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By now, there should be no doubt that social media has irrevocably changed the way businesses interact with 

their clients, their employees and their stakeholders. For Financial Service and Insurance firms, the rise of social 

media signals a new dawn; an evolution that offers significant opportunities and challenges. 1 

Today’s socially connected customer expects that Financial Service and Insurance companies: 

1  Will support both traditional and social channels (e.g. Facebook, Twitter etc...) and have them covered 

by appropriate staff;   

2  Deliver a seamless customer experience regardless of their channel of entry; and  

3  Understand who they are (beyond their holdings and policies) and offer them only relevant products 

based on their life stage, interests and personal investment/insurance needs. 

In order to meet and exceed these consumer expectations, Financial Service and Insurance companies must 

integrate social media into their customer relationship management (CRM) system. Doing so provides customer-

facing staff with the tools and information to conduct proactive, intelligent interactions consistently across all 

channels. It also provides the ability to build customer knowledge from social media channels and to use that 

knowledge to fulfill and surpass client expectations and ultimately improve the customer experience.   

 

CUSTOMERS EXPECT YOUR FIRM TO SUPPORT ALL CHANNELS 

The volume of interactions taking place outside of traditional channels is exploding.  While traditionally an 

interaction between a customer and their Financial or Insurance Company was limited to in-person and 

telephone banking/conversations, social networks (e.g. Twitter, Facebook, LinkedIn, YouTube etc.) have 

dramatically increased the number of channels through which customers conduct business. Today, customers 

expect that they will find their financial institution (and advisor)/insurance company (and agent) via traditional 

channels and will be able to get information and support through one or more social channels of their choosing.  

Moreover, as customers share their experiences on social media networks any interaction (good or bad) is 

amplified and the likelihood that existing customers and potential customers willl be influenced increases. 

Fortunately, Financial Services and Insurance companies don’t have to play a passive role in these interactions. 

They now have the unique opportunity to interact with customers across these channels and to become a 

positive part of the conversations taking place about their 

brand, service or products.  

Making a commitment to social channels requires that Financial 

Service and Insurance companies invest in time, training and 

appropriate tools for their social media teams. This includes 

creating a social media policy to ensure that the social 

networking team adopts the appropriate tone and is authorized 

to solve problems as they occur. It also includes proactively 

reaching out on social channels to customers who express a 

need for assistance. In either case, it is important that 

companies take action to build their social media presence on 

the social networks their customers frequent and ensure they 

are prepared for two-way interactions on Facebook, Twitter, 

LinkedIn, Google+ and YouTube (the world’s second largest 

search engine ). 2 

An integrated CRM solution can boost these efforts by providing the social media team with the information 

they need to personalize conversations, improve service, and record interactions (regardless of channel) for 

future reference.  
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CUSTOMERS EXPECT A SEAMLESS CUSTOMER EXPERIENCE 

Customers demand a seamless customer experience regardless of which department they reach and are not 

sympathetic when various parts of the organization have different information about them. When 

communicating over social networks, customers expect their financial institution or insurance company to have a 

single holistic view of all of their interactions and accounts/policies. It is frustrating for customers to repeat 

information or be told that the person managing their money needs to compile information and call them back 

to give a current picture of holdings and interactions. Therefore, while building out a presence on social media 

sites is important, it is not enough to simply have the conversations saved on the social media site. Financial 

Service and Insurance companies must also ensure their social media teams are trained and versed on an 

enterprise CRM system that provides all users (whether an advisor, social media manager or call center 

employee) with a customer-centric single view that includes all interactions from traditional and social channels 

and the complete transaction history.  
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To date, this has proven difficult for both Financial Service and 

Insurance companies, as most financial institutions hold customer 

data in siloed systems. Ultimately this means that that a customer’s 

data could reside in multiple systems and, depending on the 

customer service channel they use, the representative they’re 

speaking with may not have the information they need to provide 

effective service.  This would prove frustrating, for example, to the 

customer who has already described the issue to a company 

representative and now has to explain it to a second individual in 

the same company. This structure exists, in part, because “banking 

communications have traditionally either been one-way 

(advertising, direct mail, statements, etc.) or one-on-one (customer 

service, branch banking, telephone banking, etc.). As a result, many 

banks may be unprepared for the changes that must occur to make 

social media strategies succeed.” 3  

Specifically, “integrating all of that (customer) data into a single and accessible customer record will not be an 

easy task for most banks. It will require disparate technology systems to interoperate in real time, sometimes 

across geographies and distinct technology platforms.” 4 

 

 

 

 

 

 

Figure 1: Archive Social Media Conversations 

“I recognize and appreciate the 

power of social networks: the 

ability to interact with customers 

through the channel of their 

choosing; to respond to complaints 

and feedback in real time…Banks 

will need to adopt social media in 

some form or other to stay 

competitive in the marketplace and 

remain relevant to their 

customers.”5 

 

Figure 2: Enhance CRM Contact Profiles with Social Media 

Information 
David Bell GM, 

Corporate Affairs & Sustainability 

The Westpac Group 
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An enterprise CRM solution that 

seamlessly integrates with data at source 

can roll this comprehensive customer view 

out to all users in the most rapid and cost-

effective manner by leaving data where it 

lies in siloed back office and legacy 

systems. With this approach, organizations 

can easily add or retire data sources as 

systems evolve. Users can access a single 

source of all customer data across the 

enterprise, including accounts, policies, 

transactions, meetings, distributed 

documents, and interactions in all 

channels, in the comprehensive customer 

view, and use it to deliver consistent 

service that reflects each customer’s 

needs.    

