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Joshua March
CEO & Founder, Conversocial  
@joshuamarch

Welcome to The Conversation       
#CSMNY - The Corporate Social Media 
Summit New York

Conversocial was proud to once again sponsor 
CSMNY this June in New York. The summit brought 
together top industry leaders in social media 
strategy, across customer service, marketing and 
comms. While there were many different viewpoints 
expressed, everyone was in agreement on one 
important fact: the customer, not any particular 
business operation or department, owns social.

I took part in one of the opening keynote panels 
alongside MTV and The Economist, addressing 
social media and the customer journey. The idea 
of a 360 degree view of the customer was a 
constant theme, and we discussed how different 
organizations are working to achieve this and the 
wider omnichannel experience. 

The conference also included a number of awards, 
with one of our customers, Dollar Shave Club, 
winning the award for best Social Customer Care. 

The important role mobile messaging 
will play in customer service 

Twitter DMs will soon be as long as you need: 
Twitter recently announced that, coming July, there 
will no longer be any character restrictions on 
Direct Messages. Twitter’s 140 character limit is 
often heralded as fundamental to their success. It 
makes a huge amount of sense to constrain how 
much people can write in public messages, keeping 
Tweets snappy and your Twitter feed readable. But 
this argument doesn’t hold when it comes to private 
direct messages (DMs). 

For companies, a huge percentage of DMs are in 
the context of helping solve a customer service 
issue. Forcing consumers and customer service 
issues to split what they’re trying to say into multiple 
140 character messages is not only frustrating, but it 
can also lead to missed information (e.g. a consumer 
may respond to the first message the agent sends, 
not realizing that more are coming). By allowing 
consumers and brands to send longer messages, 
it will become significantly easier to solve complex 
issues over Twitter. 

Messenger for Business: At F8, the Facebook 
Messenger team explicitly called out how 
Messenger has the potential to replace email, live 
chat, and even phone calls for customer service. 
Messenger is:

•  Real-time, asynchronous, maintains 
 persistent identity and is integrated 
 into smartphone notifications

As of launch, Messenger are focusing on brands 
who can start conversations by delivering 
transaction receipts via Messenger after an online 
purchase, rather than by email. This connects up 
their Messenger identify with the transaction and 
customer record, and means that the customer 
can respond at any time to initiate a live chat. It’s 
a powerful initiative that offers huge benefits to 
consumers as well as brands.

As an official Facebook Marketing Partner, we’re 
really excited about working with the Messenger 
team and our clients to get this functionality live soon.

http://twitter.com/joshuamarch
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Click here to continue reading the paper

Customer service is undergoing a major revolution, with online 
communication moving away from private, anonymous, one-to-one 
channels toward public one-to-many channels that are mobile, social, 
and attached to real identity. In brief, social media is changing the entire 
business of customer service, posing great challenges and presenting 
new opportunities for brands. In the midst of this seismic shift, though, it’s 
important to remember that the core principles of great customer service 
still apply.

Quality customer service — regardless of channel — relies on a meaningful 
dialogue between brands and their customers. That being said, the 
growing preference for social media as a preferred channel requires your 
organization to re-think its customer service strategy. You need to adopt 
a Social First approach.

Multi-channel communication 
and customer expectations

Social media has already reached a high level of maturity as a 
communication channel. People have blended it into their lives alongside 
other technologies and they expect brands to follow suit. Increasingly, 
inbound customer service inquiries start on social (“Where is my X?”), 
move to a private channel (details of X given) and then finish back where 
they began (“Thanks for delivering my X!”).

 
Shifting ownership of social

Perhaps the most important change social media has brought to customer 
service is the complete reversal of the traditional channel ownership model. 
Social media is the first channel created and controlled by customers. It 
is also the first to be implemented by customers with the expectation that 
brands will adopt it, rather than the other way around. At the corporate 
level, the ownership of the social media channel is shifting away from 
Marketing and Communications as engagement increasingly relates to 
inbound customer service-based topics. Rather than social being seen 
purely as a space for companies to deliver outbound marketing messages, 
it is the inbound customer queries that allow for meaningful points of 
engagement and the building of brand advocacy.

