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A
Accenture, 60, 110, 117-119, 234,
244,270, 303
Accountability, 19-20, 39, 51
Active Learning, 95
Adobe, 214-215
Advertisers, 180, 182-183
Advertising, 121, 122,177,178
Advocates:
engaging of, 132-133
integration plan addressing, 246
measuring impact of, 44
Amazon.com:
product ratings on, 92
product reviews on, 74, 124
and voice of the custotaer, 75
Analytics:
characteristics ot, 92
customer, 91-93, 99-103
focus on, in CRM systems, 100
in social media platform, 199-202
text, 197-199, 208, 305. See also
Text mining
Analytical modeling teams,
257-258
Ann Taylor, 181
Annual planning, 26
Anonymity, with social media, 72
Apple, 115-116, 214

Application programming interfaces
(APIs), 196, 222

Armano, David, 259

Askildsen, Tormod. 131

AT&T, 253, 261

Attensity, 305

Attivio, 302

Auditiry, 203

R

52B (business-to-business) companies,
217

B2C (business-to-consumer) companies,
217

Baby boomer generation, 4, 151, 235

Banishment, 277

Bazaarvoice, 74

BBB (Better Business Bureau)
complaints, 142

Benchmarking, 32, 99

Benson, Tracy, 6, 28, 75, 76

Berinato, Scott, 115

Best Buy, 6, 28, 75-76, 172

Better Business Bureau (BBB)
complaints, 142

Blogs, 70, 195

Bloggers, 177,178, 183, 185

Brand:

customer complaints about, 165
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Brand: (continued )
promotion of, by employees, 11
and social media policies, 278
and voice of the customer data, 81
Brand managers, 265-266
Brand reputation, 143
Budgets, 27
Buick, 254
Business processes, 25-28
Business-to-business (B2B) companies,
217
Business-to-consumer (B2C)
companies, 217
Business value attribution, 200
Buying cycle, 122-123
Buzz, 93-94, 200

C
Call centers, 85, 162,173
Cantrell, Susan, 236, 263
Carnival Cruise Lines, 147
Carroll, Dave, 11, 144, 168-189
Case studies, 32
Categorization, 79
CauseWorld, 211
Celebrity endorsements, 177
Cell phones, see Mobile devices
Centers of excellence (CoEs), 289
Chatter, 297
Chick-fil-A, 150
Chief data officers:
appointment of, 89
data governance by, 100
Chief information officers (CIOs),
220-229
and challenges with social media, 221
changes in role of, 220-221

