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Social CRM Best Practices for Service Providers 
 
EXECUTIVE SUMMARY 
 
Today the use of social media channels has become ubiquitous. Consumers use social media to 
communicate with one another, catch up on news and keep informed of their favorite brands' hap-
penings. Service providers that are not seizing the opportunity to engage with their subscribers on 
these platforms are very behind, and those that have a long history of engagement and forward-
thinking strategies on these platforms can be considered advanced and progressive. 
 
Heavy Reading defines "social customer relationship management (CRM)" as the use of social 
media platforms to engage with customers. Communications service providers that ignore their 
subscribers' activity in social media environments will miss out on the opportunity to not only en-
gage, but also offer support and establish more personalized relationships. 
 
Service providers are looking to social CRM as a means to reduce costs in the contact center by 
providing care over social channels. The report excerpt below, based on a Heavy Reading survey, 
shows the importance that service providers are placing on using social media for CRM-related 
activities. The use of a social CRM solution will allow service providers to monitor and act in real 
time to enable such opportunities and divert costly calls from the contact center. 
 
Excerpt 1: Current or Planned Social Media Initiatives for Smartphone Support 

 
Source: Heavy Reading 
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Service providers need a social CRM solution to make sense of social media's structured and un-
structured data, to understand the mood and transaction patterns of customers in real time, and 
perform social network and sentiment analysis. This will help service providers to take preventive 
actions to avoid churn or customer dissatisfaction. Properly harnessing the data over these social 
channels will also allow for proactive and preemptive actions in the future. 
 
In order to closely monitor and engage customers over these social platforms, service providers 
must have best practices in place to take full advantage of the plethora of social CRM solutions in 
the market today. They must also choose a social CRM solution that uses advanced analytics to 
make sense of the unique, unstructured data that comes across such channels. 
 
This report examines the leading drivers for social CRM, service providers' pain points that prevent 
them from having optimal social CRM procedures today, and the social CRM best practices of 
advanced service providers. 
 
The report also profiles 14 vendors that offer social CRM solutions to service providers. These 
vendors range from business/operations support system (BSS/OSS) providers to traditional CRM 
players, to smaller software-as-a-service (SaaS) social-specific players that have come onto the 
scene and are acquiring a handful of service provider customers. The excerpt below shows the 
vendors interviewed for this report and some of the capabilities their social CRM offerings feature. 
 
Excerpt 2: Social CRM Vendor Capabilities 
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Can be offered in cloud environment               

Can be sold as standalone solution               

Has social monitoring capabilities               

Is compatible with other CRM systems               

Comes with analytics capabilities               

Source: Heavy Reading 

Report Scope & Structure 

Social CRM Best Practices for Service Providers is structured as follows: 
 
Section I is an introduction to the report, with complete report key findings. 
 
Section II reviews the drivers for social CRM, relying on recent Heavy Reading surveys of man-
aged services vendors and service providers. 
 
Section III discusses service providers' pain points that prevent optimal social CRM. 
 
Section IV discusses social CRM practices of advanced service providers. 
 
Section V analyzes 14 vendors that can help service providers with their social CRM needs. 
 
Section VI summarizes our conclusions in this paper. 
 
Social CRM Best Practices for Service Providers is published in PDF format. 

http://twimgs.com/audiencedevelopment/LRHR/PDFS/hr20141219_companies.pdf
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SOCIAL CRM SOLUTION PROVIDERS PROFILED (14) 

Amdocs Ltd. (NYSE: DOX) / www.amdocs.com 

AsiaInfo Inc. (Nasdaq: ASIA) / www.asiainfo.com 

Dimelo SA / www.dimelo.com 

Ericsson AB (Nasdaq: ERIC) / www.ericsson.com 

Etiya Media Inc. / www.etiya.com 

IBM Corp. (NYSE: IBM) / www.ibm.com 

In the Chat Communications Inc. / www.inthechat.com 

KANA, a subsidiary of Verint Systems Inc. / www.kana.com 

Microsoft Corp. (Nasdaq: MSFT) / www.microsoft.com 

NetCracker Technology Corp., a subsidiary of NEC Corp. / www.netcracker.com 

Oracle Corp. (Nasdaq: ORCL) / www.oracle.com 

Redknee Inc. / www.redknee.com 

Salesforce.com Inc. (NYSE: CRM) / www.salesforce.com 

SAP AG (NYSE/Frankfurt: SAP) / www.sap.com 
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