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At its most basic, 
customer engagement 
is about acquiring a 
greater understanding 
of the customer, with 
which to make more 
informed decisions. 

Customer relationship management (CRM) activity captures 
much of this information. Online surveys help to understand 
what customers are thinking, while social networking sites 
have the potential to capture and track customer sentiment in 
real time. Social networking is not something to be looked at 
as separate to existing customer interactions; it is an 
incremental extra that needs to be embraced. Ensuring that 
everything is pulled together will help to ensure that social 
CRM works for the prospect, the customer and the business.
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F rom the way social network-
ing is often reported in the 
media, it would seem that 
traditional customer rela-

tionship management (CRM) has had 
its day, and all companies need to do 
is to create a Twitter account and a 
Facebook page and engage prospects 
and customers through these. 

However, it is not quite as simple 
as that, and the devil - as always - is 
in the detail.

As with any new technology, the 
social network does not push away 
everything that has gone before. 

enters into a downward spiral that is 
difficult to halt.

It is pointless creating a position of 
“social media Tsar”. The person will 
only be working in their own world, 
outside of the big picture. 

The results will be silos of informa-
tion that are difficult to pull together 
and fully understand. Everything 
must be integrated.

 
The wrong and the right way
It should be remembered customers 
and prospects tend to work through 
multiple channels. They may have 
first contact through the company’s 
website; use social media to gauge 
the sentiment of the crowd about a 
specific product or brand; and then 
use the telephone or e-mail to finish 
off the deal. If all the touch points are 
not covered through a single system, 

Using social media in CRM practices
Clive Longbottom looks at how social networking has affected the way businesses interact with customers

issues will arise.
For example, a company with dis-

jointed overall CRM may find the 
person responsible for social media 
has made an offer through the com-
pany’s page on Facebook. A follower 
goes to the website to see about the 
product - but wants it in a different 
size or colour. They phone to find out 
if the item on special offer is available 
in the right size or colour - but the tel-
ephone agents are completely una-
ware of the offer, as it is not on their 
system. The prospect goes away un-
happy - and spreads the word 
through leaving messages on the Fa-
cebook page, on their own page and 
through Twitter. The company’s 
brand is hit, and damage is done.

But picture this done the right  
way. The company decides a special 
offer is to be made. It looks at all the 
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Companies still receive paper mail, 
telephone calls, e-mails, web contacts 
and so on. All social networks do is 
add to that complexity. Any user of 
social media in a customer relations 
department must ensure they view 
the total picture of any individual or 
group across all of these touch points.

Social media users can be your 
greatest asset - or your greatest 
enemy. A happy customer who pass-
es the word on in the social network 
can rapidly extend positive brand 
awareness. An unhappy customer is 
far more likely to pass on their views, 
though. However, if you identify 
their problem rapidly and deal with 
it effectively, they may turn to being 
positive. But, without everything 
being integrated, it is far more likely 
the customer will end up even more 
unhappy, and the company’s brand 
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different options it has available and 
looks at what the overall desired out-
comes are. In this case, the main driv-
er is seen as driving brand recogni-
tion - something where social 
networks can excel. Therefore, the 
business decision is that the main 
places for the offer will be through 
Facebook and Twitter - but in a man-
ner where everything is joined up.

Web advertising, paper marketing, 
e-mails and so on are all created tell-
ing people that if they follow the 
company’s Twitter account or favour-
ite the company’s Facebook page, 
they will gain a code that will get 
them the special offer. Maybe, for 
every friend they refer or every Twit-
ter retweet, they will gain an extra 
amount towards the offer. The whole 
process of the offer has to be built in 
to the overall CRM system - the tele-
phone agents, the e-commerce sys-
tem, the inventory and logistics sys-
tems all need to be aware how the 
offer is going to work and what it 
means to them.

The end result should be a happy 
customer (they get a special deal) and 
a whole host of new prospects aware 
of the company’s brand, due to the 
viral effect of the social network. In 
short, a low-cost means of others 
doing the work for you.