and chief marketing officers, 224-227
development of metrics by, 228
effects of social media on, 10
management of social media data
by, 222-223
monitoring of trends by, 223-224
and social media team, 225-227
Chief marketing officers (CMOs),
122,224-227
Chief social media officers, 22
CHMO (customer health mainte-
nance organizaticn), 51-52
CIOs, see Chief irifermation officers
Clarabridge, 305
Classificatic:-algorithms for, 95
CMOs i chiet marketing officers),
102,224-227
CMPly, 183
C.oca-Cola, 217
CoEs (centers of excellence), 289
Collaboration, 286-297
characteristics of, 287
consequences of, 293-296
embedding, in work flow, 247
fostering, 289-293
and organization’s culture, 237-238,
243
software for, 296-297
technologies for, 246
types of, 288-289
Comcast, 150, 201-202
Communications, 258-260
Communications managers, 267
Communities of practice (CoPs), 289
Community managers, 258-259
Community policies, 276
Community services, 194-195
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Competition:
gathering social media information
of, 60-61
and monitoring social media, 153
and senior management, 60-62
and voice of the customer data, 81
Complaints, customer, see Customer
complaints
Conn, Coco, 234
Connectors, 196
Consistency, 21
Consultants, 32
Consumer activism, 11, 142-143
Consumer Reports, 75
Consumer sentiment, see Sentiment
Contact center sales agents, 267-268
Content managers, 259-260
Context (social media strategy), 23, 25
Converseon, 30
Cook, Scott, 151
Coordination (social media straiegy),
17-19
CoPs (communities of praciice), 289
Corporate culture, sec-Culture, of
organization
Cost, 30
Covey, Stephen M. R., 283
Credibility, of social media, 36
CRM systems, see Customer relation-
ship management systems
Cross-channel identity management,
200
Cross-channel synchronization, 195
Cross-organization processes, 26
Cross-platform connectivity, 292
Crowdsourcing, 60, 112,118
C-suite (executives):
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changes in roles of, 265
getting social media support from, 56
Culture, of organization, 233-247
changes in, 100, 233-234, 240
collaborative approaches in,
237-238, 243
human capital strategy in, 241-242
knowledge management tools in,
239-240
learning processes in, 244-245
measurement and alignment in, 247
objections to sociaimedia in, 237
and recruiting; 243-244
rewards and incentives in, 238-239
and socia' niedia management, 25
and shcial media transformation,
245-247
and staffing, 239
and workforce demographics,
234-236
Customers. See also specific headings
assessing, 125-127
effort of, 153
interaction between employees
and, 17
as marketers, 8
power of, 5-6
and segmentation, 7
understanding, 41-43
Customer analytics, 91-93
centralization of, 99
changes in, 99-102
future of, 102-103
at Microsoft, 103
Customer behavior:
prediction of, 80-81
and voice of the customer, 68, 77-78
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Customer complaints, 160-174
to Better Business Bureau, 142
criteria and guidelines for
responding to, 164-169
and customer service, 145
measuring performance of response
to, 173-174
organizational control over, 163
and organizational improvement,
161
rapid response to, 88
responder roles for, 170-172
spreading of, on sites, 162-163, 216
Customer health, 43-53
acting on, 49-50
new processes and roles for, 50-51
overview, 43—45
predictors of, 46-49
steps for moving toward measuring,
52-53
Customer health maintenance
organization (CHMO), 51:-52
Customer life cycle, 69
Customer relationshiz management
(CRM) systerzs:
centralization ef, 99
databases of, 207
focus on analytics in, 100
goals of, 190
integrating social media with, 21,
136, 192-193, 202-205
sentiment analysis in, 299-300
Customer service and support, 141-159
and brand reputation, 143
building social media service
channel for, 148-149
and consumer activism, 142-143

and customers helping customers,
150-152
defining unique social CRM
channels for, 147
employees in charge of, 152-153
at Microsoft, 155-159
mistakes made using social media
for, 145-146
monitoring and resolution of, 153
as part of social media platform, 204
rewarding employees for, 174
unifying marketing; sales and
service in, 145-150
value of social 'nedia in, 105
and voicc«£the customer, 74, 83, 84
and waraing customers, 153-155
Customier service professionals,
170-171, 239, 267-268
C.ustomer surveys, 38, 70

D
Dampier, William, 152
Data:
and analytical modeling teams, 258
classification of, 198-199
management of, 222-223
merging structured and
unstructured, 301-305
propagation of, 10
Databases, 206, 301-303
Data governance, 101-102
Data management, 20-21, 203, 223,
301-305
Decision-making processes, 100-101
Decision support system (DSS), 204, 303
Dell, 10, 21, 87,112, 124,128, 191
Demand, 104
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Demographics, 114

Descriptive analysis, 49

DirectTV, 201

Disclosure policies, 184-185

Disney, 190

Disposable technologies, 10

Domino’s Pizza, 84, 88

Double-counting (volume), 94

DSS (decision support system), 204,
303

Dunkin’ Donuts, 129, 211

E
eBay, 92
E-commerce, 4
Edmunds.com, 75
Electronic Arts, 253
E-mails, 234, 235
EMC, 111
Employees, 8-9
customer service offered by,
170-172, 174
and FTC disclosures; 150:-182, 184
hiring and developing, 252
interaction between customers
and, 17
policies for, 240, 275-277
product feedback from, 110
promotion of brand by, 11
Employee community managers, 263
Employers, 179-180
Endorsements, 175-178, 183, 184
Engle, Mary, 176, 181
Entity disambiguation, 94
Entity extraction, 198, 303
ETL tools (loading data), 302-303
Exclusion words (topics), 95

