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"Customer service and social media has melded together. 
If your brand has social media profiles, you are absolutely going to

have to perform customer service on social media
There isn't a way to get around it."

Lindsay Patton-Carson



Social Customer Service is using social media channels to provide online customer
service and support.
 
It can really help improve customer relationships and protect your brand’s
reputation, but it’s not the same as Social Media Marketing and to work well, it
requires a different approach and different skills
 
Good customer service is always going to be a vital aspect of providing a great
customer experience, but in the digital age, the customer service you offer is a lot
more visible to everyone if its online. Customer reviews and customer complaints
and issues are easier to find than ever before because a lot of them are shared on
social media!
 
So, Social Customer Service not only impacts the customer that you’re engaging
with but also anyone who might see the public exchange!
 
Responding to all of your comments and questions sends a great message to your
customers that you’re watching and actively participating. Conversely, selectively
responding or worse still, not responding at all, indicates that you don’t care about
your customers. 
 
So, to protect your brand reputation, it's very important to have a strategy in
place for handling any customer service issues through social media.

WHAT IS SOCIAL CUSTOMER SERVICE?

“A personal brand, once local and temporal, is now global
and forever. That’s the blessing and the curse of the internet

with regards to your reputation” 
Ryan Lil ly



WHY IS SOCIAL CUSTOMER SERVICE
SO IMPORTANT? 

Far more than a place to connect with friends and family, social media also
provides a massive platform for potential and existing customers to reach out to
brands and seek help when they've got queries, issues or concerns.

Consider these customer stats...

If a customer makes the effort to contact you on social media, they expect a
response - and quickly! Treat them well and you’ll have their loyalty, ignore them,
or treat them badly, and you may find yourself dealing with a PR crisis!

67% have used live chat, social media or texting to contact customer service (Zendesk)

20.8% say social media is the best channel for customer service (eMarketer)

69% say that directly messaging a company makes them feel more confident about the

brand (Facebook)

89% began using a competitor following a poor customer experience. (Oracle)

When companies engage and respond to customer service requests over social media,

those customers end up spending 20% to 40% more with them. (Bain & Company)

Answering a customer complaint can increase customer advocacy by as much as 25%,

whereas failing to respond to a complaint can decrease customer advocacy by 50%

(Social Media Today)

47% have a more favourable view of brands who respond to customer service questions

or complaints on social media (Statista)

96% say that customer service is an important factor in which brands they feel loyalty

to.

50% of consumers stated they would boycott a brand due to a poor response on social

and 41% will share the bad experience with their network (Sprout Social)

 

Just as no business would ignore a customer in their
store, no business should leave a social media

comment unattended online



What should you do when a customer complains on social media?
 
When customers use social media to complain, it’s often because a company
has already failed to assist them through the conventional customer service
channels. And generally speaking, at this point in the process, they’re
probably incredibly frustrated! Provoking them further is inadvisable...
 
When angry consumers turn to social media to vent, current and potential
customers are also watching. They'll weigh up your response to the
complaint and how you treat the customer along with other factors such as
price and quality. 
 
If you mistreat the person complaining, your customers are very likely to
switch their allegiance to a competitor. Even if it means paying more - they’ll
do it just to receive a better customer experience.
 
You might feel that you’re not to blame for the problem, but even so - it’s
best to apologise and provide a speedy solution. If you can't resolve the issue
immediately, just make sure the customer knows that you are working on it
and will follow up with them as soon as you have a satisfactory answer. 
 
It’s also a good idea to tell the complainant where they can reach you
directly. This makes it easier to communicate, and keeps members of the
social media community from interjecting!

Remember, customer service should start long before your customers come
to you with issues. Just imagine your responses being broadcast on a stage
with every potential customer watching - that’s how you should approach
every interaction! 

SOCIAL CUSTOMER SERVICE BEST
PRACTICE



A good experience - 59%
A product or service question - 47%
A bad experience - 40%

Sprout Social have found that of the consumers who reach out to brands on
social media, the main reasons they do it are because they’ve had…
 

 
Understanding why consumers reach out to you helps you prepare responses
ahead of time.
 
But what are the social consequences of poor customer service? The same
research has found that 56% will unfollow the brand and an American Express
report found that the average American will tell 15 people when they’ve had
bad service!