 
Integrate CRM systems
The main issue is that systems will 
be required that enable everything to 
be pulled together in a meaningful 
manner. For example, all mentions 
of a company through social network 
channels will need to be monitored, 
along with any accepted different 
forms of this (for example, in the 
social media world, Microsoft is not 
just Microsoft, but also Mcirosoft, 
MSFT, M$ft, Micro$oft and so on). 

A means of parsing the messages to 
figure out whether these are positive 
or negative will also be required. A 
rapid means of response to enquiries, 
to positive and negative comments 
also needs to be in place - all tied in 
to the other channels of interaction, 
so that all bases are covered.

Customers’ and prospects’ social ac-
counts all need to be tied into their 
master customer record, and bringing 
all information together in a simple 
manner for reporting and analysis is a 
must. It should be possible to respond 
through a single interface in the man-
ner that a prospect or customer wants, 

Social networking is not something to 
be looked at as separate to existing 
customer interactions

so that a Tweet gets responded to via 
Twitter, a Facebook comment via Fa-
cebook , an e-mail via e-mail and so 
on, all linked and joined up.

The big CRM players are beginning 
to work this out. For example, Sales-
force.com has launched Chatter, 
nominally a private social network 
for business-to-business (B2B) value 
chains, but it can be integrated with 
public social networks to enable 
monitoring, tracking and two-way in-
teractions in a business-to-consumer 
(B2C) manner. Others may just sup-
port publishing to social sites; spe-
cialist companies such as Confirmit 
have moved from employee surveys 
to more freeform social interactions, 
including using public social net-
works to gain broader reach.

 
Feedback boosts your brand
Other ways of interacting with cus-
tomers in a social manner go beyond 

just integrating into social network-
ing sites. For example, Adobe has 
introduced its digital enterprise plat-
form (Adep) to underpin its customer 
experience management (CEM) strat-
egy, replacing LiveCycle. 

Building on Flash and Air, Adep is 
aimed at enabling a highly interactive 
and engaging two-way customer en-
gagement interface, along with pro-
viding a customer feedback loop ena-
bling feedback to be obtained to make 
websites more engaging and therefore 
more profitable.

Customer recommendation en-
gines, such as those seen on Ama-
zon, are also a way to engage with 
customers. Just as comments on 
Twitter and Facebook can help or 
hinder a brand, enabling customers 
to comment on their orders and to 
give honest feedback on the pur-
chase and the company as a whole 
can be beneficial. 

Indeed, looking at a site like se-
cretescapes.com, there are many 
brickbats being thrown around 
based on some of the holidays on 
offer, but the site owners take a very 
positive approach to this, asking  
for more information and thanking 
people for their negative feedback, 
promising that it will all be taken 

into account as they look to identify 
other offers.

What should be obvious from all 
of this is that using social network-
ing as part of an overall business 
strategy is not something that can be 
easily identified as a single basic ap-
proach. It has to be based on the fact 
that the social environment is 
changing on a regular and rapid 
basis, that the public environment 
(such as Facebook and Twitter) can-
not be forced out by the private, but 
has to be embraced, and that the 
broad reach of social networking 
means that a company has less con-
trol over what is being said - but 
must be able to respond to ensure 
that their brand is protected.

Social networking is not some-
thing to be looked at as separate to 
existing customer interactions; it is 
just an incremental extra that needs 
to be embraced. Ensuring that every-
thing is pulled together will help to 
ensure that social CRM works for the 
prospect, for the customer - and for 
the business. ■

in part 2 of this Buyer’s Guide, computer 
Weekly highlights real-world examples of 
customer engagement tools being used to 
harness the power of social media.

The end result should be a happy  
customer and a host of new prospects  

aware of the company’s brand
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aAt its most basic, customer 
engagement is about ac-
quiring a greater under-
standing of the customer, 

with which to make more informed 
decisions. Customer relationship 

CRM programme. The company 
has switched from running bespoke 
surveys to using the Confirmit 
cloud service to run surveys to 
monitor customer satisfaction. 

