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Manage Social Media as 
part of the enterprise
Social Media is a current buzzword 
in marketing and IT and generating 
a significant amount of both interest 
and hot-air. The reality is that 
Social Media does not represent a 
revolution in marketing or customer 
engagement but it does represent a 
significant evolution and one which 
presents businesses with greater 
opportunities. In order to really 
leverage Social Media, organizations 
need to stop looking at it as a separate 
world and look at how the normal 
processes of customer identification 
and acquisition can be extended to 
incorporate the social world.

Treating Social Media as another 
enterprise information asset and 
incorporating it into the overall 
enterprise information map will 
deliver the benefits expected from 
Social Media marketing but even 
more so will enable the collaboration 
of physical, electronic and social 
marketing, and provide risk 
and servicing areas with better 
information on the customer and how 
they behave.

Customer Centricity 
needs to be social
One third of customers who have 
a bad experience are these days 
liable to complain via Social Media. 
Companies are already looking to 
identify these issues and market to 
customers via Social Media channels, 
and yet very few are looking at 
how they actively link between a 
customer’s Social Media environment 
and the internal information held 

on that customer. Driving value 
from customer engagements remains 
as critical as ever and the shift 
towards social engagement as well 
as traditional engagement will be at 
the heart of how companies deliver 
that value in the future.  Companies 
must gain the full view on their 
customers to be able to accurately and 
efficiently market, sell and service 
their customers. Social Media is not 
a new world in which everything is 
different, it is another channel which 
needs to be integrated.

Understanding customers has always 
been at the heart of a customer Master 
Data Management (MDM) solution. 
The linking of all the information 
that an enterprise knows has been 

the standard goal of these MDM 
approaches. For organizations, MDM 
has traditionally looked outwards, 
integrating external information 
sources such as company reports 
and government databases while 
individuals tend to have been 
internally focused. Applying these 
traditional MDM approaches to 
the new generation of Social Media 
problems helps organizations to 
deliver a full internal and external 
view of its customers, particularly in 
the B2C environment and to consider 
Social Media as a managed channel in 
a similar way to email.
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The evolution of Customer 
Centric MDM
In the three domains of MDM, 
Customer, Enterprise and Supply 
Chain look outwards from the 
organization into the world. The 
Supply Chain looks to suppliers 
and other organizations and tries 
to constrain costs. The Customer 
Centric MDM area has also always 
looked beyond the organizational 
boundaries, but mainly with 
regards to organizations where 
information from government 
and other organizations has been 
central to creating high quality 
customer information. The challenge 
now, however, is that a new set of 
information is available to companies 
which is markedly different to the 
information available in the past.

Social Media sites like Twitter, 
Facebook, LinkedIn or MySpace 
offer companies a very different 
challenge and opportunity. The 
information on these sites can be 
very powerful in terms of under-
standing the needs and concerns of 
customers and can provide a detailed 
understanding of how customers 
are related. This information, how-
ever, has three key challenges:

1. How to associate the external 
customer with the internal view

2. It is external to the organization

3. Its quality is hugely variable.

Each of these challenges can be 
overcome and are relatively normal 
MDM challenges. Therefore the 
objective when looking at integrating 
Social Media into the enterprise 
information map is not to view it as 
a discreet element, but to consider it 
within the overall MDM strategy and 
to apply consistent enterprise rules on 
its inclusion and trust.

Enterprises need to be 
socially integrated, not 
have social delegates
Many corporations have taken ad-
vantage of the marketing opportuni-
ties afforded by Social Media sites. 
Music bands have been using sites 
such as Facebook and MySpace to 
promote themselves and link to their 
fans since the new generation of sites 
were created, and major consumer 
facing brands have run campaigns 
through Social Media channels.

Unfortunately most companies are 
considering Social Media as an ad-
junct to marketing, often driven by 
“specialist” Social Media marketing 
organizations or divisions with the 
campaigns being linked to core cam-
paigns in the same way as a poster 
campaign would be. This tends to be 
markedly different to how email is 
now treated. Gone are the days where 
email campaigns were effectively 
always Spam or Direct Marketing 
campaigns. Companies have learnt 
to tailor their email communications 
specifically to individual customers 
and offers. Companies need to start 
thinking about how they integrate 
social experiences into their standard 
processes in the same way that email 
was previously integrated into ele-
ments such as call centers.
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Moving away from seeing Social 
Media as simply an adjunct market-
ing channel towards another specific 
customer interaction point requires 
companies to look at how and where 
they can socially integrate and, criti-
cally, to understand the social interac-
tion points for their customers.

Social interaction points – 
another type of location
The first challenge in looking at the 
various Social Media channels is 
how to treat the interaction points 
of a specific individual. There are 
a number of ways to view Social 
Media sites like Facebook.  You can 
view them as an entire collection 
of applications and users but this 
is not useful when looking from a 
mastering perspective. Capgemini’s 
Business Information Model for MDM 
categorizes all of the core business 
entities into one of three categories: 
Party, Asset or Location. This 
simple model helps companies with 
objectives such as channel shifting 
and relationship management by 
enabling similar relationship types 
across sub-types of the core entities 
such as enabling “statement address” 
to move from a postal address to an 
electronic one.

Social interaction points are classified 
in this model as being a new location 
type alongside postal addresses, 
geographical locations, emails and 
web addresses. This simple decision 
means that all of the historical 
associations of a party (individual) 
with locations become possible. Social 
Media locations can therefore become 
part of a customer’s communication 
profile. At this stage it is hard to 
see how Facebook could become a 
customer’s invoicing location but it 
would be foolish to not plan today for 
this to be possible in the future.

By taking a simple step of not treating 
a customer’s social interaction points 
in a different manner it becomes 
much easier to undertake channel 
shifting in the future.