A spotlight on: The 2015 
Definitive Guide to Social 
Customer Service 

This guide is designed 
to help you deliver social 
customer service from 
within the contact center 
as a standardized, scalable 
and ROI-positive operation 
that lives up to your 
organization’s promise 
of quality service.

http://landing.conversocial.com/the-2015-definitive-guide-to-social-customer-service
http://landing.conversocial.com/the-2015-definitive-guide-to-social-customer-service
http://hubs.ly/y0CVkc0


How healthy is your social care operation?

At Conversocial, our mission is to help companies 
better serve their social customers. That’s why 
we’re offering you a free operational assessment 
– to show you what you’re doing right and what 
you could improve. It should take just 5 minutes.

Take the health check

http://www.conversocial.com/healthcheck
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Social media may well be the most 
potent customer channel there is 
today. It’s a connection between 
brands and consumers (as well as 
amongst consumers themselves) that 
is public and pervasive. It’s also a 
channel used to engage largely from 
a mobile device while experiencing 
your brand in-the-moment as it were. 
That means that the social channel 
may also emerge as the most 
insightful, certainly the most authentic. 

However, this channel has exploded in recent 
months, overtaking email and other traditional forms 
of communication as a primary means of engaging 
with businesses. It has become the channel of choice 
for consumers across many industries but no one has 
really taught us how to engage over social media. 
There’s no book for social etiquette (at least not one 
I have found of value). So, I want to share my 5 new 
rules. These rules are designed to help both the 
businesses that embrace social, and the consumer to 
gain a greater appreciation of the new social contract. 
That is to say, that as social has grown in volume it is 
now needing to grow up and be counted as a mature, 
credible, even critical channel for all companies, large 
and small. So, the time has come to establish ground 
rules in how they listen to, and engage with those 
mobile, social customers but also the consumer 
needs to demonstrate respect for this very public 
forum for engagement with the companies they 
choose to do business with. Here we go....  

The fact is, companies are providing a generous 
outlet for their brands as they work genuinely to 
convert dissatisfied customers to brand advocates. 
This very public (now amplified through google) 
channel means that positive goodwill can go a very 
long way. So of course, brands are being quite lavish, 
providing free swag as part of a genuine effort to 
resolve an issue raised over social. However, that 
shouldn’t mean that consumers ‘use’ this channel to 
get free stuff. It is important that consumers respect 
this channel as well as brands, remembering that 
other customers will quickly come out in defense 
of the brand if they feel another consumer is being 
unfair or disingenuous. Remember people can 
see your history so if you’re beginning to look like 
a serial complainer with a slant on receiving free 
goods you’ll lose credibility in the community.  

Our recommendation: certainly take to Twitter, 
Instagram or Facebook if you want brands to 
remedy the situation and perhaps even reward 
you for your continued loyalty but don’t abuse the 
channel. Make sure the complaint is legitimate. Oh 
and most importantly - make sure you thank the 
brands for the cool stuff they send you and perhaps 
even post a picture with your gratitude. Manners 
cost nothing after all.

by Paul Johns
Chief Marketing Officer, Conversocial  
@paulJ0hns

New Social 
Customer Rules

 RULE #1   POSTNAPPING™

(n.) holding big brands to ransom 
by complaining over social media 
to get free stuff 

http://https://twitter.com/paulJ0hns
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This rule is for brands. Here’s how it works... You are 
about to Fly Delta let’s say and your flight is delayed 
or you’re bumped (we all get how painful this can all 
be). So in-the-moment you take to your smart phone 
with a punchy, frustrated tweet “@delta, once again 
I am sitting here wondering why my flight is delayed 
for no apparent reason..” - But before Delta (this is just 
an example - I love Delta) has a chance to respond, 
one of their competitors jumps into the conversation. 
That competitor may look to actually solve your ‘live’ 
problem, to demonstrate empathy and to work to 
fix a situation not caused by them. The two benefits 
being that you are publicly being helped by another 
company/competitor AND all at the same time 
your personal loyalty may well have switched to a 
new carrier. When brands do this to genuinely help 
consumers it can be a most powerful brand tool. 

