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The 10 Golden Rules of Social CRM

Tom Schuster
General Manager
SugarCRM Europe, Middle East & Africa
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Paid-for daily newspapers
Average circulation, 2005-09, % change
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Change: Egypt’s Facebook Revolution
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Change: Occupy Wall Street Revolution
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Change: Accelerated speed to going Critical

Television Electricity

New Trajectories
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Change: Facebook rapid adoption
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Change: Social Evolution
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The New Rules




Rule #1: You Are Not In Control




Rule #2: People Connect with Companies

Lead Channels of Growing Importance

oo Inbound

m Direct Mail

50%

N Permission

® Email Marketing

- Customer-Driven

20% m Blogs/Social Media
10% ® SEQ (organic / natural search)
0% - ® PPC (paid search / AdWords)

Question: Which sources of leads are becoming
MORE important to you?

Outbound
Interruption
Vendor-Driven

W Other

Lead Channels of Decreasing Importance
50%

B Direct Mail

40% -

W Trade Shows

® Email Marketing

30%

B Telemarketing
20% -

® Blogs/Social Media

. W SEQ {organic / natural search)
O |

u PPC (paid search / AdWords)

10% -

0%

Question: Which sources of leads are becoming LESS
important to you? W Other
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Rule #3: Conventional Marketing 1s Declining
c Conventional Marketing (big ideas, big bang launch, big budgets)

measure
adjust campaign e
' w
big strategy jumms @ wetzisute
ads
insight

big strategy

etc.
focus groups big launch

e Unconventional Marketing (micro strategies, big insights, rapid iterations)

o . adjust
insights plan insights a
® design gy ' insights ‘ - @ 3
N\ / launch | ™~ ‘ adjust ‘ plan & ﬁe strategy
measure 3 ? design Y
_ little strategy e aunch '
little strategy : | measure
iterative cycle ‘ :
© David // Armano  darmano typepad.com . k » ’
learning curve iterative cycle

learning curve
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Rule #4: Target Stages in the Decision Journey

THEN THE FUNNEL METAPHOR NOVV THE CONSUMER DECISION JOURNEY
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INSTEAD OF FOCUSING on how to
allocate spending across media,
marketers should target stages
in the decision journey.
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Rule 5: Adjust your Marketing Spend

Growth of Marketing Spend Over Next 2-3 Years

m Decline mGrow
-100% -80% -60% -40% -20% 0% 20% 40% 60% 80%

5% [, oo
110 [, ¢4
5% [, G

Social Media
Digital and Online

Public Relations

Direct Marketing % [ 5:
Data Analysis 5% [, 550
Marketing Collateral -14% e
Paid Search a0 [, /57
Events 9% I
Print I, -

rand Radio N o

Out-of-Home

-35% I, c¢

Source: Booz & Company’s B2B Marketing Survey 2010
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Rule #6: Customer Service IS Marketing

(:?raCkSpace B Start a Chat Send an Emal &3 Sales: 1-800-961-2888 n

HOSTING
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Hosting Solutions Why Rackspace Partner Program Information Center Blog Community Hosting Knowledge
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It isn’t just what we do. ’ hosting, supported 24x7x385 by Cloud hosting
It’s really what makes , : \ [ VB More about Cloud Computing
us, well, us. J ~ New: Managed Service Level Now Available
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Find Out More b ¥ _f \ : B Business class hosted exchange & email hosting
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v . , More about Email & Apps
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Rule #7: Customers listen to customers

Once You Hit Critical Mass

Subscribers
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Rule #9: Measure, measure, measure

How likely is it that you would recommend this company to a friend or colleague?

6543210

Extremely Not At
Likely All Likely

Net
P.M W DETRACTORS

Promoter
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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/

Get Social PRI sl



http://www.redmondpie.com/sydney-restaurant-uses-ipad-as-a-menu-card/
http://www.redmondpie.com/sydney-restaurant-uses-ipad-as-a-menu-card/
http://www.redmondpie.com/sydney-restaurant-uses-ipad-as-a-menu-card/
http://www.redmondpie.com/sydney-restaurant-uses-ipad-as-a-menu-card/
http://www.redmondpie.com/sydney-restaurant-uses-ipad-as-a-menu-card/
http://www.redmondpie.com/sydney-restaurant-uses-ipad-as-a-menu-card/
http://www.redmondpie.com/sydney-restaurant-uses-ipad-as-a-menu-card/
http://www.redmondpie.com/sydney-restaurant-uses-ipad-as-a-menu-card/
http://www.redmondpie.com/sydney-restaurant-uses-ipad-as-a-menu-card/
http://www.redmondpie.com/sydney-restaurant-uses-ipad-as-a-menu-card/
http://www.redmondpie.com/sydney-restaurant-uses-ipad-as-a-menu-card/
http://www.redmondpie.com/sydney-restaurant-uses-ipad-as-a-menu-card/
http://www.redmondpie.com/sydney-restaurant-uses-ipad-as-a-menu-card/
http://www.redmondpie.com/sydney-restaurant-uses-ipad-as-a-menu-card/
http://www.redmondpie.com/sydney-restaurant-uses-ipad-as-a-menu-card/