Don’t trawl – ask
In terms of finding Social Media 
interaction points there are three 
options for companies:

1. Trawl Social Media sites looking 
for potential matches to your 
existing customer base

2. Attempt to match a customer when 
they mention or interact with you 
via a social channel

3. Ask customers for their social 
interaction points.

The first is a sure way to have 
issues for many reasons. Firstly, it 
is very easy to impersonate people 
on Social Media sites, therefore any 
matching is fundamentally going 
to be poor.  Secondly, customers 
view Social Media sites as private 
and personal and therefore any 
company engagement risks being 
seen poorly by the individual. 
Finally, trawling a low quality 
information source is a massively 

wasteful exercise generally and leaves 
a company open to general risks of 
data privacy and public exposure.

The two sensible approaches therefore 
are to have a clear identification and 
matching process for customers at 
key interaction points and secondly 
to integrate the capture of social 
interaction points in normal customer 
acquisition processes.

Social support, company 
identification
When customers complain on Social 
Media sites such as Twitter, company 
response teams are often ready to 
minimize the reputational risk and 
try and direct customers to normal 
channels. These initial points are 
excellent opportunities to establish 
the support processes, for instance by 
asking the customer for their order 
number, via a secure approach such 
as direct messaging or Facebook mes-
saging and then clearly at that point 
associating the virtual social channel 
with the main customer account.

Business Entity Model for Master Data Management
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These minor changes to Social Media 
support processes can start to build 
up a wider picture of an individual 
and direct follow-up actions to that 
social channel, for instance verifying 
a successful resolution via a tweet.

Target and integrate
The rise of social applications on 
channels such as Facebook have 
provided another mechanism for 
companies to target and interact with 
customers. Often these marketing 
campaigns are viewed as standalone 
elements which aim to shift the 
customer eventually into a traditional 
channel, such as a store, email or 
call center in order to complete the 
transaction. The rich information 
available via the social site is often 
then scraped and treated like an 
external mailing list. A better MDM 
approach will be to identify the 
customer via the social channel, 

either linking them directly to an 
existing customer account or creating 
a new customer account. At this 
stage of evolution the channel shift 
to traditional mechanisms may still 
be required but it is important to 
start building the frameworks and 
processes which enable integration of 
social processes.

Do you rip or link?
One final question when dealing with 
Social Media sites is what companies 
should do with the information 
that they have access to as a result 
of an engagement from a customer. 
Once a user on Facebook has given 
a company access, it is possible to 
use that information internally. This 
however is a bad idea for two reasons. 
The first is one of company perception 
and the second is the reality of 
federated information.

Firstly, if the company automatically 
rips the information from Facebook 
there is a risk of negative percep-
tion. This however is something that 
can be handled and if done well, 
for instance during the customer 
on-boarding process, it would not 
be a significant issue. Using a pro-
cess therefore which transfers the 
information internally is an accept-
able way of making the transfer of 
information visible to the customer.

The second challenge is that simply 
performing the transfer gives a 
static view of that customer’s social 
network. A much better solution is 
to use the standard cross-referencing 
approach of MDM to enable the 
business to obtain an up-to-date 
view of the customer at any point in 
time. Linking therefore represents a 
slightly higher investment but enables 
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social information to be used actively 
throughout the normal operational 
processes and, critically, for that 
information to be fresh and active and 
thus more likely to provide immediate 
insight into a customer’s current 
behaviors and buying propensities.

Who validates social places?
The other part of Social Media 
which is on the rise is “geo-tagging”. 
Facebook’s “Check-in” facility 
gives people the ability to identify 
the physical place where they are 
located. Companies have often 
invested in pre-defining the places on 
Facebook, but very few, if any, have 
instigated a process of linking their 
establishments on Facebook back 
to their core records on locations 
so new physical locations can be 
added to Facebook and old ones 
removed. From an MDM perspective 
these Facebook locations represent 
a new location association for a 
physical location so within an MDM 
solution this becomes extremely 
easy to manage and define standard 
processes to handle the publication, 
modification and removal of the 
Social Media view of a company’s 
physical environment.

Using MDM with its processes of 
trust, collation and identification 
to manage the virtual views of a 
company’s physical elements ensures 
that Social Media becomes a standard 
part of the company’s view and 
reduces the risk of reputational harm 
or brand impact. This approach 
also means that a company is better 
able to leverage the social places 
for real-world marketing exercises. 
Leaving others to set up and manage 
a company’s social places reduces 
the leverage, decreases the brand 
impact and leaves customers open 
to either accidental or deliberate 
mis-information.

Link and leverage
Finally, when you have the link to 
a customer’s Social Media accounts, 
it is then critical to actually leverage 
that information within the core 
processes. Understanding and 
providing the opportunities to 
customers to use Social Media routes 
means being able to offer customers 
better and more targeted offers as 
well as more effective servicing 
engagements. Understanding how 
customers are related means being 
able to better understand how word 
of mouth and recommendations are 
delivering sales as well as delivering 
more effective servicing interactions.

Performing the MDM parts of the 
process provides the framework for 
this exploitation and the mechanism 
via which trust and quality can be 
assured. MDM does not in itself, 
however, change the end business 
processes or educate staff in new ways 
of working.

MDM can give you the tools, but 
people still have to be taught how to 
use them.

Summary
MDM is a long established set 
of business processes and data 
governance elements which help to 
identify and manage high quality core 
entities and their relationships across 
and beyond the enterprise. Social 
Media just provides a new challenge 
for these processes and a new set of 
governance criteria.

There’s no need to treat Social Media 
like a social pariah; use MDM to 
integrate it into the enterprise. 

Ye Olde English 
Tea Shoppe
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