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THE BOTTOM LINE 
Adding mobile access and social collaboration to CRM delivers significant 
benefits.  In a survey of CRM decision makers, Nucleus found that 
providing sales people with mobile device access to CRM drives a 14.6 
percent productivity increase, and adding social drives an additional 11.8 
percent productivity boost.  Given the significant ROI opportunity, all 
organizations should consider mobile and social CRM adoption. 
 
 
Nucleus analyzed the benefits of adding mobile device access and social capabilities 
to CRM and found that, on average, adding social and mobile access capabilities to 
CRM increases productivity of sales people by 26.4 percent.      
 

Adding social and mobile access capabilities to CRM increases productivity of sales 
people by 26.4 percent. 

 
Nucleus surveyed 223 CRM decision makers, analyzing deployments of both 
vendors in the CRM Value Matrix and niche CRM vendors in the United States and 
Europe.  Respondents included small, medium, and large enterprises using both 
on-demand and on-premise CRM applications. 
 

THE VALUE OF MOBILE ACCESS TO CRM 
Mobile devices have been used by sales people for some time, and Nucleus’s 
survey found that 74 percent of companies had enabled mobile access to CRM 
applications.  Nucleus’s survey found that mobile access to CRM increases sales 
force productivity by 14.6 percent, with nearly a third citing a productivity increase 
of more than 20 percent.  Fewer than 2 percent of respondents cited no 
productivity benefit from mobile CRM access. 
 

Mobile access increases sales force productivity by 14.6 percent. 

 
This significant increase in productivity is driven by the development of custom, 
device-specific applications that take advantage of the form factors of individual 
devices.  Vendors and consultants are also increasingly delivering task-specific and 
role and vertical-based views of mobile CRM data that make it easier for sales 
people to do more than update their pipelines via their mobile devices.  For 
example: 

 More than one pharmaceutical company Nucleus interviewed was using tablets 
to deliver product demos and compile and present sales presentations at client 
sites.  The sales collateral was launched, managed, and tracked in CRM with 
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two main results.  First, sales and marketing managers gained much better 
visibility into how content was actually being used and when a particular demo 
or piece of content led to a lead qualification or order.  Second, sales people 
didn’t have to update their account activity manually after a meeting.  This led 
to both more data with more details about what actually happened in the sales 
process − valuable for future sales coaching and content development. 

 A number of sales people reported getting activity feeds on the outstanding 
service issues of their customers via mobile devices on their way to customer 
meetings − making them appear more knowledgeable to their clients and 
allowing them to spend less time following up on service inquiries and more 
time building relationships.   

 Field sales, not surprisingly, had some of the most innovative uses of mobile 
CRM, taking advantages of features like geomapping to identify and contact 
prospects in their proximity when they had time available − effectively 
increasing the number of prospect calls per trip and making more efficient use 
of their time on the road. 

 
Not surprisingly, the most popular device for access to CRM applications such as 
sales force automation was the iPhone, followed by Droid phones and iPads.   
Obviously, many users have more than one mobile device they use to access CRM 
functionality. 
 
Table 1. Most popular devices for SFA access 

iPhone 67% 

Droid 48% 

iPad 46% 

Windows Phone 35% 
 
As mobile CRM adoption has broadened, it has become an integral part of the 
corporate sales management strategy and less a departmental or individual 
productivity decision.  Nucleus found that in 63 percent of organizations, either 
management or IT dictates what device is used; only 14 percent of companies let 
individual users select their device of choice.   
 
Table 2. Selection process for mobile device CRM access 

Management decides and dictates what device is used 40% 

IT decides and dictates what device is used 23% 

Individual users select from a list of IT-approved options 23% 
Individual users select their devices on their own 14% 

 
Nucleus expects CRM vendors and developers building custom applications will 
continue to invest in making CRM easier to use on mobile devices.  A few indicators 
of increasing vendor investment in mobile CRM access include Salesforce.com's 
recent acquisition of Model Metrics, a systems integrator focused on mobile 
application development for Salesforce; its announcement of touch.salesforce.com 
(scheduled for release this spring); a new HTML5-based version of Salesforce.com 
redesigned specifically to work on touch screens; and Microsoft’s announcement of 
Dynamics CRM support for iPad, iPhone, Droid, and BlackBerry. 
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Customer profile: Sybron Dental 
Sybron Dental Specialties is a manufacturer of high technology dental, dental 
implant, and infection prevention products. With headquarters in Orange County, 
California, the company has been in business for more than 115 years and 
operates through a number of subsidiary companies worldwide. Sybron is a division 
of Danaher Corporation. 
 
