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Disclaimer 

This study is copyright-protected. The reproduction, rental or any other form of distribution or publication, including in extract form, is subject to the consent of goetzpartners. 

This report is based on public information taken from different sources. In preparing this report, the authors have relied upon and assumed, without independent verification, the 

accuracy and completeness of information from these public sources. The authors point out that, if only limited, partly outdated, and/or inconsistent information was available on 

the topics covered in this report, they amended this information by own analysis and assumptions. The authors accept no liability whatsoever for the accurateness of these 

analysis or assumptions. This report should not be used as sole source of information for any decisions related to the topics covered in this report. Any information taken from 

the report should be verified independently and completed by information from additional sources.  



 Small and medium-sized 
companies are still lagging 
behind on the issue of social 
media compared with big 
corporations 

 The potential for SMEs is 
enormous: 

 20-30% improvement in 
customer satisfaction 

 Up to 70% increase in 
innovation capacity 

 Up to 60% reduction in 
marketing costs 

 Medium-sized firms can be 
expected to become much 
more involved with social 
media in future  

 It's becoming ever more 
important to be able to 
measure social media 
success 

 

Sources: Krämer (2014), Mittelstand 2.0 – Typabhängige Nutzungspotenziale von Social Media in mittelständischen Unternehmen; 

Bernet_PR (2013), ZHAW Study on Social Media in Switzerland 2013; IMPULSE WISSEN (2014), Ausgezwitschert 

At a glance 
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Key facts on social media in SMEs 

On average 

€75,000  
of planned  
investments  
in social media  
(until 2017) 

On average 

€24,000  
of investments  
made to date 
in social media 

 

SMEs 
 

Large companies 

VS. 

36%  
is the current usage  
rate of social media 

63%  
is the potential usage  

rate of social media 

Now 

The future 

Up to 70% 
increase in innovation capacity 

Up to 60% 
reduction in  

marketing costs 

20-30% 
improvement in 
customer 
satisfaction 

22%  
have a 
social media strategy 

32%  
measure their 
success in social  
media 

52%  
have a  

social media strategy 

60%  
measure their  

success in social  
media 

 



Owing to a lack of SME-specific 
recommendations concerning 
appropriate social media strategies, the 
use of social media among SMEs is 
much lower than the average for 
companies of all sizes (approx. 85%). 

However, medium-sized companies are 
planning a dramatic increase in their 
use of social media in the future, as 
reflected in the increasing level of 
investment. Mainly collaboration and 
information management tools and 
mashups are set to become significantly 
more important for SMEs in the future. 

The key objectives of social media 
usage among SMEs can be identified as: 
distributing information to internal and 
external stakeholders, CRM and image 
building. Achieving these objectives will 
be dependent on several success-
critical factors, however. Besides 
having a dedicated social media strategy 
and making the necessary financial and 
staff resources available, a clear 
commitment is required at the 
management and operational level in 
particular. 
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A lack of strategic guidance is behind the low usage 

rate of just 36% 

Current usage of social media in SMEs 

 Generate social media 
expertise at top 
management level because 
this is where decisions on the 
use of social media will always 
be made in small and 
medium-sized companies 

 Sound out the specific 
potential that the use of 
social media will result in for 
your own company 

 Clearly define the 
responsibilities and 
interfaces as the use of 
social media increases 

 Derive a social media 
strategy tailored to the 
needs of your individual 
company 

Sources: BVDW (2012), Einsatz und Nutzung von Social Media in Unternehmen; Krämer (2014), Mittelstand 2.0 – Typabhängige 
Nutzungspotenziale von Social Media in mittelständischen Unternehmen 

Recommendations  
for SMEs 

64%

14%

45%

29%29%

51%
57%

69%70%70%

36% 

Relationship 
mgmt. 

(social net- 
working sites) 

Infor- 
mation 
mgmt. 

(social book-
marking, 

etc.) 

Communi- 
cation 

(microblogs, 
podcasts, 

etc.) 

Mashups Collabo- 
ration 
(Wikis) 

Potential usage Current usage 

Current and potential usage of social media 

Top 5 success factors for social media usage  
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Commitment at management level 

Awareness of increased transparency 

Commitment at operational level 

Staff & financial resources 

Social media strategy 



Small and medium-sized companies should opt for a 

step-by-step approach to introducing social media 

Social media readiness of SMEs 

 
 SMEs exhibit different levels of 

social media readiness, which 
can be described in a four-
step readiness model: 

 Beginner 

 Explorer 

 Enabler 

 Champion 

 Circumstances typical of the 
development from beginner to 
champion are, in particular, 
an increase in the general 
level of activity, a growing 
focus on strategy and 
increased involvement of 
external players in the 
company's business 

 Taking into account the 
individual characteristics of 
SMEs, this model of the four 
levels serves as a guideline 
for optimising the use of 
social media 

 

Implications for small and 
medium-sized companies 

 CHAMPION 
"influence" 

BEGINNER 
"observe" 

 No operational or 
strategic objectives 

 First isolated 
initiatives, managed 
individually;  
no systematic usage 

 E.g.: Initial social 
media monitoring; no 
active customer 
communication 

EXPLORER 
"react" 

 Operational 
objectives 

 Initiatives are 
managed 
selectively and 
supported by the 
team/project 
management 

 E.g.: Initial social 
media presences for 
marketing, PR and 
HR purposes; classic 
one-way communica-
tion from the 
company out; initial 
usage of social media 

ENABLER 
"interact" 

 Specific social media 
strategy 

 Initiatives conducted 
by teams under 
their own 
responsibility and 
with the support of 
the management level 

 E.g.: Building up a 
company community  
in social media as a 
genuine means of 
interaction; the 
customer is in active 
dialogue with the 
company and, as a 
brand messenger, 
becomes a multiplier 
of the company's 
communication 

