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Connecting With Internet Identities

Technology—especially social media—has changed the way we communicate. It’s done more than 

transform how we share information. It’s changed how we represent ourselves.

Think about it. In the past 20 years, we’ve seen the rise of the customer through social platforms. Moving from 

MySpace to Facebook, Twitter, SnapChat and Instagram. These platforms are a part of who we are. Our everyday 

lives. They aren’t just places to keep in touch. They’re soapboxes that give us the chance to declare our likes, 

dislikes, and desires. These platforms give us a chance to declare our identities.

And now, social media is a place for brands to communicate back.
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So, what’s the difference between traditional marketing and customer service on social media? Well, traditional 
marketing is trying to get people to engage and invest in your brand. Customer service is engaging with people 
already invested in your brand.

Even though marketing teams were the first to harness the power of these platforms, that’s all changing.  

Brands are now differentiating their customer experiences by leveraging social media. 

What’s powering this shift from traditional marketing to customer service?

Radically new consumer expectations

Customer service on social improves ROIs

Brands boosting their reputations through service engagements

A direct pipeline to sales (without feeling salesy)

In-the-moment customer learnings
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Today’s customer can sit on their couches and complete their to-do 
lists. A click of the button can get groceries and goods delivered right 
to their homes. Customers expect hyper-relevance and one-on-one 
service. So it’s no surprise that personalized offers and communications 
are what buyers today demand. And this is true across all channels—
including social media. Yesterday’s “Can I speak to your manager?” is 
today’s instant Tweet. And believe it or not, about two-thirds of people 
use Twitter or other social media platforms for customer service.

According to a Call Center IQ survey, 76% of businesses are committed 

to adding or increasing their omnichannel capabilities, like social media, 
serving shoppers when and where they want.

According to Pew Research, today’s consumers “have grown up with 
broadband, smartphones, laptops and social media being the norm 
and expect instant access to information.” Nowhere is this more 
evident than in the relationship between buyers and brands.

Only 3% of customers will tag brands when  
they complain. 

According to Edison Research, brands need to put in the legwork to 
beef up their customer service.

90% of the top-ranked customer service brands use  
artificial intelligence  

Radically New Consumer Expectations

Twitter launched data and functionality to 
create improved customer service solutions for 
businesses. Oracle is one of the select partners 
with access to the data.

Is Twitter the New Customer Call Center?
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According to an MIT Technology Review, “world leading brand recognition and high levels of customer satisfaction” 
use AI to support customer service. It’s no secret Facebook is charging forward with their customer service plays, 
too, and using all that data they’ve gained from our posts and profiles. But that’s not all, after acquiring WhatsApp 
and Instagram, their customer service capabilities are growing rapidly.

In the book Hug Your Haters, by Jay Baer in partnership with Edison, these are the Top Five Social Media Stats 
Marketers Should Know:

One-third of all customer complaints are never answered, most of them are in social

Answering a complaint increases customer advocacy by as much as 25%

Not answering a complaint decreases customer advocacy by as much as 50%

40% of customers who complain in social expect a response within one hour

63% percent of consumers are satisfied with response time in social media

According to GlobalWebIndex the Top 10 Most Popular Social Networks in 2018 (as ranked by active users) are:
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YouTube

Facebook

WhatsApp

Instagram

Facebook Messenger

Twitter

Google Plus

LinkedIn

Skype

Pinterest 27%

28%

28%

40%

43%

55%

58%

60%

79%

86%
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Social media improves a business’s return on investment. A study by the Aberdeen Group shows companies 

with social capabilities improved year-over-year revenue per contact by almost 20% over companies without 
social customer service.

In fact, helping a customer on Twitter costs an average of $1.00—just a sixth of what it would cost to solve the 
same problem through a call center. 1

Maybe it seems obvious. People want great customer service on social platforms. But when you think about 
it, these vehicles were designed to promote one-way conversations, not facilitate a sales dialogue. But as more 
research has surfaced, it’s apparent social media users are also online shoppers. It’s not just about marketing 
anymore; it’s about giving customers what they need, the moment they need it.

1 Twitter/McKinsey

Customer Service on Social Improves ROIs
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Let’s break down the impact of great customer service.

By those numbers, it looks like businesses see how real money can be saved and earned by beefing up their customer 
service strategy on social.

of consumers spend more when  
they get good customer service.1

74%

of businesses that improve customer  
service improve likelihood of  

repeat customers.2

30-50%

of companies believe their process  
for providing customer service on social 

media could be more mature.3

82%

67% of companies believe that social customer service  
is the most pressing short-term priority for the contact center.67%

Source: Forrester and Conversocial Research

1 American Express 
2 McKinsey
3 McKinsey
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Brands Boosting Their Reputations Through Service

Just like social media users, brands also create an identity for themselves online. So it’s important to keep in mind that 
you’re not just resolving service issues, you’re shaping an identity. A reputation. 

In fact, over 80% of customers who’ve had a good experience with a brand on Twitter will recommend the brand based 
on that interaction—that’s a huge number worth paying attention to.1 

And information sharing works both ways. Brands also have in-the-moment access to conversations across social.  
So they can quickly, directly resolve problems and positively impact customers. They can also intercept complaints from 
competitor’s audiences to gain new customers. If your brand is paying attention, social can be a powerful influence on 
how people perceive your brand’s reputation—all through service engagement.