Because Sybron sales representatives spend the majority of their time in the field 
meeting with clients and prospects, Sybron knew that mobility was key to the 
success of any CRM effort. The company chose Microsoft Dynamics CRM 
approximately 2.5 years ago and worked with CWR mobility, a Microsoft partner, to 
develop its first mobile CRM application for the iPhone. Development of the first 
application, designed to be a scaled-down version of CRM that could be used to 
enter basic call information while in the field, took approximately two months.  
Since then, Sybron has expanded its iPhone application to the iPad and added 
functionality as well, including reporting and integrated geomapping that enables 
sales people to identify and visit prospects in their immediate area when they have 
time and opportunity. Today, approximately 250 sales people use a mobile 
application to access Dynamics CRM and Sybron expects to expand that with both 
additional users and functionality in 2012. 
 
Key benefits include: 

 Increased sales productivity by 9 percent. Nucleus estimated that sales people 
sell, on average, 9 percent more products when using mobile and desktop CRM 
to focus on defined targeted accounts. 

 Increased visibility. Sales people can actively identify accounts they need to 
contact based on location and pipeline, and managers can quickly identify 
accounts that need to be managed more proactively as a result of more 
accurate and up-to-date reporting. 
 

THE VALUE OF SOCIAL CRM 
When it came to sales people, Nucleus found that those using social CRM 
capabilities were 11.8 percent more productive, with 21 percent citing a 
productivity increase of more than 20 percent.  Only 7 percent of respondents cited 
no productivity benefit from social CRM capabilities.    
 

Social CRM makes sales people 11.8 percent more productive. 

 
There has been much hype about social CRM, as is common with many emerging 
technologies.  In reality, social CRM adopts three key concepts from social 
networking applications: 

 Integration of external social networking data with CRM applications  

 Use of activity updates or “push” mechanisms to proactively deliver information 
about customers and events to CRM users and other employees 

 Internal social networks with presence monitoring, instant messaging, and 
public and group sites. 

   
Nucleus found many CRM users are still struggling to understand what social CRM 
is and how it can help them.  In fact, 16 percent of survey respondents indicated 
they didn’t know what social CRM was; only 8 percent of respondents considered 
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themselves to be best in class in their use and evaluation of social CRM 
technologies. 
 

Sixteen percent of CRM decision makers surveyed don’t know what social CRM is. 

 
However, Nucleus has found that early adopters of social CRM technologies, like 
Salesforce.com Chatter, have recognized clear benefits such as increased visibility 
and productivity (Nucleus Research l74 - The return on investment from Chatter, 
July 2011).  Salesforce was early to market with its Chatter offering; other vendors 
including Oracle and Microsoft have made similar activity feeds and internal social 
networks available in their CRM applications.  Nucleus found customers have also 
chosen to adopt standalone social collaboration networks, such as Newsgator, that 
can be integrated into enterprise applications such as CRM (Nucleus Research M4 - 
A closer look at Newsgator, January 2012).  In fact, Nucleus’s survey found that 82 
percent of respondents were using some form of social CRM. 
 

82 percent of companies have adopted some social CRM. 

 
The level of integrated social capabilities in CRM varies from vendor to vendor; 
however, most enterprise CRM applications have at least rudimentary social CRM 
capabilities.  Nucleus’s survey found that the most common use of social CRM 
today is integration of an external social network with an existing CRM application.  
Of the other key social functionality areas, 25 percent of users were using two 
functionality areas; fewer than 10 percent of users were using three or more. 
 
