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Telecommunications the way we see it

Commerce and Collaboration:  
Social media for today’s telecom company

No. 1 in a four-part series
Trends in Social Media

Business dislikes this comment

Just because your enterprise  
has a social media account, 
doesn’t mean you have an 

enterprise social media strategy.
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Business likes this comment

Did you know the use of social media among people 
of all ages has become the fastest growing and 
most popular activity on the Internet? 

...and most significantly on mobile devices.

Check this out: In a four-part series, Capgemini 
examines how the right approach to a social media 
strategy can improve your customer relationships and 
strengthen your brand. 

But while that presents a considerable 
opportunity for telecom companies, many 
are missing the point. 
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Business likes this comment

The Mom and Pop 
Multinational 

The New Yorker in 1993 famously ran a 
cartoon where one dog explains to 
another that, “On the Internet, nobody 
knows you’re a dog.” Not so with social 
media. The growth of social media means 
we increasingly operate within networks 
of known, trusted entities. That is why 
social networks are in the process of 
transforming how we communicate, how 
we source information, and how we do 
business on the web.

Social networks offer enterprises the 
potential to combine the customer 
knowledge of the best small, local 
business with the economies of scale and 
round-the-clock service availability of the 
most efficient multinationals. The benefits 
of social media mean tomorrow’s online 
business opportunities will spring from a 
close understanding of customers and a 
profound knowledge of what shapes their 
preferences. Every customer will want to 
feel local. And the rising usage of smart 
phones, coupled with faster, lower-priced 
data services mean they will expect to do 
so anywhere. 

Most large US companies are already 
using social media: 79 percent of Fortune 
500 companies use Facebook, Twitter, 
YouTube, or corporate blogs to 
communicate with stakeholders, 
including customers. Sixty-seven percent 
have at least one Twitter account; 54 
percent have at least one Facebook page; 
half use YouTube, and 33 percent have a 
corporate blog.1 

Several large companies have generated 
cost savings from using social media as a 
channel to deal with customer inquiries, 
or as a way to communicate with 
customers and suppliers.  

But few companies have yet to draw on 
social media’s capacity to provide rich, 
real-time insight into what drives their 
customers’ purchasing decisions and 
keeps them from churning. A customer 
interacts with several divisions within a 
large company, often simultaneously. 
But too often, no one has a complete 
view of the customer. Unfortunately, 
business units within a large company 
rarely interact closely with each other. 
Instead they operate within business 
software-defined silos, failing to share 
information about purchasing, billing 
and customer care. 

That means companies fail to tap 
collectively into social media 
conversations and combine efforts to 
better serve customers, develop innovative 
products and cut costs. Not to mention 
the foremost important attribute of social 
media; engaging your customer into a 
meaningful exchange and building 
goodwill in the process for your brand or 
service. Telcos don’t really create a 
holistic view of the customer and they 
risk missing out on new service 
opportunities. Meanwhile, social media 
giants such as Facebook are developing 
services, which — if they catch on — 
have the potential both to change how 
your customers experience the web and 
to alter commercial relationships. 

One example is Facebook Deals, 
announced in November.2 Deals enables 
companies to offer promotions to 
individuals who sign up to their Facebook 
page, with the Gap among the partici-
pating companies at launch. Not only can 
restaurants or stores, for example, alert 
regular customers to special offers in 
nearby outlets, they can also encourage 
customers to inform their own social 
network about attractive deals. Facebook 
Deals reflects a growing interest in local 
and location-based services that feed into 
social networks. 

Business likes this

The most important attribute  
of social media is engaging 
your customer into a meaningful 
exchange and building goodwill  
in the process for your brand  
or service.

WOW This is really cool! 
Sign me up!

1 TechCrunch, 7/18/2010
2 Facebook Deals: http://www.facebook.com/blog.
php?post=446183422130
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Today, however, large enterprises are 
only beginning to use social networking 
as a powerful channel for reaching out 
to existing and new consumers. The 
reach of social networks and 
consumers’ increasing reliance on them 
as an alternative communications 
platform to traditional email and SMS 
spell rapid change: Facebook closed 
2010 with over half a billion users. Yet 
businesses face sizeable challenges 
when it comes to developing and 
introducing social media initiatives. 

The problem for enterprises is that social 
media represents a sea change in how we 
share information. Individual consumers 
can painlessly evolve choosing to join and 
use whatever network suits their needs. 
However, if enterprises want to make 
effective use of the information and 
communication benefits of social media, 
they need to redesign IT systems to allow 
employees to access and connect 
disparate information across horizontally 
connected sources. Gone are the vertical 
IT applications dedicated to a specific 
function running in relative isolation. 
However, it is extremely difficult to make 
the economic case for building new 
vertical IT applications, systems, 
databases, and networks. Instead 
companies should consider the lower cost 
alternative of horizontal integration. That 
way they can combine the power of 
unstructured data with the intelligence of 

structured analytics and cloud computing 
as a delivery mechanism, thereby creating 
economic net present value. 