Our recommendation: handle with care brand 
jackers. Use this tactic sensitively and to provide 
positive in-the-moment alternatives to help a 
customer having a bad experience. Remember 
though that this potential customer is looking for 
resolution, not interference. Add value - it’s when 
they need it, and perhaps you the most. 

 
 
 
 
 
 

The fact is most brands provide a number of 
channels on which to engage with customers. That 
doesn’t mean they will pick one. Triaging these 
channels is becoming quite common. Here’s how it 
works. The consumer is on hold (there are still some 
who will try to call the contact center first - bless).  
So having navigated the IVR they are listening to 
soothing-please-don’t-get-mad-at-us music on hold. 
As temperatures rise they stay on the line but then 
decide to tweet or post something on your Facebook 
page. The customer MAY make reference to still 
being on hold. In fact many Tweets into a brand start 
with a complaint about another channel (as many as 
21% according to some analyst reports). But some 
customers will actually stay on the line choking up 
other voice channels while having the same issue 
resolved immediately over social media.

Our recommendation: put more dedicated agents 
on social media and begin to promote this channel 
as a primary point of engagement for customers. 
Have them come to you FIRST on social and not 
use up more expensive channels unnecessarily. 
Promote your social handle and give this option 
up early in your IVR script, and make it prominent 
in your marketing material and website. Also, start 
showing your response times on social on your 
website. Having them come to you social first can 
drive up value and loyalty while driving down costs. 

Can you think of any other rules? 
Tweet them to @paulJ0hns

 
RULE #2   BRANDJACKING™

(n.) the act of proactively responding 
to the dissatisfied customers 
of a competitors brand on twitter 

 
RULE #3   TWEETAGING™

(n.) [tweet-ahzhing] the art of listening to hold 
music while simultaneously tweeting at the 
same brand for customer service attention 
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Even 30 seconds is too long for today’s in-the-
moment, always-engaged customer to wait, spelling 
trouble for the future of customer service through 
traditional channels like email and phone. The 
world is in the middle of the biggest shift in personal 
computing; the transition from desktop computers 
to smartphones and tablets requires an entirely 
new, mobile-first approach to customer service. 
Furthermore, that approach must be asynchronous, 
allowing the consumer to engage, disconnect, 
and pick up where they left off on their own terms.
There are three major shifts in how people are 
communicating with each other and with companies, 
all outside of the traditional call center model.

The Social Contact Center

For major companies, social media has risen and 
now makes up to 10% of all inbound customer 
contacts, and is growing faster than any other 
service channel. This powerful tool ensures 
customer voices are heard, both by companies and 
customer peers. Social media offers a convenient, 
mobile-first, real-time medium where customers 
can demand authentic, human engagement. It’s 
a hugely powerful tool for companies to engage 
and connect with their customers in an authentic 
way. It is potentially more efficient than other digital 
channels, as long as it is integrated properly into the 
contact center.

Peer-to-Peer Resolution

Establishing lasting connections is now increasingly 
essential and difficult, as companies work to build 
intimacy and loyalty in a time where consumers are 
more digital, more distant and more discerning. As 
customers trust brands less, they are beginning to 

trust their peers more. Customers have found their 
voice on social, and now that voice is growing louder 
and more powerful. Customers are turning away 
from brands and toward each other, expecting faster 
and more authentic engagement than ever before. 
Based on primary research, 50% of customers aged 
18-29 are more likely to turn to social media when 
they have a technical issue rather than a support 
forum. This leads to challenges with delivering 
large-scale customer service in a channel that’s less 
structured and more emotional.