Tip: 
In your social customer service plan, make notes of the most common
scenarios of why customers reach out to you on social media and add in
examples of how you should respond

10 Top Tips for Social Customer Service

1. Know why customers reach out on social media



This is one of the biggest social media customer service best practices. It may
sound obvious, but it’s a rule not all companies follow. People asking questions
of your brand on social media may or may not be your customers (yet!). 
 
Responding to all the questions posted on social channels shows that you have a
responsive customer service. This proves to potential customers that you care
about your customers’ needs and that you're interested in what they have to say.
 
Every post, review, and check-in on social media needs acknowledgment - your
customers want to be heard - plain and simple!
 
So, don’t let someone’s thoughts go into a black hole. Not replying to them
equates to ignoring a customer. 
 
Patrick Cuttica, director of product marketing at social media management
company Sprout Social, says…
 
“When customers come to you, you need to prove you can be a helpful resource to them.
Don't leave them unanswered. Your response often determines whether the customer will
return to your brand.”

"Whether it's an angry comment or a positive comment, people love being acknowledged and
heard" 
“One little response with a thank-you, like or emoji can have a huge impact on an individual
scale. It lets the customer know that your brand is listening and receptive. 

Lindsay Patton-Carson

2.  Always respond



37% want a response in under 30 minutes 
31% want one in under 2 hours    
26% want to hear back within four hours

Tell their family and friends about the experience
Use another channel to escalate their concerns again
Buy less from a company in the future  
Not recommend a brand’s products or services    
Complain publicly via social media

Simply responding is not enough. When customers reach out to brands on social
media, they expect a fast, friendly response.
 
The best social media customer service strategy is to respond to all your
enquiries, reviews, and complaints as quickly as possible!
 
A study by Twitter showed that 71% of users expect a brand to respond within one
hour. A Facebook study showed that people expect a faster response through
social messaging than through other kinds of communication (including phone).
 
Your Facebook page reveals right upfront whether you respond quickly to
customer messages. If you respond to 90% of messages and have a response time
of 15 minutes or less, you’ll even get a 'Very Responsive to Messages' badge!
 
Generally speaking, most people expect brands to respond to a question or
complaint on social media on the same day and...
      

 
The effects of poor response time for customer service through social media are
real, causing people to:
    

On social media customer service enquiries, timely responses are rewarded. Not
only can they strengthen your relationship with a customer, but they can also boost
your sales !

3.  Respond quickly



Most forms of customer support via phone and email are not typically
expected to be available 24/7, yet social media customer support has created an
“always-on” expectation.
 
That doesn’t mean your social customer service team needs to be available
24/7, but it does mean it’s a good idea to let people know when they can expect
you to respond. 
 
Make sure your social customer service availability hours are clear, and let
your customers know when you’re going offline. Provide links to other places
that they can find self-help solutions and let them know how to reach other
customer service channels in the meantime.
 
On Facebook,  the addition of programmable messenger “bots” and
customisable 'away' messages for out-of-hours, gives you another quick and
effective option for providing great customer service. They're a great way to
offer basic social customer service 24/7. They give customers the information
they want immediately, without requiring a person to respond and they tend to
work best for your more frequent, simple questions.
 
Also on Facebook, your comment should be the last message sent in the
exchange - Facebook's response rate algorithm is only able to tell who sent the
last message - so, for example, even if a sender ends the exchange with “Thank
you”, send another message saying “You’re  welcome!” or “Glad we could
help!”.
 
With Twitter, it’s safe to say that people expect a reply immediately. The
platform is often compared to a 24-hour news ticker with a constant flow of
information. 
 
Therefore, conversations often occur in the same rapid fashion as texting. 53%
of users want a response within the hour on Twitter and this jumps up to 72%
expecting a response within an hour after issuing a complaint.

4.  Be available



If a name is apparent from your customer’s social profile, don’t hesitate to
use it with a greeting. A simple “Hello [name]”, or “Hi [name]” helps to add a
personal touch.
 
And ending your replies with your first name or title also 'humanises' your
responses and makes the user feel heard by a real person.
     
It also allows the business to see who replied should there ever be a dispute.
 
