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[LECTURER NOTES] 
In this module, we’re going to look at the importance of using social media for customer 
service. Most people have experienced customer service that didn’t live up to expectations –
whether you had to wait endlessly in a queue or were told to wait for a call back that never 
happened.

Well, in today’s environment and with social media, customers have much greater influence 
when dealing with businesses. Therefore, it’s critical for businesses to understand how to 
adapt to this new way of interacting with customers.
Customer service has gone through a lot of change over recent years. You may have 
experienced times when you had a negative experience when interacting with a Customer 
Service department dealing with an issue.  How did you feel? Disappointed? Frustrated by 
the level of service? And you probably also felt powerless, thinking that you don’t have an 
alternative. 

In this module, you will learn about the changes brought about by social customer service 
and understand how companies are adapting to this new way of interacting with customers. 

We’ll start by taking a look at how the behavior and expectations of customers have changed, 
and the resulting implications for customer service. We’ll build on this by looking at the 
advantages of social customer service for businesses, before gaining an understanding of the 
importance of other digital tools to support your customers. 

Finally, we’ll explore the challenges for social customer care and the strategic approaches 
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that we can implement to improve customer service.
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[REF.] 4.1.1.1

[LECTURER NOTES]
Take a moment to think - how many people check their smartphone first thing in the 
morning? And how many then continue to check multiple times throughout the day -
even without having received an alert? 

It’s estimated that there will be 2.5 billion smartphone users by 2019, and, in a study 
by Bank of America, 43% of people said they could not disconnect from their mobile 
phone for more than 24 hours and 38% of people never disconnect from their 
smartphones - even when on holiday.

[REFERENCES]
https://www.statista.com/statistics/330695/number-of-smartphone-users-
worldwide/ 

https://newsroom.bankofamerica.com/system/files/August_2017_BAC_Trends_in_Co
nsumer_Mobility_Report.pdf
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[REF.] 4.1.1.2

[REFERENCES] 
https://www.brandwatch.com/blog/44-twitter-stats/

https://zephoria.com/top-15-valuable-facebook-statistics/
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[REF.] 4.1.1.3 & 4.1.1.4

[LECTURER NOTES]
With the increasing use of social media apps, more customers prefer to engage with 
businesses using social and mobile channels.

[REFERENCES]

https://www.brandwatch.com/blog/44-twitter-stats/
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[REF.] 4.1.1.5

[LECTURER NOTES]
Initially, public forums on social media became popular  with consumers for 
complaining about issues - because they felt issues were more likely to be dealt with. 
However, now private messaging is quickly becoming the favored service channel for 
users seeking resolution to their issues. (Consumers don’t always want to go public 
and associate themselves with what can become a very public issue.) Private 
messaging apps have become much more popular with customers - including 
Facebook Messenger, Twitter Direct Messaging, WhatsApp, and SMS. They are 
designed to support 1-2-1 resolution while multitasking. 
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[REF.] 4.1.1.5

[LECTURER NOTES]
Private messaging apps have become much more popular with customers – including 
Facebook Messenger, Twitter Direct Messaging, WhatsApp, and SMS. They are 
designed to support 1-2-1 resolution with multitasking.

In 2018, 3.6 billion people have at least one messaging app on their smartphone. 

[REFERENCES]

http://mediakix.com/2017/05/messaging-app-statistics-advertisers-need-to-
consider/#gs
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[REF.] 4.1.1.6

[LECTURER NOTES]
Of course, one other change that has occurred over the past number of years is how 
much easier it’s become to search for and find businesses. This makes the customer 
service function more important than ever, as dissatisfied customers can find and 
choose new suppliers. 
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[REF.] 4.1.2.1

[LECTURER NOTES]
When customers have an issue, they expect to be able to approach the company on 
the social media platform they are comfortable using.
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[REF.] 4.1.2.3

[LECTURER NOTES]
As we’ve seen, the balance of power has shifted to the consumer because businesses 
no longer control the communication channel – customers do! Furthermore, 
customers expect that when they have an issue or query, they can approach the 
company or organization on the social media platform that they are comfortable 
using. Not only do they expect the company to have a presence on the social media 
platform, but they expect resolution on that platform in which they raised the issue. 

McKinsey recently found that customers who start and end their service journey on a 
social media platform have a satisfaction rate 15 percentage points higher than those 
who have their query deflected from a social media platform to traditional channels.