Lee explains: “In the past we re-
lied on bespoke individual surveys. 
But this was not the most cost-effec-
tive way so we partnered with Con-
firmit to run closed-loop customer 
feedback surveys.”

The surveys help inform the busi-
ness. “We are always looking for con-

The companies where social media 
analysis is helping CRM take off
Cliff Saran takes a look at organisations integrating social networking into their customer engagement programmes

tinuous development. We are investi-
gating Facebook. We are looking at 
how we would use polls on Facebook 
- but before we do this we’ll assess if 
it is right for the customer. We want 
to make sure we don’t invade their 
own space.”

 
Parcel courier City Link
Alex Mead, director of customer care 
at parcel courier company City Link, 
runs a multi-channel CRM system 
based on Salesforce.com, which 
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management (CRM) activity captures 
much of this information. Online 
surveys help to understand what 
customers are thinking, while social 
networking sites have the potential 
to capture and track customer senti-
ment in real time.

 
British Airways’ Air Miles
Peter Lee is research manager at 
The Mileage Company, which 
manages the Air Miles scheme for 
British Airways, overseeing the 

CW    Buyer’s guide
Customer relations



LogMeIn®, LogMeIn Free®, LogMeIn Pro®, LogMeIn® Ignition™, LogMeIn® Central™, LogMeIn Rescue®, are the trademarks and service marks of LogMeIn, Inc., and may be registered in 
the U.S. Patent and Trademark Office and in other countries.  This advertisement also contains the trademarks and service marks of third parties and such trademarks and service marks are 

the property of their respective owners. These marks may be registered and/or used in the U.S. and other countries around the world.

To learn more or to take a trial of any of our products, visit www.LogMeIn.com 
Find us on Facebook at facebook.com/LogMeIn or tweet us at twitter.com/LogMeInEurope

Remote Access, Support 
and Collaboration Solutions



buyer’s guide

6

Fashion retailer Aurora - which owns Coast, Oasis, 
Warehouse and Karen Millen - is taking a novel 
approach to customer engagement.

Aurora is giving staff iPads to merge digital com-
merce and physical retailing and drive customer 
engagement.

Ish Patel, group strategic development director at 
Aurora Fashions, wants to use social media as a tool 
to engage customers and create loyalty. Patel asks: 
“How do you create an experience that people will 
want to tweet about?”

Aurora uses applications and Facebook accounts to 
engage with customers, but Patel says the focus for 
the company is bringing that experience into the store. 
This is where its use of the iPad fits.

The iPads enable store staff to access the busi-
ness’s websites anywhere in the store, check product 
availability across the UK and place online orders 
where the right stock is not immediately available. The 
iPad point-of-sale app shortens queue times and 
makes the payment process mobile and more 
engaging, Aurora says.

Patel says: “We’re very keen to keep the trial  
open. The traditional view is to lock things down  
in IT. Actually, until we start to engage, let’s not lock 
things down.”

 
The importance of locality
Aurora wants to manage customers locally. “We would 
love to know about our customers based on how 
much they share with us. This needs to be done at a 
local level. There are customers well known by the 
store team . Allowing store teams to communicate 
directly with these customers would really improve 
customer engagement.”

It is already possible to pull up customer details at 
the point of sale. But, says Patel: “This is happening at 
the wrong end of the journey - it should happen when 
they come into the store.” So there are benefits in 
having a handheld device like the iPad, which store 
staff can use for customer service.

Patel says: “While the iPad can take transactions like 
a standard till, we believe that in-store, the experience 
with the customer should go further than the transac-
tion. Usability of the iPad is in a league of its own. It 
could also be used for assisted selling, where we can 
look at ranges and digital media anywhere in the store. 
Staff may offer style advice using additional informa-
tion on the iPad.”

For Patel, information kiosks in store are ugly: 
“Kiosks do not work in a fashion environment. 
Consumers and store staff probably already have a 
smartphone or tablet, a much more familiar environ-
ment than a kiosk. If store staff are comfortable  
using it, this adds to customer engagement.” In  
other words, staff do not spend time figuring out order 
entry fields and can spend more time helping the 
customer.

