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Begrüßung & Einführung 

Christian Knoll, KINAMU Business Solutions AG 



Overview 

09:00 – 09:10 Begrüßung & Einführung Christian Knoll 

Kinamu Business 

Solution AG 

09:10 – 09:40 The 10 Rules of Social CRM Tom Schuster, 

SugarCRM 

09:40 – 10:30 Optimized Digital Marketing Rupert Schaffarz, IBM 

10:30 – 11:00 How Do You Get Started Tom Schuster, 

SugarCRM 

11:00 – 11:30 Networking Break 

11:30 – 12.00 Customer Testimonial: B&R Automation Owen Davies, B&R 

Automation 

12:00 – 12:45 A Day in the Life of Social Business Andrey Andreev & 

Christian Paul, 

SugarCRM 

12:45 – 13:00 Q & A All 



Swahili-English Dictionary: 

kinamu  { English: agility } { German: Agilität, Gewandtheit, Beweglichkeit } 

 KINAMU Business Solutions AG 
- Firmensitz: Schwechat , Österreich 

- gegründet: 2007 

- Anzahl Mitarbeiter in Summe: 25 

 

 KINAMU Deutschland GmbH 
- 100% Tochter der KINAMU Business Solutions AG 

- Firmensitz: München, Deutschland 

- gegründet: 2007  

 KINAMU Middle East 
- 100% Tochter der KINAMU Business Solutions AG 

- Firmensitz: Dubai, UAE 

- gegründet:  2009 

KINAMU entstand Anfang 2007 und konzentriert sich auf die Bedürfnisse  

mittelständischer Unternehmen und stellt diesen maßgeschneiderte ERP-  

und CRM-Business-Lösungen mit geringen, klar kalkulierbaren  

monatlichen Kosten pro Arbeitsplatz zur Verfügung. KINAMU wurde  

mehrfach für seine Lösungen und seine Leistungen ausgezeichnet.  

KINAMU ist  SAP Gold Partner, zertifizierter SAP Hosting Partner,  

als auch Gold Partner der Fa. SugarCRM Inc. 

KINAMU   -  ein Unternehmen stellt sich vor 
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The 10 Golden Rules of Social CRM 

Tom Schuster 

General Manager 

SugarCRM Europe, Middle East & Africa 
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Change:                                Newspaper Circulation                
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Change: Egypt’s Facebook Revolution 
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Change: Occupy Wall Street Revolution 



Change: Accelerated speed to going Critical 
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Change: Facebook rapid adoption 
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Change: Social Evolution 



The New Rules 



Rule #1: You Are Not In Control  



Rule #2:  People Connect with Companies 

Inbound 

Permission 

Customer-Driven  

Outbound 

Interruption 

Vendor-Driven  
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Rule #3: Conventional Marketing is Declining 
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Rule #4: Target Stages in the Decision Journey 



Rule #5: Adjust your Marketing Spend 

-35% 

-74% 
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Growth of Marketing Spend Over Next 2-3 Years 

Decline Grow 

Social Media 

Digital and Online 

Public Relations 

Direct Marketing 

Data Analysis 

Marketing Collateral 

Paid Search 

Events 

Print 

TV and Radio 

Out-of-Home 

Source: Booz & Company’s B2B Marketing Survey 2010 



Rule #6: Customer Service is Marketing 

10/14/2011 
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Source: http://www.alhome.net/index.php/3-ways-to-build-network-effect-for-your-business-inspired-by-skype/

Rule #7: Customers listen to customers 



Rule #8: Join the Conversation  

Source: W ikimedia Commons



Rule #9: Measure, measure, measure 

10/14/2011 



Rule #10: The web rules:  don’t fight it 

Sydney restaurant replaces menus with iPads 
http://www.redmondpie.com/sydney-restaurant-uses-ipad-as-a-menu-card/  
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Messung von Facebook ROI durch Social 

Media Analytics 
 

 

 

 

 

Rupert Schaffarz 

rupert_schaffarz@at.ibm.com 

Smarter Commerce, IBM Österreich 

 

 

 

 

 

 

 

 

 

mailto:rupert_schaffarz@at.ibm.com


Agenda 

Messung und Verwendung von Social Media im 
Marketing 

Social Media Investitionen und deren ROI 

Seton Hall University – ein Social Media Fallbeispiel 

IBM Coremetrics Digital Marketing Optimization Suite 
und Social Media 

 

 



Customer 
expectations of 
service, price and 
delivery are soaring. 

Customers now have 
unlimited access to 
information and can 
instantly share it 
with the world 

Social networking and 
mobile commerce 
have dramatically 
changed the dynamic 
between buyer and 
seller. 