 Integrated social 
media strategy 

 A company geared up 
for social media; with 
social media 
consistently 
integrated into 
business processes  
at all levels 

 Social media as an 
enabler of new 
business models 

 E.g.: The customer is 
completely integrated 
in the value creation 
process; the customer 
is the co-creator of 
the product or service 

>95% of SMEs <5% of SMEs 

Sources: Business Intelligence Group (B.I.G.) (2011), Excellence Kreis entwickelt Reifegradmodell; Camiade/Claisse (2011), 
Das Reifegrad-Modell Social Media Marketing; Simmet (2014), Social Media – 5 Stufen der Professionalisierung  
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Procurement 

Human Resources (HR) 

Public Relations (PR) 

Finance & Controlling (F&C) 

Incoming 
Logistics 

Operations 
Outgoing 
Logistics 

Marketing  
& Sales 

Service & 
Support 

Medium-sized companies can use the potential of 

social media in many areas along the entire value chain 

Social media value chain mapping 

 

 Evaluate the untapped 
possibilities of using social 
media in the different 
corporate divisions and 
match them with their 
potential 

 Take into account the 
overarching corporate 
strategy in any decision 
concerning the use of social 
media along the value chain 

 Selectively choose 
individual social media with 
particularly high potential 
instead of trying to be active 
on as many social media 
platforms as possible 

 

Sources: Porter (1985), Competitive Advantage; Becker (1996), Stabilitätspolitik für Unternehmen; Krämer (2014), Mittelstand 
2.0 – Typabhängige Nutzungspotenziale von Social Media in mittelständischen Unternehmen  

 

Recommendations  
for SMEs 

HR 
Social networking sites, 
weblogs, vodcasts, 
microblogs 

Research & Development (R&D) 

Sales  
markets 

Procure- 
ment 
markets 

The principal usage potential for social media lies in secondary value chain activities and cross-functional 
processes. The simplicity and the usually low costs of using social media serve to present even SMEs with a 
broad range of possible applications. 

Especially the use of Wikis for project and knowledge management and the use of social networking sites in 
HR management are increasingly popular among medium-sized companies. 

Primary value chain  
activities 

R&D 
Wikis, social net- 
working sites,  
social bookmarking 

Procurement 
Instant messaging, 
social networking  
sites, Wikis 

PR 
Weblogs, microblogs, 
social networking sites 

F&C 
News aggregators, 
weblogs, instant 
messaging 

Project Management 
Instant messaging, 
Wikis, social book- 
marking 

Knowledge Management 
Wikis, weblogs, micro- 
blogs, social bookmar- 
king, news aggregators 

Service & Support 
Instant messaging, 
microblogs, Wikis 

Sales 
Instant messaging, 
podcasts/vodcasts, 
news aggregators 

Marketing 
Weblogs, microblogs, 
vodcasts, social net- 
working sites 

Document Management 
Wikis, instant messaging 

Project Management 

Knowledge Management 

Document Management 

Secondary value chain  
activities 

Cross-functional  
processes 

Extended  
value chain 
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The social media strategy should be developed on the 

basis of a detailed readiness check 

The goetzpartners Social Media Readiness Check 

 
 Within 3 weeks goetzpartners 

will compile a complete social 
media readiness check 

 The key outcome from the 
analysis of the status quo, 
social media compatibility 
check and value chain 
mapping is a strategy map 
for future social media usage 

 This includes both specific 
recommendations and some 
initial suggestions for 
integrating social media in 
the company 

 Based on the strategy map, 
our clients decide on the next 
steps and put together their 
individual social media 
strategy on the basis of our 
analyses – and with our 
support if they so choose  

 

Source: goetzpartners 

 

What goetzpartners offers 

 

 Structured screening 
of social media relevant 
to the company 

 Analysing internally 
available data relevant 
to the use of social 
media 

 Compiling a profile of 
the company's current 
social media usage 

 Analysing the content 
of the existing social 
media activities 

 Reviewing the com-
patibility of social 
media with the 
individual specifics of 
the SME concerned 

 Consolidating the com-
patibility analysis in the 
form of the company's 
social media readi-
ness level 

 Identifying and 
evaluating the usage 
potential along the 
entire value chain 

 Comparing the planned 
social media activities 
against the 
overarching corporate 
strategy 

 Selecting and evaluating 
suitable social media 
tools for each area of 
application 

 Formulating clear 
recommendations for 
the use of social media 
taking into account the 
individual specifics of 
the company concerned 

 Highlighting the strate-
gic implications at the 
overall company level 

 Drawing up an initial 
business case for 
social media 
commitment 

 Outlining an 
implementation plan 
for the social media 
rollout 

3 weeks 

Status quo  
analysis 

Compatibility  
check 

Value chain 
mapping 

Strategy map 
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About goetzpartners 

Advisory for strategy, M&A and transformation 

goetzpartners is an independent advisory firm for all key issues of entrepreneurial activity: strategy, 
M&A and transformation. This unique approach makes clients measurably more successful – because the 
combination of corporate finance and management consulting creates sustainable added value. 

 

Founded in 1991, goetzpartners today ranks among the ten biggest German advisory firms. 
Internationally, the company operates out of 9 countries with 12 offices and a total of 250 professionals. 

 250 professionals 

 Offices: Munich, Düsseldorf, 
Frankfurt, London, Madrid, 
Milan, Moscow, Paris, Prague, 
Zurich, Beijing and Shanghai 

 Branchenfokus: 

 TMT 

 Energy 

 Industrials & Automotive 

 Healthcare 

 Financial Institutions 

 Retail & FMCG 

Facts & figures 
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Prinzregentenstr. 56 

80538 Munich 

T +49 – 89 – 290 725 – 0 
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