He says the iPad allows people to do their research 
in-store with access to the information they would 
previously have found online at home.

 
augmented reality and virtual tills
The iPad also offers an element of augmented reality 
to support customer engagement. “We have found in 
early trials that while customers can get all the advice 
they like, and see themselves in a mirror, using the 
device to show them a photo of themselves from the 
side or from behind is a great help.”

Aurora hopes to create a complete customer 
journey, The store manager can use the iPad for 
assisted selling, while at busy times it can be used  
for resolving queues at the till. “Since it is portable,  
the iPad works in all areas of the shop, such as the 
fitting room. Once a customer has queued at the  
fitting room, why should they queue again at the  
cash desk?”

 
organic growth without a manual
Aurora is trialling the iPad for six months. The  
project is a constant testing and learning exercise. In 
the first month a number of changes have already 
been made - such as how the device is held and  
how it is supported. “We hope that by the end  
of the trial we’ll have a more refined experience,”  
says Patel.

Traditionally technology is adopted with formal 
training. Patel says there is no training on the  
iPad. “Store teams have been able to take it on  
without training material and use it in ways we hadn’t 
anticipated - such as using the camera and web 
experience.”

There are apps that connect to the till and stock 
management, apps that connect to Aurora’s website, 
plus Facetime and other Apple apps.

“It’s like computer games - we are rethinking  
how we train and how we use technology. There is  
no manual.”

How Aurora merged its physical and digital storesallows account customers to make 
contact via e-mail, phone, web chat 
or through a website app. “If a user 
has a question, we have created a 
help and support area in our website 
to track and trace and reschedule par-
cels,” he said.

“People who send parcels can use 
a browser-based application called 
MyCityLink, which shows updates 
on deliveries status, the GPS position 
of vans and tracks consignments. It 
even shows the front door of the 
house we tried to deliver to.”

The key for Mead is to ensure the 
customer’s experience is uniform, ir-
respective of the form of contact 
with City Link. So next year, the 
company plans to start using social 
networking sites. Social networks 
could be used to monitor negative 
feedback, to help the company re-
solve customer issues. Mead adds: 
“We want to pick up when a Face-
book users complains that City Link 
has not delivered a parcel for some-
one’s birthday.”

At Salesforce.com’s Cloudforce.
com conference in London in Sep-
tember, a survey of 150 CEOs con-
ducted by Coleman-Parkes Research 
revealed 73% said social networks 
were important to build brands. A 
further 68% said social networks 
were important to launch products 
and 61% saw social networks as a 
means of engaging customers.

 
Burberry launches fragrance
CIOs can learn from some of the in-
novation taking place in the retail 
sector, to see how integrating CRM 
with social networking can be used 
to improve customer engagement.

For instance, in September fashion 
house Burberry launched a new fra-
grance, Burberry Body, which uses a 
custom Facebook app, to encourage 
the company’s 7.7 million Facebook 
fans to order a sample. 

The company uses SAP for back-
office business processes, along with 
front-office systems powered by 
Salesforce.com that provide the 
Salesforce.com Chatter service and 
integrate with Twitter and Facebook 
using Salesforce.com’s Heroku devel-
opment platform.

But social media is not just limited 
to retail. Belron, the parent company 
of Autoglass, has been experimenting 
with social media this year. Au-
toglass is using Radian6 to find out 

“Once a customer has queued at the 
fitting room, why should they queue 
again at the cash desk?”

what people are saying about its 
brands on social networking sites 
such as Facebook.

Gender Equality Project
The Switzerland-based Gender 
Equality Project is developing a 
social media-powered assessment 

methodology for measuring gender 
equality in the workplace.

Launched at the World Economic 
Forum in January 2011, the assess-
ment methodology will serve as the 
basis for the first corporate global cer-
tification system and standard in gen-
der equality. 

The Gender Equality Project says 
the methodology will help organi-
sations measure, track and bench-
mark gender equality in terms of 
equal pay for equivalent work, re-
cruitment and promotion, training 
and mentoring, flexible working 
and company culture.