These things seem really simple, but many companies still don’t do them
even though they are easy things to include and can soften a reply
considerably.
 
Users want personal attention, so customise the reply to the individual on a
case-by-case basis - scripted replies are just guidelines that must to be
modified to fit a situation.
 
Imagine that you're leaving a comment or review, and the brand reaches out
to you publicly. You want to reply to them, but you don’t know who replied
to you - so you just address the company, or no one at all.
 
Giving a customer your name humanises your brand instantly, and it offers
them someone to speak to directly should they want to continue with the
conversation.

5. Personalise your response



In Microsoft’s report on global customer service, it found that 72% of consumers
expect the customer service agent to know who they are, what they’ve purchased
and have insight on previous experiences. You may be interacting with a customer
on social media for months before they finally purchase from you.
 
Tip: 
To keep all the information in one place, make sure that your systems are linked
up and you can track all of your interactions  
 
When consumers mention brands online, they tend to use hashtags rather than
brand handles. DigiMind found that hashtags were used 91% of the time in tweets
that mentioned global brands, compared with only 9% for brand handles. This
means you can’t wait to be tagged in social media customer support requests. 
 
Tip: 
You need to monitor conversations about your brand. Then you can respond to
customers who have a service issue - even if they didn’t reach out to you first.
 

A dedicated social channel for customer support helps filter out support and
service issues from your primary channel. If you create one, include it in your
brand’s other social profile bios as this lets people know where to reach out for
support-related requests.
 
Tip: 
Respond from your support account to move the conversation to the right channel.
This also makes sure other users can see the request was addressed.
 

6.  Keep track of interactions



When a negative comment is posted, businesses can be inclined to get a little
defensive!  
 
However, as a rule of thumb, always meet negativity with positivity.
 
When a customer complains in a store, perhaps three other customers could
overhear. When a customer complains on social media, every single one of your
customers could potentially see it in their news feed!
 
Remaining positive also helps to breed support from your loyal customers.
Other fans or followers will often rally around the business when a single
negative follower is antagonising the company.
 
Tip: 
Depending on how likely your business is to be on the receiving end of social
media negativity, brainstorming positive responses can be a crucial piece of
your customer service social media strategy.
 
To prepare for negative content on social media, gather together some previous
negative calls and emails for review, and create a few positive responses for each
for them.
 
The most important thing is to show you care and value the customer’s opinion,
regardless of whether it started out negative.
 
Demonstrating empathy in your responses goes a long way when using social
media for customer service - in some cases, it can be the difference between a
 1-star and a 5-star review!

7. Combat negativity with positivity 



Customers may contact you on your social pages for questions or requests that
would be better addressed through a private channel. For instance, you might
need confidential information like a booking number or an account name.
 
Rather than asking customers to take the extra step of launching a private
conversation through a direct message, you can use built-in tools to take the
conversation private yourself.
 
On Twitter, you can include a “Send a Private Message” call-to-action button in a
tweet. This allows a customer to contact you through a DM simply by tapping the
button.
 
For direct messages that require further research, reply immediately to let the
sender know the message has been received and an answer will be coming
shortly.
 

8.  Take public conversations private 



More often than not, brands fall short on social customer service because they
simply aren't actively listening to and engaging with their customers. Brands
that want to deliver effective customer service on social media should
use social media monitoring to flag all messages related to their company or
products.
 
Available tools for customer service vary with the size of the company. 
A single-location bakery might make do with free or low-cost tools while a
multi-national one would probably invest significantly into a team and
software.
 
To start, conduct a self-audit to see how many of your incoming messages are
customer care related. Understanding the volume will help you determine how
robust a tool you’ll need.

What do you use to respond to customers? Are you using the native Twitter app
and Facebook messenger app? Do you find yourself constantly rotating between
apps and wasting time navigating through them?
 
To manage incoming messages, you need a way to keep track of them all so you
can respond in a timely manner. For free options, each network has its own app. 
 
Facebook’s single inbox compiles Messenger, Facebook posts and Instagram
comments into one view. You can also create a free chatbot to be used for
Facebook Messenger - this is particularly useful if you have a high volume of the
same type of questions and regular posts.

MONITORING SOCIAL CUSTOMER SERVICE

Message Management