That can mean a rupture in business 
culture. Before business leaders develop 
and implement a strategy, they need to 
understand whether and how social 
media impacts their company. 

Going Public With Your 
Strengths, Not Just  
Your Weaknesses

Initial investment in social networks was 
in part driven by fear of negative publicity. 
In 2006, a video posted on YouTube 
showed a Comcast employee napping on 
a customer’s sofa, when he should have 
been doing the job he was called out to 
do. No one wanted to be Comcast, so 
many large enterprises pulled together a 
social media policy to forestall brand-
damaging incidents.

Many telcos now have a mix of 
repurposed customer care and digital 
marketing agents using a shot-gun 
approach for answering tweets 
aggregated from listening posts or 
gathered natively via Facebook and 
Twitter. They have also opened 
Facebook and Twitter accounts, 
attracting thousands of followers almost 
instantly because of the public’s 
insatiable appetite for content and for 
the latest information, available without 
recourse to frustrating, legacy 

Business dislikes this comment

Business dislikes this comment

More than 70 percent of IT-
dominated social media initiatives 
through 2012 will fail, according to 
the Gartner Group.3

OMG! Is this for real?? LOL!

3 Gartner Group: http://www.gartner.com/it/page.
jsp?id=1293114
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communication technologies, such as 
IVRs and phone calls. But these 
responses are reflexive and tactical, rarely 
addressing the underlying cause of 
customer dissatisfaction: that is, 
problems in products, services, or 
fundamental operations.

Consumers already have real-time, 
mobile access to telecom companies’ 
prices, product features, and service 
packages. They can read and compare 
independent reviews and consumer 
opinions or complaints, and, as Comcast 
found out, scandalous behavior can go 
viral overnight.

Because social media allows consumers to 
connect with each other and with various 
communities of interest, they can rapidly 
share information and alert friends, and
therefore their friends’ friends to news 
and opinions, both good and bad.
 
• Did a shopper find a special deal?
• Did the consumer get ripped off?
• Is someone really angry with his  

phone company?
• Was a product defective  

or mis-represented?

• Did a technician or call center 
representative go above-and-beyond a 
customer’s expectations?

Everyone will know. The answers help 
shape your company’s future.

The conversation about a company’s 
offerings, brand, and image is now public. 
Part of any telecommunication company’s 
strategy should be a plan for engaging in 
that conversation in ways beneficial to the 
customer, the company, and the public at 
large. Central to that communication 
strategy should be the establishment of 
channels for listening and responding to 
consumers (see Figure 1.) Tele-
communication companies that enable 
and support a public dialogue are more 
likely to gain respect from their 
customers, as well as more positive 
exposure for their products and services.

The implications of the openness of social 
media are fundamental: A company’s 
behavior needs to be above reproach; its 
prices need to reflect the true value 
delivered; and it’s products and services 
need to be as good as claimed.  

How can a teleco use social media to 
the benefit of its business and  
its operations?

Figure 1: First Step in Establishing “Listen and Respond” Channels
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The focus needs to be on:

• Giving consumers, customers, business 
partners, and suppliers opportunities to 
converse with the company about the 
pros and cons of various offerings.

• Better communication with customers 
and improved monitoring of their 
experience with every element of your 
company to enable a more timely 
response to issues. 

• Improving communications, inside and 
outside the enterprise. This creates a 
sense of community and promotes 
trust-building corporate transparency. 
Front-line employees should be enabled 
to share useful information with each 
other and with customers.

• Analyzing and understanding 
consumer and customer behavior, 
across channels and at multiple levels, 
be it the individual, a group, or a 
market segment. 

• Repurposing good content or reviews, 
generated by the company or 
independent third parties. Proactive, 
positive communication through social 
media can boost both customer 
satisfaction and employee productivity.

Market knowledge allows a company to 
use crowd-sourcing techniques as an 
input to new product/service 
development as well as the design of 
in-store and website experiences. At the 
same time, by measuring consumer 
sentiment expressed in social media and 
on the Internet, companies can judge 
online marketing campaigns. They can 
also detect and defuse any negative brand 
incidents as quickly as possible. 