Accenture and Salesforce.com are 

helping the Gender Equality Project 
build a portal for the assessment, 
based on Ruby on Rails and using 
Heroku, the programming platform 
for interfacing with social network-
ing websites.

Nicole Schwab, co-founder, The 
Gender Equality Project, says: “The 
portal Accenture and Salesforce.com 
are developing will be critical in 
helping to take our assessment meth-
odology to the next level. We will be 
able to scale up rapidly, reach new 
members and enhance the relevance 
of our benchmarking, helping more 
multinational organisations close the 
gender equality gap.” ■
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adobe is keen to exert its 
influence on a few industry 
paradigms during its time 
on Earth; let us not forget 

the company’s corporate mantra – 
Adobe Flash Player is the world’s 
most pervasive software, reaching 
99% of internet-enabled desktops in 
the world’s mature markets. 

(mainly web-based) application per-
formance issues before they arise and 
rectifying problems before they affect 
users. This stretches deeper, into 
such areas of customer management 
as service level agreement (SLA) 
compliance and onward analysis of 

“Managing customer experience starts 
with setting expectations that are 
reasonable and achievable”

Adobe steers customer experience
Adrian Bridgwater assesses the abilities of Adobe Digital Enterprise Platform to manage social and mobile technology

user productivity, but let’s stay higher 
level for now.

What is user experience 
management to Adobe?
The Adobe Digital Enterprise Plat-
form sets out to provide so-called 

So as the company now targets the 
“customer experience management” 
market with its Adobe Digital Enter-
prise Platform, what challenges does 
it face?

Customer experience management 
is the process of proactively identify-
ing application content and manage 
its best delivery to users according to 
device, platform and application. 
“Users” in this sense means both 
consumers and commercial person-
nel of all types; it is an equal-oppor-
tunity content delivery challenge.

Some experience management 
specialists talk about identifying 
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So what makes a user experience component? How 
does it manifest itself in the real world? Put simply, Adobe 
is talking about things like design templates for pushing 
information towards multi-channel information delivery. 
These could be simple electric forms, modular applica-
tion design fragments or more complex composite 
applications that feed towards building a user interface. 

Using ADEP’s dynamic application services and tools 
for connecting with existing applications, data and 
infrastructures, the product aims to combine and present 
rich content as personalised data in a variety of formats, 
including SWF and HTML. 

In Adobe’s words, this is rich content services for 
creating and sharing “personalised dynamic content” 
gathered from a variety of sources. The whole proposi-
tion rests on a standards-based content repository and 
scalable application platform for Web 2.0 generation 
applications.

Analyst Neil Ward-Dutton, of MWD Advisors, suggests 
that Adobe’s new platform will enable the company to 
sell its services to address a broader range of customer 
scenarios than ever before. 

“Adobe has had a strategic goal to build its enterprise 

business for some years now, but historically it’s 
struggled to define its niche in a way that also plays to its 
strengths. ADEP, and the solutions that sit on top of it, are 
a way for Adobe to potentially pull together a lot of its 
existing capabilities and explain to enterprise buyers how 
they work to solve key business challenges,” he says.

“The company has a lot of strong relationships with 
creatives, agencies and marketing departments; and 
one of the big things that it’s trying to do with its current 
enterprise strategy is to make links between these 
marketing-focused relationships and its solid developer 
community. 

“Part of its challenge is that the whole concept of 
customer experience management is still quite poorly-
defined: by focusing more on immediate customer 
challenges and less on grand visions, though, it might 
have a good chance of developing significant new 
business,” he adds. 

“Of course, in this space it’s competing against 
behemoths like IBM – which is sinking a lot of effort and 
money into developing a market in what it calls ‘smarter 
commerce’ – and it’s going to have to be very clear and 
clever if it’s going to distinguish itself.” 