Mobile Messaging Applications

Mobile messaging consists of applications that 
provide over-the-top messaging functionality on 
phones and tablets (delivered via data, rather than an 
SMS network). WhatsApp and Facebook Messenger 
are the biggest in the West; WeChat is huge in Asia; 
and there are more coming up (Line, Kik etc).

These messaging apps are the biggest new 
force in communication, and only growing. The 
daily message volume on WhatsApp (owned by 
Facebook) is now 50% bigger than global SMS 
volume. Although standalone apps, these can be 
related to ‘traditional’ social media platforms; e.g. 
private messages initiated from a Facebook page 
all come through Messenger. Even Twitter DMs 
share a lot of the same characteristics.

What’s Next?

Plugging social media into traditional contact 
center models doesn’t work. Contact centers 
can’t treat social like asynchronous emails, or they 
can miss the real-time nature, leading to missed 
consumer expectations and loss of trust. With 

by Joshua March
CEO & Founder, Conversocial  
@joshuamarch

The Impact of Social on Today’s 
Traditional Contact Center

http://twitter.com/joshuamarch
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64% of consumers preferring texting over voice 
as a customer service channel when given the 
choice, customer-centric organizations need 
to have real agents who are empowered to be 
flexible, authentic and able to resolve real issues 
in-channel. To provide authentic, human service 
in a digital, mobile medium, with the efficiency of 
text—nothing beats social. It’s where customers 
are being human, and it’s where a brand can 
respond in kind. Contact centers that get both of 
these elements right can lower service costs while 
significantly increasing customer satisfaction.

Its clear therefore that social media is not just 
growing—it’s growing up, with awareness and 
ownership spreading to the rest of the organization, 
especially into the contact center.

 
You may also enjoy this recently published report 
from Ovum. Read the paper to:

Discover the Future Contact Center: Identify how 
social customer support differs from traditional 
service and how your contact center must adapt.

Create personalization at scale: Best practices 
for social customer service to achieve full issue 
resolution for every customer interaction.

Gain a competitive advantage: Realize the 
benefits of shifting from using social media to 
measure marketing reach to seizing it as an 
opportunity for best-in-class customer service.        

Read the paper

http://landing.conversocial.com/social-customer-service-not-just-another-contact-channel
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DO NOT: Remain Silent

As unhappy customers vent, the only thing that will 
aggravate them more is by being met with a wall of 
silence. The cardinal rule of social customer service, 
even if you can’t answer the question straight away, 
is to acknowledge the issue. Therefore, by not 
responding you break rule number one when it 
comes to social customer service.

No matter how well you prepare your social 
customer service team or how experienced they 
are, sometimes you just won’t know the answer. In 
these instances, the best thing to do is send out 
a holding post. A holding post lets your customer 
know you’ve acknowledged their issue, but also 
that you’re continuing to look into it. A holding post 
not only reassures the customer that they’re being 
listened to but also allows your team to meet their 
SLAs and improve first response times.

The customer simply wants to know you are working 
towards a resolution - so be honest, they’ll be much 
happier to wait if they have been acknowledged 
and not ignored.

DO NOT: Misuse your Words

Choosing your words wisely is critical on Twitter. 
You can spend months, even years, building up a 
respectable social media presence, but one badly-
worded tweet can see that all crash down to the 
ground in seconds. For a customer service channel 
empathy is always of the utmost importance. 
A sincere, timely and public apology from your 
brand will not only show the affected customer 
you’re listening and there to help but will also 
show your wider community that recognise when 
things go wrong. Therefore, you should look to 
create approval workflows internally for your social 
channels. This will give the ability to approve 
a user’s actions (including responses) either 
entirely or as a percentage of all of their actions will 
mean your company can assess agents work before 
it goes live.