Das Zeitalter des ermächtigten Kunden 

32 

155 million 
Number of tweets sent 
via Twitter each day 

75% 
Percentage of people who 
believe companies don’t tell 
the truth in advertisements 

$93 billion 
Amount in sales missed due 
to out of stock inventory 

Get it now or 
go elsewhere! 
 











How has your company invested in Facebook 

thus far?  



What is your most important metric for 

Facebook?                    



How important is it to track indirect (view-

through) traffic from Facebook to your website?  



Beyond Facebook, what is your most important 

social channel?  



Über Seton Hall Universität 

South Orange, NJ 

10,000 Students 

80,000 Alumni 

150+ Undergraduate and 

Graduate Programs 



Kunden Lebenszyklus 

Alumnus 

Engagement 
Hopefully Long 

Retention 
2-6 years 

Student 

Inquiry Applicant 

Cultivation 
0.5 – 3 years 

Yield 
6-10 months 

Acquisition 
1-30 days 

Prospect Inquiry Applicant 

Cultivation 
0.5 – 3 years 

Acquisition 
1-30 days 

Prospect 

Accept 



Early Social Efforts 

flickr: 2007 

YouTube: 2008 

Twitter: 2008 

Facebook: 2009 



Strategic Implication: Brand 

Authentic, Personal, Responsive 

Relationships and Cultivation 

Combat Perceptions, 

Stereotypes, Scandals 

 



A Second Look at Facebook 

Growth 



FINDING 1: SOCIAL SITES DRIVE A HIGH PERCENTAGE OF NEW 

VISITORS 

Photo by Tony the Misfit - http://flic.kr/p/4Fqkch 

Channel/Program New Visitor 

% 

Display 94 

Social Sites 91 

Paid Search 80 

Natural Search 80 

Direct Load 70 

Referring Sites 64 



FINDING 2: FACEBOOK VISITORS ARE HIGHLY ENGAGED ON SITE 

Photo by Emery_Way - http://flic.kr/p/5PBQ9k 



Facebook Besucher kehren häufig zurück 

Channel/Program Session Loyalty 

Facebook 3.6 

E-mail 3.5 

Twitter 3.3 

Referring Sites 2.8 

Natural Search 1.7 

Paid Search 1.6 

Session Loyalty = 
   30 day Backwards Looking First Click Sessions  

Sessions Same Session 

   30 day Backwards Looking First Click Sessions  

Sessions Same Session 



Conversion Efficiency = 
  Event Completing Sessions / 

Sessions 

Facebook Besucher sind motiviert zu 

konvertieren 



FINDING 3: FACEBOOK Besucher sind mehr “lokal” 



Referenzierende URLs 



Facebook Insights? 



Kultivierung, Nicht Clicks 



IBM Digital Marketing Suite - Impression 

Attribution 



Fan Page Wall 

Embedding the Impression Tag Call 



Fan Page Wall 

Embedding the Impression Tag Call 

Application 



Image Tag durch Facebook FBML 

Fan Page 

Settings 



Image Tag through FBML 

<img  width="1" height="1" border="0" alt="" 

 src="http://data.cmcore.com/imp?tid=17&ci=11111111& 

 vn1=4.1.1&vn2=e4.0&ec=ISO-8859-1& 

 cm_mmc=Facebook-_-Undergraduate%20Admissions-_-Class 

 %20of%202014%20Page-_-Wall%20Tab"/> 

Fan Page 

Settings 

FBML Editor 



Vergleich von Mediaquellen 



Insights for 2014 



Strategic Implication: Collaboration 



IBM Coremetrics LIVE Profile bietet ein 

komplettes Bild aller  lifetime interactions Ihres 

Kunden/Prospects mit Ihnem Business  

Customer 
Attributes  

Social &  
Mobile 

Off-line 
Interactions 

Systems of  
Record 

Traffic 
Sources 

Lifetime 
Website 
Behavior 

65 



IBM Coremetrics Digital Marketing 

Optimization Suite 

Customer 
Profiles 

Web Analytics Digital 
Marketing 
Execution 

+ + 

Eine compelling experience für den Kunden über seinen 
gesamten Lebenszyklus. 

67 



Web Analytics bietet Marketiers Antworten 

um den ROI von Marketinginvestitionen zu 

erhöhen 

Web, social, and mobile 
analytics 

 Advanced segmentation 

 Impression attribution 

Multichannel analytics 

Customer lifecycle visibility 

 Benchmark against peers 

 
68 



IBM Coremetrics zur Optimierung des Social 

Media Marketing 

Optimize  social presence 
& communication 

Track online behaviors for 
visitors from social sites 

Measure social ROI 
relative to other digital 
marketing efforts 

Analyze the downstream 
impact of social media 
impressions 

Listen and track communications  
from social channels 

69 



Digital Marketing Execution ermächtigt den 

Marketier dem Kunden eine  ”compelling 

experience” über seinen gesamten Lebenszyklus 

zu bieten  

Email targeting 

Display ad targeting 

Product recommendations 

Search bid optimization 

70 



Stärken der IBM Digital Marketing Optimization 

Suite 

 Sessionübergreifende Besucherprofile statt 

einzelner Sessions 

 Kampagnenanalyse 

 Nicht nur der letzte Click (erster, letzter, alle / 1, 7, 14, 30 Tage) 

 Postview-Analysen (Facebook, Youtube, Display-Ads, ...) 