User experience components for personalised data“immersive multi-channel digital 
interactions” aligned towards social 
and mobile technologies. The com-
pany prefers to use the term customer 
experience management as its de 
facto defined acronym here. Adobe 
says customer experience manage-
ment (CEM) also embodies customer 
management considerations such as 
customer service and field worker au-
tomation; basically it’s about putting 
the right information, in the right 
hands, at the right time.

At a more technical level, the 
Adobe Digital Enterprise Platform 
(ADEP) aims to coalesce mobile and 
other applications by employing 
the multi-channel nature of 
HTML5, as well as Adobe’s AIR, 
Flash, Flex 4.5, Flash Builder 4.5 
and Adobe Reader technologies. 

The platform integrates with Ado-
be’s Online Marketing Suite product 
to optimise content across marketing, 
sales and service delivery channels.

Adobe evangelist for customer ex-
perience management Ben Watson 
hints that this product sees the com-
pany targeting the new “experience 
management” market, which is not 
yet clearly defined. With this in 
mind, ADEP is about bringing in mo-
bile applications from the edge of the 
business and integrating them into 
the full application stack, to a point 
where all customer relations content 
and applications can be managed.

But ADEP is equally about provid-
ing a foundation for applying intelli-
gence to customer relations, so indi-
viduals access the services and 
content that make sense to them. All 
of this must be delivered regardless 
of the device or channel a worker 
might be using, and depending on 

(for example) the customer’s purchas-
ing and browsing history, current 
promotion campaigns and so on.

Write once, optimise for 
everywhere
“This is not a write once, run any-
where concept. Digital Enterprise 
Platform is focused on the opportu-
nity to write once, then optimise for 
everywhere,” says Adobe’s Watson.

Watson explains ADEP’s mechan-
ics as two sister servers deployed on 
the same platform, working in har-
mony. The Experience Server holds 
rich internet applications, web appli-
cations, cloud services, data stores 
and real time messaging information. 
The Document Server on the other 
hand looks after processing tasks and 
document management, as it exam-
ines which user has which applica-
tions and what content they contain.

Inside Adobe’s ADEP universe, all 
data is meta-tagged so it can be man-
aged and properly controlled. This 
functionality is brought about as a di-
rect result of Adobe’s acquisition of 
Day Software’s digital asset manage-
ment expertise back in July 2010.

There are several factors at work 
here. We now need to know which 
chunk of data is being used by 
which application, on which net-
work and on which device, as all of 
these factors will impact the way 
content is delivered. Segmenting 
users into logical groups – so that 
delivery of information at runtime 
can be executed in the most accepta-
ble way – is the cornerstone of Ado-
be’s customer management proposi-
tion here.

“Forrester defines customer expe-
rience as the analysis of how custom-
ers perceive their interactions with 
your company. Managing this activi-
ty starts with setting expectations 
with customers, expectations that are 
reasonable and achievable and from 
that point we can then cover the 
whole gamut from marketing through 
to loyalty programmes, and so on. 
This process is inclusive of commu-
nications, service, support, sales, so-
cial communities and basically every 
touchpoint an enterprise has with 
their customer,” says Watson.

“What is special about our offer-
ings is that while for the most part we 
are focused on managing digital ex-
periences and the user experience as-
sociated with those, we extend to em-
ployee and agency tools that both 
help with the physical task of work-
ing with customers on other channels 
and the actual creation of the content 
and experience itself,” he added.

How far does Adobe reach in 
customer management?
Adobe may not be exactly about to 
establish a paradigm here, but the 
company’s reach is undeniably broad 
in certain channels. Sure Adobe will 
face competition from the likes of 
IBM and others, so it needs to fine 
tune its approach and take a long 
hard look at its monetisation strategy 
(something the company has been 
accused of overlooking in the past) 
before it starts to leave any major 
footprints on this market. 