Social media has overturned the traditional business-customer relationship, 
and with customers gaining more power than ever before their expectations 
for good service will keep on rising. But the public nature of channels such 
as Twitter and Facebook means margin for error is at a minimum. Therefore 
it’s imperative you get it right from the off.

That being said, there is a long list of Twitter fails by companies who have tried 
to engage with a disgruntled customer online (See US Airways for example).

So what should companies not do when dealing with a cross customer on social?

How NOT to use Social Media 
for Customer Service by Harry Rollason

Marketing Manager, Conversocial  
@H_Rollason

https://twitter.com/H_Rollason
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DO NOT: Shift the Blame

Companies must take full responsibility for the 
customer issue regardless of who it belongs to. The 
aim must be to resolve the issue without passing 
the customer from department to department. Your 
customers see you as the whole entity regardless 
to if its a marketing issue or an initiative corporate 
communications is dealing with. Therefore instead 
of making the customer work harder to resolve their 
complaint you need to have an internal process in 
place that routes the customer query to the right 
person. This will mean externally there is no impact 
to the customer journey!

DO NOT: Neglect Loyal Customers

Engagement on Twitter is key to the success of your 
brand’s social presence. Once you have a loyal 
community in place, they need to be nurtured. Your 
team should develop a two-way engagement activity 
that is not marketing or service based. Something 
that your community can get involved with and 
receive a reward for their efforts. Whether this be 
the simple follow, favourite, retweet or your team 
produce a brand-specific badge of honour. Simple 
ideas like this become something for your followers 
to strive for, a status symbol in their community. 
Engagement strategies like this can have zero cost 
implications for your brand, but can go a long way 
in building brand loyalty and as a consequence 
decreasing customer turnover.

By making sure you avoid doing these four things 
your social team can create a tone of voice that 
empowers agents, builds brand loyalty and forges 
relationships with your customer advocates.

For more tips on how to deliver social customer 
service as a standardized, scalable and ROI-positive 
operation, download our 2015 Definitive Guide to 
Social Customer Service.
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Seven high-ranking FIFA (Fédération Internationale 
de Football Association) officials, the game’s 
international governing body, were arrested this 
month following an investigation led by the FBI into 
corruption inside of the organization.

This news does not come as a shock, but more 
of right justice amid the rumors surrounding this 
organization for the past 20 years. That got me 
thinking; what are some takeaways from these 
series of events?

It’s easy to loop business ethics and morals into any 
discussion of corruption, however, in today’s trust 
economy, the trust between the organization and 
the customer defines the ethics and morals of any 
business. Customers buy and stick with a company 
that they trust. So how does a company truly build trust 
in today’s digital world? *Beware, soccer puns ahead*

The First Team. Pretty self explanatory. A company 
draws in customers with a great product or service 
offering. But this is only the way into gain initial 
access to the customer’s circle of trust, a way to 

“open the door”.

The Match Result. Once a company has opened the 
door for a great product, marketing that product or 
service offering in a positive view against competitors 
helps a customer commit to the purchase.  

The Training Staff. Providing top level support 
and service for the product they have offered. No 
product is perfect, so being able to support and 
service the product truly bonds the trust relationship 
between customer and company.

FIFA offers one of the greatest products in the world, 
a collection of the world’s most accomplished soccer 
talent on one stage every 2 years (World Cup and 
European Championship). FIFA has done a fantastic 

job partnering with some of the largest global 
companies (adidas, Visa, Coca-Cola, Budweiser) to 
promote the product and get people to buy into the 
product. In fact, the World Cup is one of the largest 
televised and attended events with over 5 million 
people attending the Fan Fest in 2014. However, 
where FIFA has ultimately fallen short is in their 
support/service of the product.