[REFERENCES]
https://www.mckinsey.com/business-functions/marketing-and-sales/our-
insights/from-touchpoints-to-journeys-seeing-the-world-as-customers-do
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[REF.] 4.1.2.4

[LECTURER NOTES]
Consumers’ expectations in terms of getting responses on social media mirror their 
expectations for responses within their own network. Most consumers expect a 
response on social media from businesses within the hour. Furthermore, 71% of 
customers say that valuing their time is the most important thing a company can do 
to provide them with a good service.

[REFERENCES]
https://www.socialmediatoday.com/content/17-statistics-show-social-media-future-
customer-service

16



[LECTURER NOTES]
In this section, we’ve covered how customer behavior has evolved with the advent of 
the smartphone and social media. We also looked at how customers’ expectations 
have changed in terms of how quickly companies respond and importantly the 
medium they use to respond. We’ve seen that social customer service has grown in 
importance as the number of users across social platforms continues to grow. In the 
past it was not a traditional way to provide customer service. However, it has become 
a preferred method for millennials. Businesses and organizations need to evolve and 
adapt to these changes, or risk losing their customers.
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[LECTURER NOTES]
Next we’re going to look at the advantages of social customer service for a business. 
We’ll introduce you to key terms and concepts; demonstrate the importance of being 
in the same place as your customers; learn the factors that constitute a successful 
response; and see how companies can empower and train employees to increase the 
chances of a successful resolution. 

We’ll also consider the importance of informing customers about your presence on 
social media and how to engage them in a brand-specific way. This all contributes to 
increasing customer retention and reaching the goal of brand advocacy, as we’ll see.

At the end of the section, we will see how social customer service can enhance 
customer spending and lower overheads. And finally, we’ll look at the consequences 
when social customer service isn’t taken seriously. 
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[REF.] 4.2.1.1
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[REF.] 4.2.1.2
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[REF.] 4.2.1.3

[LECTURER NOTES]

Response time
Response time and fast resolution are crucial measures of success as customers 
increasingly expect quick responses, especially over social channels. Indeed, if the 
elapsed time is too long, then they may turn to traditional forms of customer service, 
which is costly for the organization. 

Quality
Responses must always maintain a consistent tone of voice that is on brand, whilst 
ensuring that the response remains concise and, wherever possible, resolves the 
customer query. 

Delivery
Determining when to take an issue “offline” is an important skill. Whilst a public 
response can be very beneficial, there are times when it isn't appropriate, such as 
when a customer has multiple grievances to air, or when it requires a complex 
response or the exchange of sensitive personal details. 
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[REF.] 4.2.1.5

[LECTURER NOTES]
Skyscanner is an airline search engine that compares millions of flights to find you the 
cheapest deal. The website is very intuitive to use, and they’ve consistently proven to 
offer the best deals out there. Apart from offering great bargains, they also provide 
great social media support.

Consider this post by a Skyscanner user after the site suggested he take a 413, 786 
hour, 25-minute layover on a trip from New Zealand to London!

Instead of writing it off as a simple glitch, Jen (Skyscanner’s social media manager) 
offered some great time-killing ideas for Lloyd during his extended layover in 
Bangkok!

[REFERENCES]
https://mention.com/blog/social-customer-service/
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[REF.] 4.2.1.5

[LECTURER NOTES]
Social customer service agents should be empowered with ready-made solutions 
wherever possible to reduce the lead time to resolution. That requires training, as 
we’re moving away from scripted conversations. It also means a more informal, 
friendly, natural tone over social channels, while still remaining professional. A well-
trained employee will feel comfortable, confident, and empowered during customer 
interactions.

[REFERENCES]

https://www.webtalentmarketing.com/blog/customer-service-on-social-media-
lessons-from-nordstrom/
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[REF.] 4.2.1.6

[LECTURER NOTES]
It's important to maintain brand consistency in customer interactions. When engaging 
with a brand, customers expect the feel and experience to be replicated in the digital 
world. For instance, here we can see that Netflix (an entertainment brand) know how 
to stray from the typical corporate tone, and have a team prepared to keep up with 
their casual voice whilst remaining “on brand”.

[REFERENCES]
https://mention.com/blog/social-customer-service/
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[REF.] 4.2.1.7
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[REF.] 4.2.2.1 & 4.2.2.2

[LECTURER NOTES]
Engagement should be focused on creating personal, positive, and genuine 
connections - paying attention to the particular circumstance and customer need. 
Make them feel cared about on a personal level and they will come back time and 
again.