Is all this talk of “customer experi-
ence” just a bit too touchy-feely? Yes, 
but get used to it, it’s happening. ■
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a lthough social CRM defini-
tions vary, all share some 
common distinctions. They 
all centre on customer-

centric interactions through social 
media. Competitive intelligence (CI) 
professionals - inherently customer-
focused marketers - recognise the 
value of social media in learning 
about and connecting with custom-
ers. Here are six top tips for building 
social CRM strategies.

challenges, a working relationship 
between IT and marketing, a high 
level of comfort with data analysis, 
and a deliberate plan around han-
dling customers’ conversations. But 
underneath all of this, the databases 
must be capable of handling social 
data and businesses must ensure 
they’re on the safe side of their cus-
tomers’ privacy concerns.

Six top tips for social CRM strategies
Zach Hofer-Shall outlines some pointers for organisations incorporating social media into customer relations practices

2. Social CRM requires 
strategic social planning
Many firms today resist social CRM 
due to the technology limitations. 
But adopting social CRM involves 
a new way of thinking for many 
brands. Social CRM means accepting 
and understanding social media as a 
valid source of customer data. Build-
ing social media into the customer 

1. Social CRM starts with a 
socially populated customer 
database
In its most technical form, social 
CRM combines social media and 
CRM databases. Before diving into 
the strategic aspects of social media, 
CI professionals who are evaluating 
social CRM can think about it from a 
database perspective. 

Today, customer databases contain 
traditional fields such as name, 
phone number, and e-mail. But try 
adding social content to the customer 
database - such as a customer’s Twit-
ter handle, recent blog post, or Linke-
dIn profile. Adding social media data 
to the customer database involves 
cross-channel customer recognition 

“No matter how many vendors tout 
their social CRM, it isn’t something you 
can buy from a single supplier”

CW    Buyer’s guide
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One of the challenges of social CRM is analysing vast 
data sets. The industry uses the term “big data”, to 
describe these data sets, but tools for big data are still 
immature. One of the rising stars is the open source 
Hadoop platform, which provides the analytics behind 
sites such as Facebook.

Forrester predicts Hadoop will become a key 
component in the product strategies of 
leading enterprise data warehouse 
suppliers. EMC Greenplum and 
IBM already offer Hadoop 
products and other suppliers 
offer degrees of Hadoop integra-
tion in their product families, or have 
announced intentions to do so.

Forrester expects that over the 
next year, companies such as 
Teradata, Oracle, SAP/Sybase, 
Microsoft and HP/Vertica will acquire 
Hadoop start-ups such as Cloudera, MapR 
Technologies, DataStax, HStreaming and Outerthought.

But Forrester also said Hadoop is an unfamiliar 
technology to many enterprise data analytics and IT 
professionals. In a report on using Hadoop in the 
enterprise, senior Forrester analyst James Kobielus 
warned that even top-notch advanced analytics and 
enterprise data warehouse veterans will find it a tough 
slog to get their heads around Hadoop specifications, 

tools and approaches.
In the report, Enterprise Hadoop Best Practices: 

Concrete Guidelines From Early Adopters In Online 
Services, he explains that training and professional 

certification services for Hadoop are in short 
supply, making projects not only difficult but 

also challenging and even riskier. 
Further, industry-consensus best 
practices are conspicuous by 
their absence.

The report highlights key 
areas of concern such as the 
core specification for Hadoop, 

which is still being developed by 
the Apache Hadoop community. In 

the report, Kobielus warns that federation, 
metadata, high availability and machine learning 
are missing from the specification
This means businesses are stuck with 

proprietary functions that suppliers selling Hadoop put 
into the open source software.

There is also a lack of a single, integrated, Hadoop 
software distribution. Many Hadoop implementations 
involve some custom coding. Given the complexity of 
Hadoop deployments, Kobielus warned that the messy 
complexities of custom Hadoop development and data 
modelling may present a formidable learning curve that 
delays full deployment.

Will data warehouse suppliers integrate Hadoop?database takes technology assistance, 
but also requires a strategy. Teams 
must decide why before how. Social 
CRM can drive customer support, 
sales, market research, engagement 
marketing and more - but each of 
these comes with a different strategy 
and with a different execution.