Take the 2022 World Cup, scheduled to take place 
in Qatar. For those that are unaware, the World 
Cup normally takes place in July as to not have 
a conflict with the top talent’s club commitments 
during the fall/winter/spring months. The average 
temperature in Qatar during the month of July 
is 106°. The FIFA officials arrested today were 
arrested on the charges of accepting bribes 
to place the event in this country, despite the 
dangerous playing conditions. Even though FIFA 
moved the event to winter ultimately, the move 
was widely viewed as a cover for the bribes 
they accepted to place the event in Qatar. The 
upcoming trials and hearings about the corruption 
will lead to people losing trust in the organization 
governing the world’s “beautiful game”.

The biggest takeaway from this series of events is 
the importance companies must put on servicing/
supporting their product/service that they offer 
to customers. In 2013, 62% of people switched 
purchases to a different company because of the 
poor customer service they received. Customer 
service is more than just being available, it’s about 
actually resolving the current issue, but ensuring that 
your business is trying to support the product from 
future problems. Companies that invest in a best-
in-class customer service strategy are companies 
that have the strong, trusting relationships with their 
clients. The importance of trust cannot be overlooked 
by companies today, as without it, companies can 
expect devastating, public consequences.

What can FIFA teach us about trust?

by Bryan Brennan
Business Development, Conversocial  
@bbren151
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Background

CBC is Canada’s national public broadcaster and one of its largest cultural institutions. The Corporation 
is a leader in reaching Canadians on new platforms and delivers a comprehensive range of radio, 
television, and digital services. In an effort to improve audience experience on social media, CBC 
developed a strategy that focused primarily on facilitating a two-way dialogue. As such, the CBC 
social team is structured along two overlapping but distinct verticals: Proactive Content and Reactive 
Engagement, the latter of which leverages the conversational elements of social media - allowing CBC 
to actually talk to their audiences.

#NoTweetLeftBehind

Using this hashtag as a mission statement, CBC aims to action each & every tweet/post that directly 
mentions the @CBC handle or lives on one of its social pages. Questions, comments & complaints are 
all responded to in a timely manner, and are seen as an opportunity to engage with audiences, helping 
them to discover further content available online - akin to a personalized, online concierge service.

EXECUTIVE SUMMARY

Customer:  

Industry:  

Challenge:  

Solution:  

 
 
 
Benefits:  • Dramatically increased social media engagement. 

 • Industry recognition: 2015 Shorty Awards  
  ‘Best Customer Service’ Honoree.

 • Industry recognition: 2015 Webby Awards 
  ‘Social Customer Service’ Honoree.

Canadian Broadcasting Corporation (CBC)

Entertainment and Media

Maintaining brand and service consistency 
across multiple social channels, finding and 
engaging in all relevant social conversations. 

Implement a platform that unifies internal silos 
and streamlines social customer care representative 
and audience communication. 

Customer success story: CBC - #NoTweetLeftBehind
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Results

Since #NoTweetLeftBehind was implemented in late 2013, @CBC brand mentions on Twitter alone 
have increased from an average of 2,000 to 35,000 each month and the social team have seen more 
than 750 thousand engagements to date (retweets, replies, likes, comments, etc.) across all CBC social 
channels. In Q1 2015, the company’s Twitter channel saw 70,000 incoming messages, many of which 
led to valuable interactions:

In 2015, CBC was shortlisted as a finalist in the 7th Annual Shorty Awards which honor ‘the best brands 
on social media’ (category: Best Customer Service) and the company was praised at the 2015 Webby 
Awards, which honor excellence on the internet. 

Ultimately, the strategy aims to better position the public broadcaster to meet the fundamental shifts 
that are transforming the media universe, and consequently how it connects with Canadians. In order 
to better measure success, the CBC has established two key targets:

By 2020, the public broadcaster will have doubled its digital reach. 18 million Canadians, one out of two, 
will use CBC/Radio-Canada’s digital services each month. 

By 2020, three out of four Canadians will answer that CBC or Radio-Canada is very important 
to them personally.

Conversocial is proud to have played a part in supporting CBC’s social customer service journey. 
For any company looking to scale up their social service offering, CBC presents a fantastic #SocialFirst 
case study and benchmark.

