer requirements

Case listening: Example ABN AMRO
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Type: Blog

Case: A Blog where Sony customers can post comments about existing products as well as 

providing Sony with input about (potential) new products

CRM: Marketing (New product development) and Service

Business Value: Collect important information about customer needs via direct conversation with 

customers. Also, an addition to their existing service channels

Customer Value: An easy way for customers to share their thoughts with Sony and to find 

product related information in a quick and simple way

Case talking: Sony

http://www.google.nl/imgres?imgurl=http://www.pycomall.com/images/P/Sony_400.gif&imgrefurl=http://www.pycomall.com/catalog/Sony-Logo-Vector-Format-p-17551.html&h=400&w=400&sz=7&tbnid=WrSUhbzktmTFsM:&tbnh=124&tbnw=124&prev=/images?q=logo+sony&usg=__b9wDSXsFzlkTn6xkzEZ_ChQeKk8=&ei=2dFJSsHhNoL5-AaXpuHeBQ&sa=X&oi=image_result&resnum=4&ct=image
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Case energizing: MINI

Type: Viral marketing / Blog

Case: Mini spread rumors that the company was hiding something about their cars, “hacked” their 

own website and created a blog to create buzz about the economic and ecologic aspects of 

the Mini Cooper in this viral campaign

CRM: Marketing

Business Value: Education of customers about the car’s economic and ecological value

Customer Value: Sharing the Mini-experience with other (potential) owners

http://www.google.nl/imgres?imgurl=http://upload.wikimedia.org/wikipedia/en/5/57/Mini-logo.jpg&imgrefurl=http://en.wikipedia.org/wiki/index.html?curid=18215843&h=225&w=300&sz=10&tbnid=Q2Xnf7qmJ4o4NM:&tbnh=87&tbnw=116&prev=/images?q=logo+mini&hl=nl&usg=__rQqxE9O4-VvKcYsC-gE38Za2Cvw=&ei=-NFJSpX9DpTv-QbRioDfBQ&sa=X&oi=image_result&resnum=3&ct=image
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Case supporting:  Orange - Service Cloud

22

Type: Service Cloud

Case: Orange shares 

CRM: Service

Business Value: Supporting their customers

Customer Value: Receiving excellent service wherever they are on the 

web
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Type: Idea gapturing

Case: Starbucks gaptured ideas in collaboration with their customers. Starbucks VIP card and 

getting a free cup of coffee when buying coffee beans are two examples of customer-

generated idea currently in use

CRM: Marketing (New product development)

Business Value:Starbucks captured in one year more than 70.000 ideas submitted through the 

site. 

Customer Value: Customer like to have a place to put their creative ideas.

Case embracing: Starbucks

http://images.google.nl/imgres?imgurl=http://blog1.ebates.com/ebates/starbucks-logo-thumb.jpg&imgrefurl=http://blog1.ebates.com/ebates/2009/03/start-your-day-with-starbucks-products.html&usg=__aNq8Z0J_oBCXsEgOrTvyUj_RAtA=&h=321&w=326&sz=46&hl=nl&start=2&um=1&tbnid=zX76TOK98YklBM:&tbnh=116&tbnw=118&prev=/images?q=logo+starbucks&hl=nl&rls=com.microsoft:*&sa=N&um=1


Key Take-Aways
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What’s next?

• Social media is the future. It is not a temporary trend, it a structural change in the 

world how companies and customers are connected

• How can social media influence your CRM business. In other words, how can Social 

CRM be beneficial for your company:

 Increase revenue

 Reduce costs

 Improve brand reputation

 Stimulate innovation
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Where do you start? 

1) Recognize the trend that social technologies are crossing over to all aspects of the business

2) Yet, as things start to get complicated, simplify

3) Start the culture change now with internal education

4) Rather than build a strategy focused on technologies, build around customers and employees

5) Organize your company for social
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