 Lebenszyklusanalysen (Customer Journey) 

 

 Interessenbasiertes Marketing 

 Personalisierte Produktempfehlungen 

 Targeting / Retargeting per E-Mail 

 Retargeting mit personalisierten Display-Ads 

 Lebenszyklusbasierte Kampagnen 

 

 Vollständige Sicht des Kunden 

 Käufe im stationären Handel und Call-Center (Import) 



2,100 Leading Brands $20 Bill. Transactionvolume 

B2B Content Financial Services Retail Travel & Hospitality 

http://www.dnb.com/us/index.asp
http://www.intercontinental.com/
http://www.ichotelsgroup.com/h/d/cp/1/en/home
http://www.ichotelsgroup.com/h/d/hi/1/en/home
http://www.bms.com/
http://www.cdw.com/default.aspx
http://images.google.com/imgres?imgurl=http://career.ucsb.edu/employers/logos/enterprise_rentacar_logo.gif&imgrefurl=http://career.ucsb.edu/employers/partners.html&h=36&w=183&sz=2&hl=en&start=2&tbnid=CdHrWQBvNTjU3M:&tbnh=20&tbnw=102&prev=/images?q=enterprise+rent-a-car+logo&gbv=2&svnum=10&hl=en
http://images.google.com/imgres?imgurl=http://content.answers.com/main/content/wp/en/a/a6/NYSE_logo.png&imgrefurl=http://www.answers.com/topic/nyse-logo-png&h=257&w=683&sz=8&hl=en&start=1&tbnid=NFJTQzt4WRsGcM:&tbnh=52&tbnw=139&prev=/images?q=nyse+logo&gbv=2&svnum=10&hl=en
http://www.tdcanadatrust.com/index.jsp
http://www.teradata.com/
http://www.insideria.com/upload/2008/03/forrester_research_on_ajax/forrester_logo.jpg
http://images.google.com/imgres?imgurl=http://blog.luismaram.com/wp-content/uploads/2007/09/Wal-Mart logo.JPG&imgrefurl=http://ja-dudley.blogspot.com/2008/09/when-i-was-your-age-television-was.html&usg=__gsCZu1o7x3NWLovGj9WHHhD4oik=&h=350&w=700&sz=35&hl=en&start=1&um=1&tbnid=rDrH7MyU1c5zjM:&tbnh=70&tbnw=140&prev=/images?q=walmart+logo&um=1&hl=en&rls=com.microsoft:en-us&rlz=1I7ADBF_en
http://images.google.com/imgres?imgurl=http://terravistaspatial.com/files/Image/best-western-logo-new.gif&imgrefurl=http://terravistaspatial.com/SearchandRescue&usg=__IArhfRogwE6O_cJaycQCNclk0kE=&h=565&w=616&sz=122&hl=en&start=4&um=1&tbnid=Rw6otcnopF-DDM:&tbnh=125&tbnw=136&prev=/images?q=best+western+logo&um=1&hl=en&rls=com.microsoft:en-us&rlz=1I7ADBF_en&sa=N
http://www.google.com/imgres?imgurl=http://www.hotel-solutions.co.uk/UserFiles/Image/logo_MARRIOTT.gif&imgrefurl=http://www.hotel-solutions.co.uk/department/testimonials/&h=140&w=220&sz=11&tbnid=JpqvsWONrZRGMM::&tbnh=68&tbnw=107&prev=/images?q=marriott+logo&usg=__6vbdT-bqrgTgPKa-_Df9lnIteZA=&sa=X&oi=image_result&resnum=4&ct=image&cd=1
http://www.google.com/imgres?imgurl=http://www.bestairesystems.com/images/05_lennox_logo_clr_hd60.jpg&imgrefurl=http://www.bestairesystems.com/Contact_Us.html&h=631&w=2089&sz=247&tbnid=ky93E2h8RgDLQM::&tbnh=45&tbnw=150&prev=/images?q=lennox+logo&usg=__6mJOvtxR3tK1h9Wn4OQ2v7-MRgQ=&sa=X&oi=image_result&resnum=1&ct=image&cd=1


Key Takeaways 

Messen Sie jedes Marketing Investment 

IBM Coremetrics Digital Marketing Optimization Suite 

ermöglicht die Messung des gesamten online  Impacts 

(impressions + clicks) 