Consumers who experience positive social customer care are much more likely to 
recommend the brand to others. In fact, the resolution process itself can act like a 
marketing tool. If a customer with a large number of followers tweets a company 
with a query, for example, it automatically has the attention of their followers. In 
turn, if the social customer service team are find an effective and swift resolution, 
that enforces the positive message with the followers.

On the flip side, if the brand doesn’t respond quickly or a resolution isn’t found, it 
impacts the brand’s image with the customer’s followers. 

[REFERENCES]
https://www.conversocial.com/blog/the-top-5-customer-service-stats-and-trends-
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[REF.] 4.2.2.3

[LECTURER NOTES]
Customer effort isn’t just about what a customer has to do, but also how they feel 
about an interaction. Companies should focus on developing the skills of service reps 
so they can actively guide customers and pre-empt their needs during interactions.

[REFERENCES]
https://www.cebglobal.com/insights/effortless-experience.html
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[REF.] 4.2.2.4 & 4.2.2.5

[LECTURER NOTES]
Once you have acquired a customer, the goal is to keep them for as long as possible. 
Customer lifetime value is a prediction of the profit attributed to the entire future 
relationship with a customer.

[REFERENCES]

https://www.business2community.com/strategy/6-times-expensive-win-new-
customer-retain-existing-one-01483871

https://www.dreamgrow.com/21-social-media-marketing-statistics/

https://www.conversocial.com/social-customer-service/challenges-of-social-media
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[REF.] 4.2.2.6

[LECTURER NOTES]
Customer care is recognized as a key factor in building customer loyalty. It is an 
important differentiator for businesses - those who spend time integrating digital into 
their customer service are rewarded with brand loyalty and increased revenue.

[REFERENCES]
https://www.ameyo.com/blog/customer-experience-statistics

32



[LECTURER NOTES] 
To summarize, in this section, we covered the advantages of social customer service; 
the importance for a brand to be on the same platform as its customers; and for 
customers to be made aware of it. 

As we’ve seen also, the impact of response times should not be underestimated, 
which goes hand-in-hand with the need to train and empower customer service 
agents (especially with a brand specific approach). 

These ingredients are essential to retaining customers and converting them into 
brand advocates. And lastly, we discussed how social customer service helps a 
business become leaner and more profitable by maximizing a customer’s lifetime 
value.
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[LECTURER NOTES]
As we’ll see in this next section, phone calls are no longer the preferred method of 
communication for customers contacting businesses. Messaging platforms (such as 
Facebook Messenger and WhatsApp) are increasingly the preferred medium. In order 
to filter out queries that can be easily and swiftly resolved, we will see that 
businesses are increasingly using technology such as chatbots so that customer 
service agents can focus on resolving the more difficult queries.

We will also take a deeper look at the benefits of “social listening” and how a brand 
can use the data they acquire through social media to enhance the brand’s 
reputation; and we’ll explore the use of management tools specific to each social 
media platform (to manage customers) and ensure that social customer service is 
more than just satisfactory. 
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[REF.] 4.3
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[REF.] 4.3.1.1

[LECTURER NOTES]
Let’s look at some popular messaging apps.

Kakao Talk
This is a free mobile instant messaging application for smartphones with free text and 
call features. As of May 2017, KakaoTalk had 220 million registered and 49 million 
monthly active users.

WhatsApp
More than 1 billion people in over 180 countries use WhatsApp, which gives users 
the ability to send messages and make online calls (owned by Facebook).

Google Hangouts
Google Hangouts is a communication platform developed by Google which includes 
messaging, video chat, SMS, and VOIP (Voice Over IP – or Internet phone) features.

Facebook Messenger
Facebook Messenger is a messaging app and platform (supporting voice and video 
calls) that has been de-coupled from Facebook to act as a standalone app, although it 
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remains highly integrated with Facebook.

WeChat
WeChat is a Chinese multi-purpose messaging and social media app developed by 
Tencent, with 1 billion monthly active users (902 million daily active users).

Skype
Skype is a web- and app-based platform with a range of features, including free 
online calls, messaging, affordable international calling to mobiles or landlines, and 
Skype for Business for effective collaboration.

[REFERENCES]
https://www.mambomedia.com/blog/messaging-apps-are-the-next-big-thing-in-
social-media/
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[REF.] 4.3.1.2

[LECTURER NOTES]
Let’s look at some advantages of live chat.

Low cost: It’s cheaper than a phone call. Research has shown that live chat customer service 
is up to 30% cheaper than a phone call. It also enables a customer service agent to handle 
three or more clients simultaneously.