Index 319

Executives (C-suite), 56, 265
External social media, 195-197

F
Facebook, 61, 75, 143, 150, 196
Federal Trade Commission Act, 176,
177
Federal Trade Commission (FTC)
Guides, 175-185, 275
complying with, 181-185
definition of endorsements in,
177-178
impact of charges in, 179-180
mistakes in inte?pretation of, 178-179
Feedback cusiomer. See also Voice of
th- customer (VOC)
Categorization of, 97
ccllection of, 114, 115
and customer health, 46, 47
Feedback loops, 247
Field sales representatives, 268
Fifth Third Bank, 253
Fiji Water, 253
Finance departments, 7
Flash, 214-215
Focus groups, 69-70
Forrester Research, 56
Forums, 75, 195, 202, 240
Foursquare, 213-214
FTC Guides, see Federal Trade
Commission Guides
Fundraising, 132

G

Generation X, 235
Global markets, 10, 59
Godaddy.com, 253
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Godin, Seth, 32, 190, 285
Google, 210-211, 215
Greenberg, Paul, 190
Grimes, Seth, 197
Groupon.com, 128-129
Group sales, 128-129

H
Hacking, 218
Harding, Matt, 126
Harley-Davidson, 43, 44
Harrah’s Entertainment, 254
Hillstone Restaurant Group, 282
HOK, 248-249
HR, see Human resources
Hsieh, Tony, 22, 152, 255
Human capital strategy, 241-242
Human resources (HR):
effects of social media on, 7, 8
new roles in, 263-265
talent management by, 252

1

Idea management, 195

Ideation, 195

IKEA, 10

Inbound marketing specialists, 266

Incentives, 238-239

Inclusion words (topics), 95

Influencers:
acting on insights of, 101
appealing to, 129-133, 135
identification of, 266
measurement of, 98

Information systems, 190

Information technology (IT). See also

Chief information officers

effects of social media on, 7, 10
governance processes in, 26
new roles in, 261-263
and social media platform, 205
and text analytics team, 257
InnoCentive, 113
Innovation:
by chief information officers, 224
product, 59, 105, 106, 116-117
in Web technology, 206
Instant message, 234
Integration, of social 1nedia, 190-192
Internal sphere, i product
development, 109-111
Intuit, 151,472
Investr:>ni(s):
and hasiness processes, 26
arioritization of, 50
return on, see Return on invest-
ment (ROI)
iPad, 115-116, 214-215
IT, see Information technology

J
Jarvis, Jeff, 191

Jet Blue, 127, 147, 148
Jobs, Steve, 214
Judge, Barry, 57

K

Kawasaki, 218

Keyword-based searching, 95
Knowledge management, 239-240, 247

L
Learning, 95, 96, 244-245, 263
Learning 2.0, 244, 245, 263
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Legal advisors, 269

Legal department, 7

LEGO, 131

LinkedIn, 143

Listening post data managers, 262
Listening tools, 30-31

M

McCain, John, 132

Machine learning, 95, 96

Macy’s, 218

Malware, 218

Managers:
brand, 265-266
communications, 267
community, 258-259
content, 259-260
employee community, 263
listening post data, 262
middle management, 246
product, 266-267
senior management, 56—65
social media campaign, 258
social media content, 259-260
social media ourlet, 259
training for, 276, 281

