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Social Business 

Social Business is reshaping the way companies engage with customers across 
the marketing, sales, product development and customer service spectrum. 
For small and medium companies (defined as companies with 1 to 1,000 
employees for the purposes of this study), Social Business represents both an 
opportunity and a challenge. By adopting Social Business solutions and 
processes, small and medium size companies can engage customers and 
prospects in a more personal and effective mannerτand as result, help 
improve customer acquisition and retention. However, small and medium 
firms often lack the time, expertise and/or resources necessary to fully 
understand, implement, integrate and measure Social Business as part of 
their broader company strategy.  
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Definitions Used 

ÅSocial Media: Also referred to as social networking, 
encompasses many Internet-based tools that make it easier 
for people to listen, interact, engage and collaborate with 
each other. Examples of social media tools and platforms 
include Facebook YouTube, LinkedIn, Twitter, message boards, 
blogs and Wikipedia.  
 

ÅSocial Business: Using social media (either alone or linked to 
other business applications and processes) to more effectively 
engage with customers and prospects across the marketing, 
sales, product development and customer service spectrum. 
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Why a Social Business Study? 

Å ¢ƘŜ {a. DǊƻǳǇ ŀƴŘ  /wa 9ǎǎŜƴǘƛŀƭǎΩ 2011 Impact of Social 
Business in Small and Medium Business Study will examine 
Social Business related trends, dynamics, opportunities and 
challenges among North American small and medium 
businesses.  

Å¢ƘŜ ǎǘǳŘȅ ǿƛƭƭ ŀǎǎŜǎǎ ǎƳŀƭƭ ŀƴŘ ƳŜŘƛǳƳ ŎƻƳǇŀƴƛŜǎΩ ŀǘǘƛǘǳŘŜǎ 
and perceptions; current and planned adoption; integration 
of Social Business with other business applications and 
processes; perceived benefits and risks; and governance and 
measurement of Social Business solutions.  

ÅStudy results and analysis will help Social Business solution 
providers develop marketing, product and channel strategies 
to successfully reach, influence and market to SMBs in this 
space. 
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Business Issues 
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Social Business is changing the rules of customer engagement from a one-way to a 
two-way conversation. Increasingly social customers demand that organizations 
engage with them in a more interactive, collaborative and open conversation to earn 
their trust and business.  
  
While an abundance of research exists that indicates business interest in and 
adoption of Social Business is soaring, however, more granular research about small 
ŀƴŘ ƳŜŘƛǳƳ ŎƻƳǇŀƴƛŜǎΩ ŀǘǘƛǘǳŘŜǎΣ ǎǘǊŀǘŜƎƛŜǎΣ ǇŀǘƘǎ ǘƻ ŀŘƻǇǘƛƻƴΣ ƛƳǇƭŜƳŜƴǘŀǘƛƻƴ ŀƴŘ 
integration issues is sparse.  
ÅHow are small and medium size companies reshaping their marketing, sales, service 
and product development strategies to encompass the growing importance of social 
media?  
ÅWhat opportunities do they see and what obstacles stand in their way?  
  
To succeed in this market, vendors need an in-depth and nuanced understanding of 
these issues.  

Åsolutions.  



Key Questions this Study Will Answer 

Å Perceptions and attitudes about Social  Business.   

Å Key drivers and inhibitors for adopting Social Business solutions.  

Å Integration requirements for linking Social  Business with existing business applications and workflows. 

Å The decision-making process and roles involved in Social Business solution decisions.  

Å Top sources for information and advice on Social Business.  

Å Purchase channels for Social Business.  

Å Consulting and implementation partners for Social Business solutions.  

Å How  small and medium size companies use/plan to use Social Business solutions  to improve marketing, 
sales, service and support and product development outcomes (e.g. marketing/sales/product insights, 
lead generation, rapid response, campaigns/events, improved service, integrated customer experience, 
etc.) 

Å Internal governance/policies regarding Social Business. 

Å How factors such as company size, industry, user role, age of business, etc. impact attitudes, adoption, 
spending and plans for Social Business solutions.  

Å Budgets and planned spending for Social Business solutions and implementation. 

Å Policies and governance regarding which employees, workflows, etc. are encompassed in the Social 
Business strategy 

Å Top perceived benefits and risks of tehse solutions. 

Å Metrics used/planned to measure the effectiveness of Social  Business solutions. 

Å Impact of Social Business on customer acquisition, retention, new product development, etc.  

 
 

 3/10/2011 SMB Group Confidential 6 



Social Business Study Focus 
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Follow-on Vendor Specific Engagements 
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