Customer success story: 
CBC - #NoTweetLeftBehind

“Conversocial helps us to harness the unique opportunities that digital channels 
present – allowing us to have authentic conversations with Canadians and to use 
Social Media to actually be social.” 

Daniel Fricker, Senior Manager, Digital & Social Media, CBC
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Listen to learn best practices for:

Recruitment: What makes a perfect 
social customer service agent.

Training: How to empower agents for 
social customer service success.

Scaling: How to grow a team internally 
without experiencing growth pains.

Industry insight: 

Webcast Recording: From Social 
Agent to Brand Advocate 

- The Future Contact Center

Listen to the webcast

http://landing.conversocial.com/the-future-contact-center-laying-the-foundations-for-success
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I’ve worked with a number of different customer 
service teams across various industries over the 
last year in an effort to create benchmark use cases, 
and one regular piece of feedback from those on 
the front line is that social channels are a constant 
battle ground. Although social media presents great 
opportunities, many businesses are having difficulty 
with the free-flowing, round-the-clock, public nature 
and the expectation of immediate responses (Five 
minutes according to IBM!!).

Does the following story 
sound familiar?

The year is 2013. You’ve been following the growing 
trend for leading companies to offer some form of 
engagement over social media that isn’t marketing 
focussed. You gather the evidence, and lead the 
charge to gain internal buy-in to do the same at 
your organisation. Encouraged by the potential 
return on investment, your proposal is approved 
(congratulations!).

The year is 2014. You develop a social engagement 
strategy, select a platform to deliver the service from 
and assemble your team (some great tips on how to 
assemble the perfect team here). You experience 
great success - your customers love you! But, 
guess what? Your success leads to higher levels of 
engagement, and in greater volume too. Soon, the 
need to scale up becomes apparent. You expand 
your team but discover that the software you originally 
chose doesn’t lend itself easily to the management of 
large teams (more on that here) and just when you’re 
thinking it might be time to review your approach, 
your team suffers a social media crisis which invites a 
huge stream of negativity into your brand space and 
completely demoralises your representatives.

I would urge you to meet the challenge head on and 
give it (useful, timely and resolution focused) Hell: 
Your inbound volume increases? Respond QUICKER. 
A business decision leads to negative social 
chatter? Respond SMARTER through proactive 
outreach. Struggling to gain buy in for operational 
improvements from your exec team? Use a solution 
that enables you to show decision making based on 
INSIGHT rather than assumptions.

The year is 2015! If I were a Social Media Battle 
Commander (or Contact Centre Manager :) ) I would 
be laying out a strategy that looked something 
like this:

We must provide proactive support for social 
customer service, making its existence widely known 
in our marketing materials and support collateral.

We must strive for aggressive engagement aimed 
at exceeding customer demands.

We are an interactive rather than reactive service, 
allowing us to anticipate what customers want and 
need—before they tell us.

We recognize social media for its viral power 
and we aim to leverage that reach to influence 
our market.

Where possible, our conversations must connect 
with customers on a deeply personal and emotional 
level in order to build relationships and trust.

At Conversocial, we would call this a #SocialFirst 
strategy, and you can read more about that in our 
2015 Definitive Guide to Social Customer Service.

5 Step Strategy for the 2015 
Social Customer Service Battlefield

by Alex Harvey
Brand & content Manager, Conversocial  
@alextharv
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In April 2015, Twitter announced changes to the 
requirements for sending and responding to private 
Direct Messages (DM), in a move that could position 
Twitter as a more attractive option for private 
interactions between users - especially those 
between customers and brands.

Based on research derived from monitoring leading 
airlines, retail banks and mobile phone carriers in 
the U.S., Canada, U.K., Australia and New Zealand, 
telecommunication agents were most likely to 
misunderstand the previous and current default 

“follow requirements” for a fluid DM exchange.

The end of “you’re not following me?”

