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Introduction
There are several challenges trending in the contact centre and customer service world:





Customer self-service
Crowdsourcing solutions
Bypassing contact centre
The death of customer loyalty

The question is – is social media a separate challenge in its own right or a route to address the
above? In my opinion it’s both. The challenge being – how to successfully integrate and embrace
social media. If you get this right, all the above trends are addressed in some capacity.
One thing’s for sure – not enough organisations are integrating social into the core customer
service function. Is this because they don’t know how to or because they don’t think it’s important?
A recent study1 found that only 20% of contact centres have developed some form of social media
response and a further 50% are aspiring to deploy ‘something’ to respond to social media in their
contact centres. So that’s 1 in 5 globally that have a semblance of a solution to provide a thought
through response to a customer service concern raised via social media. Quite a low percentage
considering the wide spread use of social media accompanied by high service expectations and
general reduction in brand loyalty.
Given this total imbalance of usage and responsiveness, has social media driven the power into
the hands of the consumer? Let’s not forget the old adage…”a satisfied customer will tell 2-3
people, a dissatisfied one will tell 8-10”. I think we will all agree that this is laughably outdated
given that the average Facebook friends are over 1302 (peaking at average of 500+ for younger
demographics) and the average twitter followers are about the same. The means are there for
dissatisfaction stories to go viral – on the flip slide there is a massive opportunity for brands to
‘shine’ in a lot more people’s eyes.
If you choose to step up to the challenge of social media you really have an opportunity to ‘wow’
your customers.
Who owns social media?
There has been a bit of a debate as to where social media should sit as a responsibility within
organisations over the last few years.
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Marketing have argued that they should own the response given that they are guardians of
the brand and the drivers of the ‘like’ function.
Customer services have more recently put a case forward built around the consumer
behaviour and the willingness to share service issues via social media.

The Yankee Group
http://www.statisticbrain.com/facebook-statistics/
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Finally, one could easily argue that the customer who posts comments and requests advice
and support through this medium ‘own’ it.

It is the last point that I want to just expand on.
This point is absolutely valid. Customers are less loyal, more selective, more expectant and far
better connected than ever before and I think all the talk about social media service delivery may
only be the precursor for the longer term customer goal of receiving help and support from their
peers and networks rather than the suppliers.
Brands – stop social media until you have a clear direction.
Decision time, there are 3 directions you can go;
1. Ignore social media as a channel.
2. Monitor inbound notifications and respond in an ad hoc manner.
3. Embrace the channel but develop a proactive strategy to execute it. Remember technology
is only as good as the strategy set.
You’d think that the 3 options above are written in a leading way and you’d be right however, there
are organisations that are actively choosing number 1. If you are dealing with the connected
consumer, I don’t think option 1 is sustainable.
Even Apple, who famously refuse to engage with customers through social media have acquired a
twitter analytics business presumably to keep an eye on what comments are being made.
The question is quite clear to me:
“Can create brand and service advocates if we develop a successful strategy – more so, how can
we differentiate using social media, rather than deal with it?”
The art of social media integration – lessons learnt.
There are plenty of amusing examples of when responses over social media have missed the
mark and in the worst of cases, there are examples of where brands have been significantly
damaged as a result of a response such as:
The now infamous “United breaks guitars” episode where United Airlines refused to compensate a
passenger for breaking his guitar on an internal flight in the US. Not only did the singer songwriter
have a hit with his song, United’s brand was trashed over a $1200 claim. Their share price took a
nose dive, wiping over $180M off the value – this could have all been of course, a coincidence…
…but no coincidence that millions of people have viewed the argument that started between 1
traveller and 1 Airline.
On a far brighter note, Taylor Guitars responded excellently by offering a new guitar to the
customer and have had massive support from the story.
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Lesson learnt – never underestimate the power of social media. Brand reputation has always been
linked to the valuation of the company so make sure reputation management extends to all digital
channels.
Other lessons that have been learned are:
1. Social customer service is not a separate function from your existing support team – you
should be able to service a customer via any channel that you have the appropriate skills
for.
2. A single view of the customer is still the key to enhancing the customer experience - a
customer’s social media profile is just another way of us getting to know the customer and
treating them more personally.
3. Your strategy and intent is crucial – once you are clear on this, ensure this message and
intent is communicated widely across your organisation and more importantly to the
customer – set their expectation from the start.
How should we plan to execute our social media response?
Let’s examine the how.
1. First, social media should be embraced across the business functions.
2. Preparation is key. Engage all the stakeholders and communicate the core message, brand
values and your tone of voice. Once your branding is clear, ensure that you cover off legal
and governmental policies if they apply.
3. Fully understand and map your customer’s journey to include all the touch-points that are
available to them – by doing this, you will be able to craft a strategy that is more relevant
and with the customer as the central focus.
4. Determine your people strategy around social customer service response. Not all advisors
are well placed to respond to this channel in the same way that it doesn’t suit everyone to
deal with e-mail – written communication is a skill in its own right. Your people strategy
needs to be aligned from recruitment and selection through to training and management to
ensure that the responses offered fit with the customer anticipation. Again alignment of your
team’s performance metrics with your service goals is essential. We all know the wrong
metrics drive the wrong behaviours so this step is critical in ensuring you are successful in
this new way of doing business.
5. Ensure your processes support ease of response and are consistent with all other
channels, especially around the monitoring of responses. I touched on this point earlier –
consistency of brand message and tone of voice is crucial and the processes and
technologies need to be in place to deliver this message through social channels. There’s
nothing worse than having a social media presence and not engaging with your customers
if they wish to contact you through that channel.
6. Technology plays a key role in the management of the social media inbound and outbound
channel – from the appropriate platforms that you deal with, through to the operational tools
that will support your advisor community
7. Social media offers a great opportunity to learn what your customers are saying about you
and your competition - the trick is to have the culture and technology to access this and
actively learn from it.
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The same dynamics of inbound traffic apply to customer service tweets and posts:






Determine an appropriate service level and if necessary, set expectations accordingly.
Route them according to what we already know and who is best placed to resolve their
query effectively – remember, this isn’t always contained within the contact centre
environment.
Measure the same metrics as if it were any other channel.
Measure the customer experience as if it were any other channel.

Proactivity, don’t forget if we’re witnessing a competitor’s error, that should be an opportune
moment to start a conversation with a level of intelligence and personalisation. The tools exist to
monitor what customers are saying about you and your competitors therefore you need to develop
a proactive strategy to engage in order to stand out in the social media world.
Here to help
Please feel free to reach out to us at makepositive. We work with leading edge technology
partners who are highly innovative in Customer Relationship Management and all channels
including social media – we’d love to share some real life stories about how we are helping
customers succeed in creating customer service strategies and executing them.
Author: Martin Taylor – Contact centre specialist
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To discover more about makepositive
and how we can help you achieve your
goals…
call: +44 (0)20 7960 4197
or visit: makepositive.com