Enables multitasking: Customers prefer live chat as it enables them to multitask. According 
to a recent report, 51% of customers prefer live chat for multitasking purposes, with another 
21% preferring live chat so they can shop while they work.

Easy to analyze and look for patterns: Live chat makes it easier to analyze and look for 
patterns. You can also view and compile reports, as well as the chat histories of all your 
agents.

Provides valuable insights: Live chat analytics give you valuable insights into your agents as 
well. This enables you to monitor agent performance and adjust staffing and training as 
needed.

Higher customer satisfaction rates: Not only do live chats have higher customer satisfaction 
rates, they also lead to faster problem resolution as agents are able to “push” links to help, or 
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send training documents quickly via the chat window.
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[REF.] 4.3.1.3

[LECTURER NOTES]
The vast majority of social customer engagements can be handled by chatbots. As 
there is always a need for instant or quick resolution, businesses are increasingly 
using chatbots in contact centers to deal with high volumes and increase their 
servicing capacity.

Bot-programmed resolution can significantly speed up interactions for both the 
business and customer. 

[REFERENCES]
http://www.futuretravelexperience.com/2016/11/lufthansa-launches-flight-search-
chatbot-for-facebook-messenger/
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[REF.] 4.3.1.4

[REFERENCES]
https://www.accenture.com/us-en/insight-at-your-service
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[REF.] 4.3.1.5
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[REF.] 4.3.1.6
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[REF.] 4.3.1.7

[LECTURER NOTES]
A combination of chatbots and customer agents can be used to deliver the optimal 
customer experience. Chatbots can provide speed and automation, while human 
customer service agents provide an empathetic and authentic tone of voice.
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[REF.] 4.3.2.1

[REFERENCES]
https://digitalmarketinginstitute.com/blog/2017-2-16-7-7-essential-tips-for-stellar-
social-customer-service

https://simplymeasured.com/blog/influencer-marketing/
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[REF.] 4.3.2.1

[LECTURER NOTES]
When an unhappy customer chooses to publicly vent their frustration, the impact can seem 
irreparably brand-damaging. However, you can use the public customer interactions to your 
advantage. 

Let’s look at this example with JetBlue.

During a four-hour flight, Esaí Vélez’s seatback TV gave him nothing but static, while the rest 
of the passengers had normally functioning screens. 

How did he respond?  He tweeted a complaint to JetBlue. Nothing inflammatory, but he was 
clearly disappointed.

How did JetBlue Respond? While they could have made an excuse or even ignored his tweet, 
they didn’t. They took his side and empathized with him.

Not only did they imagine his frustration, but they also offered him a credit for his trouble.

What was the result? Just 23 minutes after his complaint, he tweeted how happy he was with 
how they handled his complaint.

[REFERENCES]
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https://blog.bufferapp.com/social-media-customer-service
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[REF.] 4.3.2.2

48



[REF.] 4.3.2.3

[LECTURER NOTES]
Social listening involves monitoring social media and the web for topics, keywords, 

brands or industries of relevance. This includes situations when your company may 
need to engage to protect reputation.

While attending the #PSEWEB conference in Vancouver, Mike McCready tweeted 
that, while he liked his room at the Delta, the view wasn’t so nice. He didn’t tag the 

hotel, and he wasn’t asking for anything.

Within an hour, Delta responded by offering him a room with a better view. When 
Mike returned to his room after the conference, he found a dish of sweets and a 
handwritten card from the staff at his hotel. It made such an impact that he wrote a 

post about it – the very same day!

[REFERENCES]
https://blog.bufferapp.com/social-media-customer-service
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[REF.] 4.3.2.5
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[REF.] 4.3.2.6

[LECTURER NOTES]
You can use specific tools to track mentions (and more) across multiple social networks, 
blogs, forums, news, and review sites.

Social Mention is an excellent way to learn about brand mentions and interactions in an 
easy-to-digest visual format.

Mention is one of the newer tools that have overtaken Google Alerts. Mention is a way to 
visualize your online presence, separating the signals you want from the rest of the noise 
online. The platform allows you to monitor millions of sources in real time and in 42 
languages, so you can react and interact.

Talkwalker gives your brand mentions over time, as well as the sources where these 
mentions occur.

Hootsuite is the easiest and most common brand-conversation monitor. It helps you keep on 
top of chatter in real time on social media platforms such as Facebook, Twitter, and LinkedIn.