Marchese, Joe, 148

Marketing, 120-137
adoption of social media by, 17

appealing to influencers in, 129-133

assessing social customers in,
125-127

effects of social media on, 7, 8,
122-123

implementing plan for, 133-136

and mobilizing customers’ personal

networks, 127-129
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new roles in, 258
Social Community, 123-133
and social media platform, 202-203
traditional strategies for, 121
unifying sales/service and, 149-150
value of social media in, 105
word-of-mouth, 177, 210
Marketing agencies, 225
Marketing partners, 37, 269
Marmite, 114
Master Data Management (MDM),
203
Measurement, of social media
investments:
challenges of, 37-41
customer health, see Customer
realth
inconsistent measures, 39
and understanding customers,
41-43
Memos, 301-302
Metrics:
customer health, 43-53
development of, 228
establishment of, 64
fusion of existing, 47
as part of social media platform,
199-200
selection of, 32
sentiment, 96-97
social influence, 98-99
in social media strategy, 28
topics, 94-95
usefulness of, 39
volume, 93-94
Microblogging, 75
Microsegmentation, 108
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Microsoft:
Academy Mobile, 245
and customer effort, 153
customer service/support at,
155-159, 171, 172
monitoring of community forums
by, 48
Online Service Division, 103
product development at, 116
and Twitter, 21
Middle management, 246
Millennial generation, 4, 234, 235, 242
Mobile devices, 209-219
creating social media strategy for,
216-218
growth in use of, 210
and immediacy, 211-214
and location, 211-214
technology challenges with,
214-215
text messaging with, 234, 235
Mossberg, Walt, 185
Mountain Dew, 131-132
Multimedia sharing sites, 75
Multimodal data analviics, 102
MySpace, 282

N

National Association of Homebuild-
ers, 253

Natural language processing (NLP),
79,199

Net promoter score, 45

Niche customer bases, 131

Nielsen, 162

NLP (natural language processing),
79,199

“Noise level” (customer complaints),
166
Nokia, 10-11

0
Obama, Barack, 132
O’Connell, Andrew, 257
OCR (optical character recognition),
78
Old Spice, 128, 266
Operational complexity, 18
Oppositional collabatation, 289
Optical character tecognition (OCR),
78
Organizatictis(institutions). See also
Cniture, of organization
changes in, 99-100
design of, 270-272
improvement of, 161
Outsourcing, 76

P
Panasonic, 253
Partners, 27, 37, 269
“Pass it along” promotions, 127-128
Peanut Labs, 62
Performance measurement, 27, 29,
173-174
Petco, 253
Pfizer, 151-152
Podcasts, 75
Policies, 274-285
banishment vs., 277
community, 276
for data governance, 101-102
disclosure, 185
documentation of, 183
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for employees, 240, 275-277
interdependent components in,
284-285
length of, 278, 279
and manager training, 276
in social media strategy, 29
stages in evolution of, 280-281, 283
and trust, 283-284
PowerReviews, 74
PR, see Public relations
Predictive analysis:
insights from, 49
and voice of the customer, 81
Privacy, 13
Procter & Gamble, 13, 111
Products:
life cycle of, 107, 108
and voice of the customer data, 81
Product development, 105-119
challenges with, 107-108
spending on, 106
spheres of involvement in, 106-113
testing innovation in; 11¢-117
using social mediain rrocess of,
113-116
and voice of thiz customer, 85
Product innovation, 59, 105, 106,
116-117
Product managers, 266267
Product ratings, 74-76, 92, 195
Product reviews, 7476, 124-126, 195
Profile management, 195
Profiling systems, 288
Profitability, 51
Progressive collaboration, 288-294,
296
Promotions, 127-128
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“Pro-sumers,” 131-132

Public relations (PR), 8
adoption of social media by, 17
traditional approaches to, 254

Q

Qualitative customer research
analysts, 257

R
Radian6 (listening service), 30
Ratings, product, se¢ Product ratings
R&D (research and development), 7,
107
Recruiting,; 243-244, 263
Referrals, 195, 196
Regulations, 23
Reladonal databases, 301
Relationships, 13
Remedial collaboration, 289, 290,
292,296
Reputation, 12-13
Research:
and business goals, 32
and voice of the customer, 69, 74,
257
Research and development (R&D),
7,107
Resisters, 246
Response time, to customers, 200-201
Responsibility, social, 13
Return on investment (ROI):
challenges with measuring, 36, 53
data collected for analyzing, 38
effective measurement of, 50
from interactive and collaborative
learning, 244
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Return on investment (ROI) (continued )
and sales, 28
of voice of the customer programs, 82
Revenue, 10
Reward, 13-14
for good customer service, 174
in organization’s culture, 238-239
and social media strategy, 29
Richards, Toby, 48, 116, 153, 155-159
RightNow’s SmartSense, 299-300
Rigor, 14
ROI, see Return on investment