Few other industries have access to the 

depth of information (financial statements, 

spending patterns, demographics etc.) that 

Financial Service and Insurance companies 

have about their customers. “Existing 

modes of customer communication tend to view customers in one dimension: as a bank customer. In reality, 

however customers are multi-dimensional and motivated by a range of different influences. Social media 

enables banks to achieve a more holistic view of their customers based on their social interactions, and therefore 

allows banks to develop more targeted approaches to new product promotion, collect more valuable customer 

information and create a better customer experience.” 6  

In today’s socially connected business world, customers expect you to know their needs and preferences and 

personalize services and offerings accordingly. They do not want to be serviced by an advisor or agent who only 

offers products and services based on their net worth. They want offerings that also reflect their life events and 

demographic profile and are personalized based on their interactions with the advisor or agent.  

Financial Service and Insurance companies have a wealth of information about a customer’s demographics and 

financial profile that can be combined with further demographic and psychographic information available on 

social media to build a more complete picture of a customer. By integrating social media with an enterprise CRM 

system to build a more complete customer profile from information on social media, companies can increase 

their personalization of marketing communications, customer service and product suggestions. 

 

NEXJ SYSTEMS INC. 

NexJ Systems delivers enterprise CRM solutions for the Financial Services and Insurance industries that are 

designed for tight integration, massive scalability, and easy customization. NexJ combines best-of-breed CRM 

functionality with industry best practices and data from back office systems and social media sites, customer 

interactions from all channels, and third party news feeds to deliver a comprehensive customer view to users 

across the enterprise.  

NexJ can integrate seamlessly with social networking tools such as Facebook, LinkedIn, Twitter, and Google+ 

and present that information to customer-facing staff to enhance their understanding of customer needs and 

motivators to improve service, foster loyal customer relationships, and increase cross-sell or upsell opportunities.   

NexJ’s intelligent business layer recognizes specific events such as life events and specific areas of interest and 

can drive users to take action. NexJ’s integration with social media can also help organizations identify leads and 

Figure 3: Identify Spheres of Influence & Topics of Interest 



 

 

 

5 

 

Using Social Media to Enhance Client Profiles & Improve the Customer Experience 
WHITE PAPER 

©2012 NexJ Systems Inc.  

model client relationships to generate referrals or deliver improved service that reflects the needs of the entire 

household. All social media interactions and follow-up tasks can be saved with the customer record in NexJ for 

easy retrieval and future reference. 

 

 

 

 

 

 

 

 

 

 

 

 
Figure 4: Monitor Social Media for Life Events & Combine with Recommended Products 
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CONCLUSION 

While critics may say that customers do not want to be friended or tracked by their Financial Service or 

Insurance company, a recent KPMG International survey proves otherwise. According to the survey, 62% of 

consumers said that under the right circumstances they are willing to have their online usage (and profiles) 

tracked if the activity leads to better service and valuable  

deals. 7  

Further anecdotal evidence shows that financial institutions 

like First National Bank (FNB) are successfully using social 

media as a way to become closer to their customers. 

According to CEO Michael Jordaan, “social media is a critical 

part of FNB’s strategy…It allows us to build and reinforce 

ongoing relationships with both existing and potential 

customers right across the business: marketing uses social 

media to drive awareness, deliver valuable information and 

enable discovery; customer support leverages social 

channels to enhance education, solicit feedback and 

respond to complaints; our sales departments increasingly 

look to social media to support our customer acquisition 

strategies.”  

While the work by FNB required change in processes and 

approaches, Jordaan notes “it has also delivered 

unprecedented dividends in customer acquisition, retention and service.” 9 

Using social media to know your clients will help Advisors and Agents deliver more welcomed and personalized 

service to clients, ultimately proving to be a valuable and indispensable relationship-building and sales tool.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

“While a lack of clarity will 

continue to cause some uncertainty 

in the market, it does not excuse a 

‘wait and see’ approach to social 

media. Banks must forge ahead 

regardless; there is a far greater risk 

in doing nothing at all.”8 

John Hair 

Director, IT Advisory 

KPMG 
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NexJ Systems Inc. 

10 York Mills Road, Suite 700, 

Toronto, Ontario M2P 2G4 

P: (416) 222-5611    F: (416) 222-8623 

info@nexj.com    www.nexj.com 

 

About NexJ Systems  

NexJ provides enterprise customer management solutions to the financial services and 

insurance industries. Our solutions, which integrate information from multiple systems 

into a unified view, include industry-specific customer relationship management (CRM) 

for multi-channel engagement and collaboration; customer process management for 

client onboarding and KYC; and customer data management to better understand 

customers across line of business and regional data silos.  
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