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Welcome to the 2015 Social Customer Service Trust Index. Every year, we 
reach out to the social community, both in-house and externally, to check 
the temperature of social customer service. 

We ask them about:

• Social customer service at their company.

• Their expectations of companies when using social media 
as a customer service channel.

We then analyze our findings to determine not only corporate uptake, but 
what you actually need to do to be trusted over social media in today’s 
consumer driven world. 

Before we dive into our findings, I feel it is important to try and define 
today’s social trust economy. The social trust economy is a confluence of 
social and technological trends uniting to form the foundation of a new 
value system. For us, it is the social aspect that plays such a key role. 

In a world where we are continually bombarded with commercials, is it any 
wonder that as consumers, we have stopped listening? For better or for 
worse, we simply no longer believe what big business tells us. Long gone 
are the days when we read a restaurant review, or a movie review (largely 
sponsored), without turning to social to see what our peers think. We 
crowd-source opinions to help us make our own democratized decision, 
at scale through Twitter and Facebook et al.

This concept has quickly spread to a broad range of products and services 
we consider. We have a plethora of options so whether booking a vacation 
or buying a car, we are increasingly peering through social channels to 
gauge a more authentic and collective customer experience, and to test 
the true quality of a brand’s product or service. We look at the dialogue 
that is playing out for real between a business and it’s customers. What are 
the issues being raised and how are they being resolved? A new type of 
trust is emerging. A new, more authentic connection - one that begins to 
engage possible users with peers who have more genuine insight. It is this 
new trust economy that is maturing rapidly and delivering great potential 
for companies who wish to build upon this new culture of connection.

Happy reading!

Introduction to 
the trust economy
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A note on our respondents 

North America

55%

EMEA

45%

The 2015 Social Trust Index - conducted in the month of June 2015 - 
is a major source of findings from the social community. We surveyed 
over 400 respondents, both in-house and externally, to ascertain our 
independent findings. 

If we’re going to start making assumptions on the future of social customer 
service, as well trying to ascertain what good looks like for companies, we 
will of course have to prove we have the evidence to back it up. We’re 
confident we do.

The below will give you an idea on who we surveyed, and what type of 
respondents make-up our findings.

Our focus on geographical areas of responsibility, not the location of the 
respondent, ensures that the report offers a more accurate reflection of 
how social customer service is managed as a global concern.

The majority of our respondents are located in the USA and Canada (55%). 
Mainland Europe contributed the rest with 45% of respondents. 

What area are you 
responsible for?
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The vast majority of our respondents are drawn from those people who 
identify themselves as working for a ‘Corporate/Brand’. This is to make 
sure we analyze the results from a corporate perspective, drawing 
the most impactful findings. With almost half of respondents (46%) 
recognizing themselves as corporates, it will give us a true impression 
from the corporate world. 

What type of organization 
do you work for?

Agency/Service 
provider

Corporate/Brand Other

26% 46% 28%
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All respondents came from a vast range of industries. This will give us           
an unbiased industry view on all findings. 

Now we’ll use this data to show you a more nuanced series of trends, as 
opposed to brief snapshots. The goal is to provide you with the data to 
chart the evolution – and possible future – of your role, and insight into 
the journey your company has embarked on to embed social customer 
service at your company.

Education

Entertainment

Finance

Government

Insurance

Nonprofit

Retail

Telecommunications

Tech

Transportation

Utilities and energy

26% 

25% 

5% 

3% 

2% 

8% 

12% 

6% 

5% 

7% 

1% 

What industry do 
you work in?
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A major shift in approach to social customer service is under way, and has 
been for some time. In this chapter we will analyze how social customer 
service has shifted internally at global corporations, both in terms of 
internal usage and C-level buy-in. 

How many members 
of staff are employed 
to work exclusively on 
social customer service 
at your company?

Has this number increased 
in the last 12 months?

The current state of social customer 
service at global organizations 

Part 1: 

6%

66%

28%
YES
we have increased team size

 NO
we have stayed the same

+

--

16%

None

1 - 3

4 - 10

>10

18%

26%

40%

 NO
we have decreased team size
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Has social customer 
service becoming 
a more important 
part of your broader 
business strategy?