S
Sales:
effects of social media on, 7, 8,
122-123
new roles in, 260-261
and return on investment, 28
unifying marketing/service and,
149-150
Salesforce.com, 21
Scalability, 21
Scrutiny, 19-20
Search engines, 169,205, 227, 303
Search engine optimization (SEO), 266
Search technologies, 208, 302-303
Sears Holding, 253
Segmentation, 7
micro-, 108
segment generalization with, 89-90
and target segments, 85-86
Self-organizing collaboration, 288,
290, 291, 296, 298
Senior management, 56—-64
and broadening support for social
media, 57-60, 62-64

and competition, 6062
and sparking interest in social
media, 57
Sentiment:
and customer service representa-
tives, 267-268
measurement of, 9697
monitoring of, 48
and text analytics, 197-199
topic, 97
and voice of the customer, 72
Sentiment analysis, 79, 96, 257,
299-300, 305
SEO (search engirie optimization),
266
Servicers):
cornraunity, 194-195
customer, see Customer service
and support
effects of social media on, 7, 8
new roles in, 260-261
unifying sales/marketing and,
149-150
and voice of the customer data,
81
Shared service budgets, 27
Sharing, 195
Shopkick, 211
Sign-ups, 202
“Silent Generation,” 236
SLOPE model (voice of the customer),
73-88
Execute and Expectations phase,
87-88
Listen and Learn phase, 77-81, 92
Optimize and Operationalize
phase, 82-85
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Personalize and Propagate phase,
85-86
Synchronize phase, 74-77
Smith, David, 236, 263
Smith, Kevin, 143, 162, 168
SNA, see Social network analysis
Snyder, Brett, 169
Social alumni community relations
directors, 263-264
Social Community Marketing,
123-133
Social CRM (customer relationship
management):
competition’s use of, 153
defining unique channels for, 147
and marketing, 136
and surprising customers, 154
Social customer service strategists,
260-261
Social influence, 98-99

Social lead generation strategists,
260

Social learning architects/ac¢ministra-

tors, 263-264
Social media. See w52 Specific
headings
consumers’ use of, 161-162
customer power with, 5-6
early dismissal of, 3
growth with, 9-11
influence of, 4
risks with, 9-11, 21-22
and traditional business functions,
6-9
Social media agencies, 269-270
Social media analysts, 256
Social media architects, 261-262
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Social media campaign managers, 258
Social media champions, 63, 64, 255
Social media content managers,
259-260
Social media developers, 263
Social media management, 22-29
business processes in, 25-28
context in, 23, 25
new roles in, 255-256
and organization’s culture, 25
Social media outlet managers, 259
Social media platforiti, 193-208
barriers to deveioping, 205-208
community services in, 194-195
defined; ! 25
and «xternal social media, 195-197
integiating CRM in, 202-205
measurement and analytics in,
199-202
software for, 193, 194
text analytics in, 197-199
work flow tools in, 197
Social media recruiters, 263
Social media strategists, 255-256
Social media strategy, 16-35
business goals in, 29-35
business processes in, 25-28
context in, 23, 25
coordination in, 17-19
data management in, 20-21
management framework for, 22-29
metrics in, 28
and organization’s culture, 25
policies in, 29
scalability and consistency in, 21
scrutiny and accountability in,
19-20
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Social media teams, 225227, 252-253
Social network analysis (SNA), 293,
295, 296
Social networking sites:
creating presence on, 134
customer complaints on, 161
customer feedback from, 70
and customer service, 143
as customer touch points, 40
employee use of, 237
growth of, 145
measuring influence of, 200
as part of social media platform, 195
voice of the customer on, 75
Social responsibility, 13
Social voice of the customer lead, 256
Society for Marketing Professional
Services, 237
Software:
for collaboration, 296-297
search, 208
for social media platform, ©%3, 194
Sony, 88, 130-131
Southwest Airlines, 82, 143, 162, 168
Speech-to-text corversion, 78
The Speed of Trusi (Stephen M. R.
Covey), 283
Spiders, 196
Sponsor roles, 63—-64
Spontaneous selling, 127
SQL databases, 301-303
Staffing, 239, 252
Stakeholders, 32
Standards:
establishing and managing, 27
setting, for using collaboration
technologies, 246