 
3. Early experiments show 
promise
Although most of the conversation 
around social CRM is primarily hype, 
some of the buzz comes from busi-
nesses’ early success. For example, 
Procter & Gamble uses online com-
munities to gain insight on customer 
demographics - then targets product 
development and marketing around 
these insights. One financial services 
firm populates its customer database 
with information learned through 
social networks and then segments 
its database for an informed customer 
support function. The early adopters 
share a key similarity: They stick 
with basic business goals. Advanced 
targeting, increased sales, or im-
proved customer support are tradi-
tional business goals - early adopters 
didn’t change their goals for social 
media, but enhanced their approach 
with social CRM.

 
4. No end-to-end technology 
exists today
No matter how many vendors tout 
their social CRM capabilities, today’s 
social CRM isn’t something that 
you can buy from a single supplier. 
To feed social media content into a 
customer database, there needs to 
be cooperation and integration from 
CRM systems and social data ag-
gregators or listening platforms. To 
enable the action on this data, you 
need a connection between data-
bases and marketing suites or other 
outbound communication tools like 
customer support dashboards or 
social engagement tools. Although 
no full social CRM platform exists 
today, many vendors will compete 
for this business in the coming years. 
Because social CRM relies entirely on 
a functioning CRM system, the tradi-
tional CRM vendors have a leg up in 
building the desired platforms. In the 
meantime, prepare to combine data 
sources from disparate social chan-
nels, integrate complimenting tech-
nologies, and automate the data flow 
from online conversation to action.

“The buzz around social CRM will grow 
in 2012, as social media continues its 
rampant spread through business”

5. Social CRM requires data 
analysis capabilities
Managing the vast influx of so-
cial data, mapping information to 
customers, deriving customer seg-
mentation that incorporates social 
behaviours, and informing outbound 
actions may seem feasible on a small 
scale. But for many companies - with 
large consumer bases - there will be 
too many customers to track and too 
much online discussion to manage.

Achieving a functioning social 
CRM practice takes ample expertise: 
customer segmentation, database 
management, look-alike modelling, 
advanced data mining, and deep data 
analysis. The mantra around custom-
er data - capture, manage, analyse, 
apply - will guide social CRM from 
online conversation into action.

 
6. How to implement a social 
CRM strategy
The buzz around social CRM will 
grow in 2012, as social media contin-
ues its rampant spread. Expect many 
companies to find innovative ways 
to apply social CRM strategies and 

boost business performance.
Forrester recommends that before 

diving into social CRM, determine if 
you’re prepared to manage the new 
data source. Establishing a function-
ing customer database can be an ar-
duous process - fortunately, social 
CRM shouldn’t replace existing CRM 
systems, it should add and integrate 
to what’s already in place.

Next, begin collecting data. Social 
CRM is not possible without social 
media data, so firms expecting to in-
tegrate social media data into their 
customer databases must begin by ac-
cessing that data. Today, most firms 
turn to listening platforms for data 
sourcing and analysis. To feed data 
found in listening initiatives, many 
of the listening platform vendors 
offer API integrations with some of 
the large customer databases. But this 
integration is relatively simplistic, 
and many companies emphasise how 
hard it is to consistently connect to 
primary identifiers in the customer 
database. Businesses must learn to 
manage this unstructured data to un-
derstand how it will eventually inte-
grate into their customer strategies.

Finally, test an outbound pilot 
using social information. Reach out 
to your customers for sales, support, 
or marketing - informed by social 
data in the database. One successful 
beverage company we spoke with 
started small, with a single campaign 
to learn the social ropes. Following a 

recent commercial, the marketing 
team collected data from online dis-
cussion to understand how its cus-
tomers responded to the campaign. 
Although it was only able to identify 
a small percentage of customers 
through their social profiles, it com-
piled a virtual focus group and col-
lected targeted feedback in a matter 
of hours. Through this process, it 
identified what worked best and built 
out scalable best practices to grow 
larger social CRM initiatives. By start-
ing small, you can scale your social 
CRM strategies without overwhelm-
ing yourself in data. ■

This is an extract of forrester’s What Social 
CRM Means To Customer Intelligence paper 
by zach hofer-shall with suresh Vittal and 
allison smith