PinAlerts is more of a Pinterest alert system than a traditional brand monitoring platform. It 
monitors links to pins from your website and notifies you via email when someone pins from 
your site.
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[REF.] 4.3.2.7

[LECTURER NOTES]
It is essential for businesses to keep an ear out for what’s being said about their 
products and service on social media platforms. This process of social listening, which 
allows organizations to step in at the drop of a hat when required, is a key entry point 
to the social customer service process. The need for social customer service is 
triggered whenever your brand is mentioned in a context that may reflect negatively 
on you.

[REFERENCES]
https://www.business2community.com/customer-experience/9-effective-tips-
customer-service-social-media-0999674
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[LECTURER NOTES]
In this final section, we’ll look at some of the potential challenges you can encounter 
with social customer care and the strategies that can be implemented to overcome 
these challenges. We will cover the importance for an organization of tracking key 
metrics and making continual improvements to keep customers satisfied.
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[REF.] 4.4.1.1

[LECTURER NOTES]
Let’s take an example from Twitter to highlight the importance and consequences of 
response times. 

British Airways has been under fire in the past for its customer service, with social 
media only escalating these problems. This is exactly what happened with one 
customer - Hassan Syed – who paid to promote a Tweet complaining about British 
Airways’ customer service when they lost his father’s suitcase.

The tweet was seen by 76,000 users. Making matters worse, BA didn’t respond to the 
promoted tweet for eight hours. This gave it plenty of time to go viral. Now, this isn’t 
to say that all companies need to have 24/7 Twitter accounts. However, the 
expectation is that global airlines that run 24/7 should have some sort of response 
team ready whatever time of day or night to respond to customers. 

[REFERENCES]
http://business.time.com/2013/09/03/man-spends-more-than-1000-to-call-out-
british-airways-on-twitter/
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[REF.] 4.4.1.2, 4.4.1.3, 4.4.1.4
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[REF.] 4.4.1.5

[LECTURER NOTES]
Nowadays, when an organization creates a page on social media, the platform itself 
has in-built management tools and analytics to help you understand how the page is 
performing with customers.

You can track a range of metrics, such as the reach with viewers; their demographic; 
the posts that are attracting new customers and gaining traction; and those which 
ones are not. Facebook, for example, allows customers to rate their experience and 
even informs the business of its average response time to queries. 

These are paid services and there are also other options (such as Hootsuite) that 
enable organizations to listen and analyze their brand’s performance across a number 
of social media platforms. This quantitative data is updated in real time and can 
adjust promoted posts accordingly. Unfortunately, it is of little help when a customer 
is very disappointed and writes an emotional post, which needs an appropriate 
human reply to save the day.  

[REFERENCES]
https://blog.bufferapp.com/facebook-insights
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[REF.] 4.4.1.5

[REFERENCES] 
https://hootsuite.com/id/produk/insights
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[REF.] 4.4.2.1

[LECTURER NOTES]
Response time helps you see whether your customers are getting followed up with in 
a timely manner — nobody likes being promised a quick response and then being left 
hanging.

Brand sentiment is the general attitude towards your brand. Social media comments 
are assigned a degree of sentiment: positive, negative, or neutral.

Brand mentions are when a company or brand is mentioned online, usually on social 
media or in a blog post, website article, or other piece of content. Mentions are 
usually in the context of complaints, reviews, happy customer conversations, and 
expert opinion articles or educational content.

Resolution rate represents the percentage of issues your reps actually resolve from 
the number of total tickets received. A rising resolution rate is a good indication of 
the efficiency levels of your customer service team.
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[REF.] 4.4.2.2

[LECTURER NOTES]
Using the right tools to acquire relevant data is one thing, but going forward, the 
business needs to learn from the data to improve their social customer service 
strategy accordingly in order to retain their customers. 

As Kate Zabriskie said, “Although your customers won’t love you if you give bad 
service, your competitors will.”

[REFERENCES]

http://about.americanexpress.com/news/pr/2011/csbar.aspx

https://beyondphilosophy.com/15-statistics-that-should-change-the-business-world-
but-havent/

63



[REF.] 4.4.2.3, 4.4.2.4

[LECTURER NOTES]
It’s also very important to continually review agents’ responses and provide feedback 
to ensure that your agents and social customer service as a whole are continually 
improving.

64



[REF.] 4.4.2.5, 4.4.2.6

[LECTURER NOTES]
A key part of improving your social customer service is regularly reviewing your 
interaction with customers.  

[REFERENCES]

https://www.helpscout.net/75-customer-service-facts-quotes-statistics/
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