From November 25 to December 31, 2014, over 
1,400 tweets were sent to customer service agents 
at airlines, telecom and retail banks. In these cases, 
the customer was forced to educate the agent on 
how DMs work, and of the 1,400, a staggering 72% 
were to telecommunication brands.

Despite the obvious benefits, the adoption of this 
new feature has been slow in the U.K., Australia 
and New Zealand, whereas Social First U.S. and 
Canadian companies are leading the way, helping 
ensure a great customer experience.

 
Summary of Twitter’s DM changes

While Facebook is leading the way with their 
Private Message experience and continued 
rollout of Messenger for Business, Twitter’s 
changes to DMs effectively make interacting 
with brands as fluid as on Facebook, if brands 
choose to opt-in.

The key changes are -

• An opt-in setting allowing any Twitter user to 
receive Direct Messages from anyone, even if 
the brand isn’t following that customer already.

• Ability for brands to respond to such Direct 
Messages, once the setting is enabled, even if 
that customer isn’t following the brand’s account.

For those who have held a Twitter account since 
2013, you may remember that Twitter already tried 
something similar, but their efforts had minimal 
impact as at the time they didn’t make any 
changes to the ability to respond to received DMs.

 
 

Global Telecoms need to adopt 
Twitter’s new Direct Messaging

by Anthony Thomas
Sales Engineer, Conversocial  
@spark911uk
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The time to opt-in is now

From a brand point of view, getting started is easy. 
Simply follow the instructions provided by Twitter to 
adjust the setting on your brand’s Twitter account 
(under “to receive Direct Messages from anyone” in 
their help center article).

Internally, ensure that your agents are retrained on 
the implication of these changes and the need to 
adjust their approach when asking a customer to 
DM them (i.e. not asking or waiting for a follow) to 
guarantee great customer service.

Currently, even in cases where a brand has enabled this 
feature agents are still requesting a follow, increasing 
resolution times for customers unnecessarily.

For more information on best practices for social 
service agents, check out Conversocial’s resources 
section including the recently released guide on 

“How to Recruit and Train the Perfect Social Customer 
Service Team”.

 Deliver peer-to-peer resolution:

• Manage: Crowd Experts collaborate 
with contact center agents directly 
from Conversocial.

• Inspire: Crowd Experts earn points 
for quality replies from peers, and 
monitor performance on leaderboard.

• Train: Crowd Experts can see 
responses from other Expert 
responses to learn best practices.

• Measure: Crowd Experts 
performance & activity metrics 
are tracked in Conversocial.

• Unleash: Crowd Experts can use 
CROWDS from any mobile browser.

Learn how Conversocial can help you 
harness the power of your community.

Get in touch

A mobile accessible web app that 
connects your most passionate 
and knowledgeable community 
members to customer service 
issues on Twitter

Conversocial 
CROWDS

[The end of  
  “you’re not 
  following me?”]

(continued...)

http://hubs.ly/y0CVps0


Not subscribed? 
Email socialfirst@conversocial.com

Conversocial is a leading provider of cloud-based social customer service solutions. Our enterprise class platform helps global 
brands revolutionize customer experience, enhance agent productivity and improve operational efficiency by managing the 
flow of customer service inquiries and discussions on social media channels such as Facebook, Twitter, Google+, Instagram and 
YouTube.  Our clients are able to securely transform their contact centers by creating a personal service culture that integrates 
proven customer service processes with new technology and channels. With analytics to provide accurate, actionable insights 
on customer trends over time and comprehensive APIs that seamlessly integrate into CRM and contact center technologies, 
we provide a single view of the customer that drives unmatched engagement and brand loyalty. The largest global firms 
including Google, Hertz and Barclaycard turn to Conversocial to reduce costs and create the most inclusive customer service 
experience possible.

For more information, visit www.conversocial.com 

Thank you for reading this month’s 
edition of         The Conversation

http://www.conversocial.com