Telcos Successfully Use 
Social Media Channels

Large telecommunication service 
providers have started using social media 
to engage with consumers: 

• Sprint uses Facebook to share product 
information and to offer customers 
applications specific to networked 
devices. The company has also used 
the site for an ad campaign directed to 
mobile users.4

• Verizon uses Facebook to generate user 
participation around special events, 
such as a promotion featuring the 
popular band, GreenDay. The carrier 
also runs its TV ads on YouTube, while 
also using the video site to share 
product demos and guides and to 
spread the word about new products.5

• AT&T has a team of 19 dedicated 
professionals tracking social media 
conversations as well as responding to 
support requests from customers. On 
Facebook, the company provides 
product information, including new 
features and pricing. Also, the 
company uses Twitter to share news 
and solutions for target groups, such 
as small businesses. In 2009, Twitter 
was the primary means used to 
communicate with customers during a 
service outage in California. AT&T 
also uploads commercials, 
promotional material, and job postings 
on YouTube.6

• T-Mobile uses YouTube to provide 
how-to guides in video format, as well 
as product and pricing promotional 
materials. The carrier also uses Twitter 
to host contests and giveaways.7 

• Comcast has a dedicated team of about 
10 people who monitor Twitter for 
mentions. In case of a complaint or 
negative comment, the company 
proactively contacts the customer.8

Competition dislikes this comment

Hey! That’s cool! You don’t expect that 
kind of forward thinking from a giant.

4 http://www.facebook.com/#!/sprint
5 http://www.facebook.com/#!/verizon
6 http://www.facebook.com/#!/ATT and http://twitter.com/
#search?q=AT%26T

7 http://www.youtube.com/watch?v=bitLc5yjseE
8 http://twitter.com/#search?q=comcast
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Moving Targets

Mobile, in particular, offers scope for 
innovation and Telcos’ partners and 
competitors are taking note. The rise in 
smart phone usage, for example, has 
resulted in new location-based social 
networking applications. Trapster, 
which was acquired in December 2010 
by Nokia’s Navteq, shares information 
between drivers about speed traps, road 
hazards and enforcement cameras in  
the vicinity.

In Metrics Highlights (2010), AdMob 
Mobile Metrics,9 which tracks and 
analyzes mobile data usage, reports that 
since 2008 mobile data traffic in the US 
has experienced a six-fold increase, much 
of which can be attributed to the use of 
Internet applications. But gaps are simply 
point-to-point HTTP connections similar 
to a URL in the old Web 1.0 world. The 
value proposition for mobile is to give 
users an integrated experience which 
includes privacy, quality of service, 
engagement, and the sharing of 
experiences. As point-to-point gaps 
disappear and as mobile integration with 
other channels becomes less complex, 
social media will only gain in importance.

As we have seen, a mobile device is 
already a whole lot more than a phone. 
The bad news for brick and mortar 
retailers is that it offers easy access to 
competitors’s product features and 
prices, as well as product reviews. The 
good news is that with the right social 
network strategy, businesses can envision 
attracting potential customers with 
promotions and deals when they are in 
the vicinity.

A telecommunication company that 
wants to fold this new channel 
successfully into its sales and marketing 
strategies has to ask the following:

• How can we develop and monetize 
useful applications that can be 
bundled with an offering, when the 
value-add elements include location 
and presence?

• How can we ensure privacy and 
security for customers?

• How could we integrate third-party 
applications into the product offering?

• How will we support these 
applications?

Telcos need to avoid creating an 
additional vertical silo and instead use 
social media as a horizontal channel that 
takes advantage of cost efficiencies, 
analytics, and marketing information.

Social media will only grow more 
powerful in the next five years. 
Telecommunication companies will need 
to change, but doing so requires making 
potentially risky and
costly choices.

In No. 2 of our four-part series — Crisis 
of Inertia — we address the complex 
challenges telecommunication companies 
face in adapting their operations to 
embrace social media as a vital customer 
touch point. Mature enterprises have 
hundreds, or even thousands, of systems 
to maintain and update. Over time, it 
becomes increasingly difficult to support 
new and innovative products without 
seriously reducing business agility and 
profitability. Will the marginal cost of 
social media exceed revenue? Can 
complex and rigid operations be changed? 
What is the next step?

Business likes this comment

Geez, you’re telling me!
I can’t wait to see how you’re going 
to fix that little detail!

9 Metrics Highlights, AdMob Mobile Metrics 2010:  http://
www.scribd.com/doc/33741060/May-2010-AdMob-Mobile-
Metrics-Highlights  
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www.us.capgemini.com

Capgemini, one of the 
world’s foremost providers of 

consulting, technology and outsourcing 
services, enables its clients to transform and 
perform through technologies. Capgemini 
provides its clients with insights and 
capabilities that boost their freedom to 
achieve superior results through a unique 
way of working, the Collaborative Business 
Experience.TM The Group relies on its global 
delivery model called Rightshore,® which 

aims to get the right balance of the best 
talent from multiple locations, working as 
one team to create and deliver the optimum 
solution for clients. Present in more than 35 
countries, Capgemini reported 2009 global 
revenues of EUR 8.4 billion (approximately 
USD $11.6 billion) and employs 100,000 
people worldwide. More information is 
available at  
 
www.us.capgemini.com
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