Table 3. Current adoption of social CRM capabilities by technology 

External social network integration such as 
LinkedIn or Facebook 
 

47% 

An internal social-type network 36% 

Integrated presence monitoring and instant 
messaging 

25% 

"Push" updates such as Activity Feeds or Chatter 22% 

None 19% 

 
Nucleus expects adoption of social CRM technologies, by sales people in particular, 
to grow not just in real numbers but in frequency of activity as users become more 
aware of the technology’s capabilities, vendors’ offerings mature, and new 
applications of the technology become more obvious (Nucleus Research l77 - Five 
steps for Chatter success, July 2011).  For example, one Salesforce customer 
integrated error messages from its wireless network as a custom feed into Chatter, 
so wireless routers would automatically communicate to IT and end users when 
they were down, reducing network downtime.  
 
Customer profile: Customer Effective 
Customer Effective is a Microsoft Gold Certified Partner that has been helping 
midmarket and enterprise organizations implement Microsoft Dynamics CRM since 
the product’s release in 2002. Based in Greenville, South Carolina, the company 
has more than 70 active Microsoft Dynamics CRM users. 
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Customer Effective has focused on blogs using Windows Live Writer and Facebook, 
Twitter, and LinkedIn integration to gain followers. In early 2011, the company 
integrated InsideView with Dynamics to enhance existing contact information with 
data from social networks and other news sources. The company also uses activity 
feeds to follow opportunities and users. Customer Effective has also recognized the 
importance of integrating Web activity and customer activity on its Web site: it has 
used integration with blogs, Twitter, Facebook, LinkedIn, and Web analytics to gain 
a better understanding of prospects’ activities and level of engagement before they 
are ever contacted by a sales person. 
 
Key benefits include: 

 Increased sales productivity by an average of 15 percent based on improved 
data access. 

 Increased visibility. Managers can “follow” activity feeds for automatic updates 
on certain opportunities and employees, reducing the time they spend running 
reports and having sales update meetings. 

 Support for growth. Even in a down economy, Customer Effective has been 
able to maintain its growth, in part because of greater visibility and 
productivity driven by social CRM. 
 

LOOKING FORWARD 
As Nucleus’s survey found, providing mobile and social CRM capabilities to sales 
professionals provides significant benefit over traditional CRM alone.  Given the 
relatively low price point of many mobile CRM applications and the fact that most 
social capabilities are bundled in CRM at no additional per-user price, companies 
that do not explore mobile and social strategies are likely to quickly lose 
competitive advantage in 2012. 
 
Nucleus expects companies will continue to invest in ― and demand more from ― 
CRM vendors in terms of mobile and social support.  More than 50 percent of 
survey respondents expect to implement social and mobile CRM capabilities using 
their in-house IT talent, so vendors will face increasing pressure to provide 
prepackaged capabilities that can be configured by business users with limited 
developer work.  Nucleus also expects: 

 The line between CRM and social collaboration applications will continue to blur 
as CRM vendors seek to expand their footprint with existing customers through 
enterprise licenses and functionality that is used by a broad user population, 
not just sales, marketing, or customer service people. 

 As mobile devices become the access point of choice for many CRM users, 
particularly in sales and field service, vendors will have to provide their own 
native applications for different devices to make the CRM shortlist.  Many 
vendors know this, as evidenced by Microsoft’s recent CRM iPad and iPhone 
announcements (Nucleus Research m15 - Microsoft Dynamics CRM Q2 2012 
service update, February 2012) and Salesforce’s acquisition of Model Metrics 
and touch.salesforce.com announcement. 

 As CRM environments become populated with more data from social networks, 
activity feeds, and mobile device users, the ability to integrate and analyze 
large volumes of transactional and attitudinal data will drive demand for better 
analytics and reporting.  
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 At the same time, integration of the social and business profiles of prospects 
and customers − and rising consumer awareness of such integration, for both 
business-to-consumer and business-to-business companies − will raise privacy 
concerns and require companies to define clear privacy policies. 

 
In the short term, customers are looking to integration and add-on point 
applications to link innovative and best-of-breed applications with core CRM.  
Moving forward, CRM customers will expect their core CRM applications to provide 
both native mobile and social capabilities, and Nucleus will increasingly consider 
mobile and social capabilities as it evaluates usability and functionality for its CRM 
Value Matrix.  Given the significant productivity benefits driven by mobile CRM 
access and social CRM capabilities, and the relatively low cost of implementing 
them, all organizations should be evaluating their mobile and social CRM strategies 
to drive additional returns from their CRM investment. 
 
 
 
 
 
 
 
 