As much as brands are watching their audiences, their audiences are watching them too. They’re not just paying 
attention to what you share. They’re looking at how you interact. Dr. Natalie Petouhoff, an Analyst at Constellation 
Research, believes 1% of customers complain, 9% respond to the complainer, and 90% are just in it to read the 
comments. It’s called the 1-9-90 rule. “Most of your customers are in the 90%,” says Dr. Petouhoff.

The 1-9-90 rule exposes the magnitude of service quality—and how it can inadvertently affect your brand’s reputation. 

Over 95%of consumers say they are 
influenced by what other people say 
about companies on social media.
Source: We Are Social, global report

95%

About 90% of people make purchase 
decisions based on recommendations 
of friends and family.
Source: Nielsen

90%

While customer experience has always been important, this massive shift is being driven by the 
digital disruption… With social media, customer feedback and conversations between customers 
and the company are now very public… permanent for millions of people to see, forever.” 

“
– Dr. Natalie Petouhoff, Analyst, Constellation Research
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Facebook used to be a platform just for college kids. Eventually, because they needed more growth opportunities, 

it was opened up for everyone to use. But still, platforms have to keep growing. It’s time to face facts—platforms 

like Facebook and Twitter are now paid channels. Very effective paid channels, in fact. So, even though it might’ve 

started as a human networking experiment, they’ve become yet another consumer experiment. Despite the switch, 

social ad spending shows no sign of slowing.

So, why didn’t introducing ads and brand pages ruin the platform? Well, 98% of digital consumers are social media 

users. And that’s a perfect reason for brands to spend on social. It’s a direct pipeline to sales.1

1 GlobalWebindex Social H2 Report 2018

A Direct Pipeline To Sales (Without Feeling Salesy)
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With this sort of powerful sales pipeline, it’s a natural evolution to need better customer service, not just 
marketing. People are essentially buying products and interacting with brands on social the same way they 
would in stores—except with the world watching.

In fact, that may be the reason why social comes out on top for increased spending on digital marketing. 
Compared to the previous year, respondents are increasing spend as much as 64%. Here’s the channel 
breakdown of increases by percentage compared to the year before.

Despite the hope that social platforms represented a new humanization of brands and 
companies, most marketers will treat Facebook and Twitter like the great paid channels that  
they have evolved into. With ever-evolving and maturing targeting opportunities, social will 
become another piece of the bought media decision, with the tradition social engagement 
moving squarely into service.

“
— Charlene Li, Principal Analyst, Altimeter, a Prophet Company

Source: The Manifest 2018 Digital Marketing Survey
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In-The-Moment Customer Learnings
It’s a slow build. Gaining insights on customers through social platforms.  

But wait for it. Look for customer service and next-generation CRM  

systems to gain a stronger, unified customer view. And the key player?  

Social insights.  

According to a Forrester survey, less than two-thirds of respondents 

indicated that customer insights and analytics professionals access their 

primary social listening platform. They are missing out. Paying attention  

to your audience online gives brands in-the-moment learnings, keeping  

your brand relevant and your audience engaged. 

Yet for some reason, companies still treat social media as this strange  

beast. A silo. A one-off, shot-in-the-dark leap for attention.  

And, to be honest, in the past it didn’t deliver the great “Social CRM”  

the majority anticipated. 

But you can’t gain insights on surveys when you don’t ask—or know to 

ask—the right questions. And that’s what we’re learning. That’s where  

the unified customer, the next service for CRM, will come to play.  

Social insights. Customers expect businesses to know them and their  

past history and interactions. And finally, businesses are catching on.

Brands can use social media data to:  

1.  Analyze their audience

2. Understand emerging trends

3. Improve their products

4. Track their brand reputation

5. Keep tabs on competitors

Only 23% of companies collect  
and analyze social media data.23%
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There’s not a rock-solid number, but different sources estimate that it’s anywhere from five to 20 times more 
expensive to attract a new customer than it is to keep an existing one satisfied. And in the oh-so-public land  
of social, customer service isn’t just about resolving customer complaints—you have to push awareness  

and loyalty. 

That’s why customer service engagement is the new marketing. A critical player of the customer experience 

game. Maybe even the biggest.

And trust is key to keeping customers happy. Unfortunately, the buying and selling of social media users’ data 
has created a crack in their loyalty. 

According to Gartner 2019 predictions, brands must: 

�  Build a long-term quantifiable customer experience capability while delivering a visible, 
     shorter-term business impact.

�  Deliver more personalized customer experiences that rely on increased automation.

�  Reduce customer churn by giving users more control, not less, over the data brands 
     store about them and how they use that data.

Customer Service Engagement Is The New Marketing
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B2B and B2C marketers use Oracle Marketing Cloud, an integrated portfolio of best-in-class 

applications, to drive sales, brand and customer loyalty. Oracle Marketing Cloud offers 

the industry’s richest datasets and most adaptive intelligence so marketers can deliver 

irresistible, consistent and connected experiences to customers wherever they are and 

however they choose to engage.  

Get yourself to oracle.com/marketingcloud

Copyright © 2019, Oracle and/or its affiliates. All rights reserved.

It’s clear service is key to gaining insights and revenue on social media. The customer experience needs to evolve 
through all the twists and turns of social media. And most importantly, brands need to stay ahead of the trends in 
order to deliver meaningful customer service in a very public way.

62% of customer service organizations 
view customer experience as a 
competitive differentiator.1

A customer who is fully engaged 
represents a 23% average 
premium in terms of share of 
wallet, profitability, revenue, and 
relationship growth compared with 
the average customer.2

62% 23%

1 Deloitte
2 Gallup survey

https://www.oracle.com/marketingcloud/index.html
http://oracle.com/marketingcloud