Starbucks, 83, 86, 112-113
Start-up companies, 213

Strategy, see Social media strategy
Straud, Robert, 277

Stride gum, 126-127

Supply chain, 7

Surveys, customer, 38

Systems engineers, 262

T
Tagged content, 96
Talent management, 239, 240,
243-247, 252
Target customer segments, 85-86
Technology*
changes in, 51-53
far ccliaboration, 246
dicposable, 10
information, see Information
technology
innovation in, 206
for instant communication, 292
mobile, 214-215. See also Mobile
devices
and mobile devices, 214-215
search, 208, 302-303
wiki, 60, 118
Telecommunication carriers, 213
Terms of Use, 276
Testimonials, 176-177
Text analytics:
choosing tool for, 305
in social media platform, 197-199
technology companies selling, 208
Text analytics architects, 257, 262
Text analytics teams, 257
Text messaging, 234
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Text mining:
analyzing data with, 71
for determining volume, 94
function of, 197
precision of, 90
and sentiment analysis, 79, 96
and text analytics architects, 262
for topic sentiment, 97
and voice of the customer, 78-79
Third-party data providers, 48, 76
Threadless, 114
Topics, 30, 94-95
Topic sentiment, 97
Toyota, 266
Tracking, 197, 204-205
Training;:
managet, 276, 281
and value propositions, 50
Transactional data, 13
Transparency, 57, 83
Transportation Security Agency
(TSA), 87, 88
Trends:
of millennial generation, 235
monitoring of, 223-224
TripAdvisor.com;.75
Trust, 283-284
Trusted network, of product
development, 111
TSA (Transportation Security
Agency), 87, 88
Twitter:
and CRM systems, 21
and customer service, 143
hacking of accounts on, 218
popularity of, 196
and voice of the customer, 75
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Ultimate Fighting Championship, 253

Unilever, 13

United Airlines, 11, 88, 127, 144,
168-169

U.S. Navy, 242

UPS, 152, 289

Urgency, 127

USAA, 74, 154

User-created content management, 195

A%
Value propositiors; 49-50
Virgin America; 1’1
Virtuous leen knowledge management,
20205
VisealCV, 249
VitazninWater, 59
/logs, 75
Voice of the customer (VOC), 67-90
barriers in using social media for
listening to, 88-90
and customer service, 142
effective programs for, 68—69
employee roles for working with,
256-258
and product development, 114
SLOPE model for listening to, see
SLOPE model
social media feedback vs. traditional
feedback, 71-73
tapping into, 144
traditional approaches to listening
to, 69-73
Voice-of-the-customer text analysts,
257
Volume, measurement of, 93-94
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Walmart, 218

Wawa, 61

Web crawler architects/developers,
262

Web crawling, 76, 103

Web servers, 20-21

Web site management, 85

Welch, Jack, 265

Wells Fargo, 60, 110-111, 150

West Point military academy, 292

Whole Foods, 259

Wiki technology, 60, 118

WOMMA (Word of Mouth Marketing
Association), 185

Woot, 127

Word lists, 95, 96

Word-of-mouth marketing, 177, 210

Word of Mouth Marketing Association
(WOMMA), 185

Word-of-mouth rates, 129

Work flow, 197, 247

Workforce of One (Susan Cantrell and
David Smith), 236, 242, 263

Wrappers, 196

X
Xigi.net, 132

Y
Yelp, 92
YouTube, 75,196

Z
Zappns; 22,255
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