Is your C-suite 
convinced of the 
value of social 
customer service?

Is there a distinct social 
customer service team 
within your company?

15%

38%Yes

No

47%Don’t
know

49%

30%

Yes

No

Don’t
know

21%

15%

38%Yes

No

47%Don’t
know
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The overwhelming takeaway from this series of charts is that social 
customer service is not just growing and maturing, but it’s GROWING UP. 

With 40% of respondents saying that they have ten people or more working 
exclusively on social customer service, we can assume that social is now 
a serious business operation for many, requiring a substantial allocation of 
resources internally. And with 28% of teams set to grow in size (with 66% 
staying the same) the importance companies are placing on social customer 
service as a business function shows no sign of slowing. 

Business are taking social service seriously, as their customers are 
continuing to demand. Backed up by almost 50% of respondents feeling 
that social customer service has a broader business impact. 

While one can understand our respondents seeing the business value of 
social customer service, the disconcerting find is that 62% feel their is a lack 
of C-level buy-in, or at least a lack of clarity when it comes to C-level buy-in. 
This is not an uncommon finding, but adds roadblocks as you look to scale 
further down the line.

Social has put the C-level right at the heart of a brand’s customer service 
offering. They can now stamp their character on a business – ever present, 
ever watchful, always available and ultimately accountable. Those senior 
company executives who are prepared to stick their necks out and dismiss 
the power and influence of social media in today’s ‘trust’ economy are 
a rare and disappearing breed. It is one thing to talk about embracing 
social – its another to wrap your corporate arms around it. But the C-suite 
must stay relevant. 

Do you feel your company 
is leveraging the power of 
social customer service as 
fully as possible?

Yes No Don’t know

43% 30% 27%
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In this chapter, we’ll look in a little more detail at the expectations of social 
customer service from a consumer standpoint. We will draw comparisons on 
a Global, European and North American level to see if there is a difference 
in expectations and if one set of consumers is more demanding than others. 
The aim is to provide a benchmark on what good looks like, ultimately what 
companies need to do to be trusted when providing customer service over 
social media channels.

When you contact a company via social media how quickly, on 
average, do you expect a response from them?

The expectations of consumers when using 
social media as a customer service channel 

Global 
response expectation

North America 
response expectation

EMEA 
response expectation

Part 2: #SocialFirst

under
30 mins

under
12 hours

under
30 mins

under
12 hours

under
30 mins

under
12 hours

24%

26%

22%

87%

85%

89%
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On average, how long do you feel it should take from ‘first contact’ 
with a company over social until you receive a resolution to your 
problem or answer to your question?

#SocialFirst

Global 
resolution expectation

North America 
resolution expectation

EMEA 
resolution expectation

under
30 mins

under
12 hours

under
30 mins

under
12 hours

under
30 mins

under
12 hours

22%

24%

20%

90%

89%

93%
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When do you expect companies to be active on social media to solve 
your customer service issues?

#SocialFirst

Global 
activity expectation

North America 
activity expectation

EMEA 
activity expectation

24/7
7 days a week

9 til 5pm
Business hours

41% 33% 15% 11%

47% 32% 11% 10%

35% 33% 20% 12%

Only when
I am using

their service

It does
not really

matter to me
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How do you think companies should be using social media?

Global 
usage expectation

North America 
usage expectation

EMEA 
usage expectation

14% 15% 64% 7%

17% 15% 61% 7%

11% 15% 68% 6%

As a marketing 
channel only

As a customer
service 

channel only 

As a hybrid
of marketing & 

customer service
I’m not sure
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What tone of voice do you want companies to use when answering 
your customer issues over social media?

Global 
tone of voice 
expectation

North America 
tone of voice 
expectation

EMEA 
tone of voice 
expectation

60% 20% 17% 3%

62% 19% 15% 4%

57% 21% 19% 3%

Companies
should appear 
approachable
and friendly

Companies
should remain
professional

and corporate

As long as
they solve my 
issue, the tone

is irrelevant

I’m not sure
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When you ask a complex or challenging question, how do you want 
the company to engage with you over social media?