Konzentrieren Sie sich auf business-impacting metrics 

Verwenden Sie  analytics data um die ganze 

Organisation auszurichten 



74 



IBM Coremetrics Digital Marketing 

Optimization Suite 

September 2011 
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Social Business & Social CRM 

Tom Schuster 

General Manager 

SugarCRM Europe, Middle East & Africa 
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Social Business and Social CRM 
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• The business context 

• The essential characteristics 

• Getting started 

• A live example 

• Recommendation 

 

 

 

 

 



Evolution of the CRM Landscape 



Complex Social Buying Model 



Start With the Customer 



CRM 

Put the customer at the center 



CRM 

Customer  

Relationship  

Management 



CRM 

CRM is about Customers 



CRM is about Acquiring, 

Retaining and Growing 

Customers 
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Enable the sales edge 

SALES EDGE CUSTOMERS INNER CORE 

SALES 

CUSTOMER 

SERVICE 

CALL CENTER 

MARKETING 



Introducing Social CRM 



CRM Made Social: Enable the customer edge 

SALES EDGE CUSTOMERS 

SALES 

CUSTOMER 

SERVICE 

CALL CENTER 

MARKETING 



Social CRM 

 

 

 

Social CRM is an 

extension of, not a 

replacement for, CRM 

 



CRM made Simple 

05/08/09 



Open 

Intuitive 

Flexible 

CRM Made Simple Social CRM 



6 Steps to Getting started with Social CRM 
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Step 1:  Implement an Open CRM System 

Step 2:  Customise the user interface and processes   

Step 3:  Integrate the essential back end systems  

Step 4:  Implement a flexible infrastructure 

Step 5:  Provide collaboration tools 

Step 6:  Use the Social Tools of choice 

 

 

 

 

 



Getting started with Social CRM 
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Step 1:  Implement an Open CRM System 

Step 2:  Customise the user interface and processes   

Step 3:  Integrate the essential back end systems  

Step 4:  Implement a flexible infrastructure 

Step 5:  Provide collaboration tools 

Step 6:  Use the Social Tools of choice 

 

 

 

 

 

Social CRM 



Technology 

Open Systems 
 Users Have Control 
 Web Standards 

 Reasonable, predictable cost 

 

Open 

Community 

Hundreds of Extensions 

Qualified Partners 

Social CRM 



Getting started with Social CRM 
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Step 1:  Implement an Open CRM System 

Step 2:  Customise the user interface and processes    

Step 3:  Integrate the essential back end systems  

Step 4:  Implement a flexible infrastructure 

Step 5:  Provide collaboration tools 

Step 6:  Use the Social Tools of choice 

 

 

 

 

 

Social CRM 



For Users 

 Web 2.0 User Experience 

 Works the Way YOU Work 

Intuitive 

For Administrators 

Simple Customisation 

Seamless Upgrades 

 

Social CRM 



Getting started with Social CRM 
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Step 1:  Implement an Open CRM System 

Step 2:  Customise the user interface and processes    

Step 3:  Integrate the essential back end systems  

Step 4:  Implement a flexible infrastructure 

Step 5:  Provide collaboration tools 

Step 6:  Use the Social Tools of choice 

 

 

 

 

 



Twitter Feeds on Your Dashboard 
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LinkedIn Accounts 
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Google Maps integration 



Question: 

 

What is the Social CRM interface 

of the future? 

Answer: 

    

The social networking site of 

choice 

                   combined with 

 

The global leading open CRM 

system 



Hillel Uses Social CRM to Connect with 

College Students 



Add additional fields before saving to Sugar 





Enter Friend Details in Facebook 



Add Interactions in Sugar from Facebook 



Match Event Attendees with Contacts in Sugar 



Contact Profile Page 



Write Comments to Facebook Wall from Sugar 



Link Existing Contacts to Facebook Friends 



Type the names of Facebook friends 



Facebook Friend Request 



Mobile Interactions 
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“Our newly updated REACH database program 

powered by Sugar Professional even features a 

mobile application that allows students and 

professionals to track their interactions and 

relationship-building in the fast paced and 

constantly changing world in which our college 

students live.” 

 

Wayne L. Firestone 

President, Hillel: The Foundation for Jewish 

Campus Life 



  

•   

•   

•   

•   

Components of a Social CRM 

Conferencing Cloud 

Collaboration Community 



Social Business and social CRM 

 Start with the customer 

 

 Choose an Open CRM System 

 

 Enable a flexible, Cloud 2.0 infrastructure 

 

 Integrate Collaboration and conferencing 

 

 Allow Users to use their social tools of choice 

 

 



The Sweeter Road Microsoft 

Oracle 

SFDC 

117 



Thank you 

Tom Schuster 

tschuster@sugarcrm.com 



Networking Break 

Back at 11:30 

©2011 SugarCRM Inc. All rights reserved. 
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