Global 
engagement  
expectation

North America 
engagement  
expectation

EMEA 
engagement  
expectation

Direct me to a 
traditional channel 
(eg phone, email 

or live chat)

Direct me
to message

them privately
over social

Direct me to
stay on social 
media to solve

my issue

I don’t really
mind as long
as my issue is

resolved quickly

32% 31% 9% 27%

39% 25% 12% 24%

24% 39% 6% 31%
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Global 
assistance expectation

North America 
assistance expectation

EMEA 
assistance expectation

When engaging with companies on social media, do you feel it is 
important for them to know any previous customer service issues you 
may have had?

Do you feel, when you engage with a brand, that as a rule the person 
on the other end understands your issue and is there to help?

Global 
knowledge expectation

North America 
knowledge expectation

EMEA 
knowledge expectation

YES NO DON’T KNOW

71% 21% 8%

74% 21% 5%

67% 22% 11%

YES NO DON’T KNOW

82% 10% 8%

83% 11% 5%

80% 8% 11%
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From analyzing our findings, it is clear there is certain set of expectations 
that companies must meet with their social customer service strategy. 
Namely:

• Almost all our respondents (72%) expect a response to their customer 
service issues from companies in under 4 hours over social. 

• Our respondents were more demanding when it came to full issue 
resolution over social. The expectation, by 74%, was to have their issue 
resolved in under 4 hours. North America had a higher demand to that of 
Europe, with 78% demanding the same issue resolution time compared 
to 72% from Europe.  

• Once more, North America led the way in their expectations when it 
came to hours of operation for companies. 47% expect companies to 
be offering social service 24/7 - 7 days a week. Compared to just 35% of 
Europeans, a difference of 12%. 

• 79% of all respondents felt that customer service has a key role to play 
in social media, be it as a primarily service channel or a hybrid of both 
marketing and service. This was opinion was the same for both North 
American and European respondents. 

• When looking at tone of voice, it was interesting to see that European 
respondents expected a slightly more formal corporate tone, with 22% 
saying as much. On average though 60% expect a company to be 
approachable and friendly. 

• Interestingly, and it goes against what many consider to be best practice, 
our respondents were quite happy to be directed of social after their 
initial outreach – with only 9% saying they would want to stay publicly 
on social to solve their issue. The majority either wanted to be directed to 
traditional channels (33%), or move to a private social channel like Twitter 
Direct Messaging (31%).

• An overwhelming 71% of respondents feel it’s important for companies 
to have some idea of who they are, and any previous social customer 
service issues they may have had, when engaging over social.

• North America, just, lead the way in customer satisfaction. With 83% of 
respondents thinking that the person on the other end does really care 
about their issue, compared to 80% of European consumers.  

Conclusion
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The health of your social customer 
service strategy

So, to establish trust over social companies must:

1  Respond to all customer questions and queries over social media 
 in under 4 hours.

2  Also working to resolve these issues in under 4 hours. 

3  Offer social as a service channel at least in normal business hours,  
 but also look to scale to a 24-7 model if needed. 

4  Maintain a balance between both marketing and customer service  
 when utilizing social media as a communication channel. 

5  For the majority, maintain a friendly and approachable tone 
 of voice throughout. 

6  Consumers don’t want to resolve their issue in public, but they would  
 prefer to stay on social and solve through private messaging. 

7  Integrating social into the traditional customer service stack 
 is key to making sure you know who your customers are, and any  
 previous issues they may have had. 

Want to find out how healthy your social 
customer service operation is? 
Head here for your free 5 minute analysis. 

Social
Health
Check

It is clear from our findings that social media is by far 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. Businesses must therefore embrace social 
as a mature, credible, even critical channel for all companies, 
large and small. By holding themselves accountable to the above 
KPIs, companies can create, build and establish trust over social 
media. Something that is hard to do in the consumer driven world 
we live in today!

Take the health check
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