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Social customer service is complicated. What may begin as a single tweet 
can escalate into a battle of the voices, with all hands on deck. One person’s 
tweet might be another‘s useful source of information, opportunity to join 
the conversation… or troll it. It is social media, after all. 

For each customer query that requires a response—no matter if it’s a reply 
to a comment on Facebook, an untagged brand mention on Twitter or a 
mention on Instagram—this complicated social thread must be understood, 
deconstructed and assigned to agents with clear intent. Technology, with 
support from a great customer service team, is the only way to achieve this. 

The customer service challenge becomes even greater when dealing with 
a living, growing—practically breathing—social media thread. There are no 
rules for where, when and why customers seek support on social media 
and the growth of such a conversation is not linear by nature. It grows more 

like a fire, sprouting new flames unexpectedly despite the firefighter’s best 
effort to control it.

But customer service on social media is not some unruly forest solely 
dictated by the whims of the customer. There are best practices for creating 
a process to monitor and actively engage with these conversations even as 
they evolve in different ways across various social networks. 

The first chapter will define the rules of engagement for a conversation on 
social media. Chapter 2 identifies the who, what, when and where of a social 
thread on Facebook and Twitter, and the last chapter digs into specific use 
cases for delivering customer service to a real time conversation across 
multiple channels. The result is a detailed, user-friendly collection of best 
practices to help your social customer service team navigate—and respond 
to—a complex conversation on social media. 

Introduction:  
Nobody Said it Was Easy

https://www.niceincontact.com


©NICE inContact. All rights reserved.  |  www.niceincontact.com3
™

It’s Complicated! The Ultimate Customer Service Guide for a Complex 
Social Thread is a practical manual used by customer service managers, 
social media marketers and contact center professionals to understand the 
evolution of a conversation on social media and how to deliver customer 
service. This not only takes a resilient team - it takes technology. 

Social threads (conversations happening on social media) are converted 
into social interactions (called “contacts” in an omnichannel contact center 
system) and then prioritized to relevant agents without losing context. The 
unique nature of each social platform must be accounted for in order to 
give effective customer service. 

Provide Omnichannel Service for Channel Hoppers 
This makes omnichannel customer service a necessity, not just a preference 
for a few mobile users. Multiple customer touch points must be linked 
together, regardless of source origin, to form a single customer service case. 
Start a conversation on Facebook or Twitter and end on live chat or email. 
 

Build Loyal Customers with Social CRM 
Social CRM is the best way to get a snapshot of the person you’re 
interacting with both in a public sense (social media profiles) and in terms 
of who they are as your customer (notes, past interactions, sentiment). Use 
CRM data to deliver the most relevant customer service experience and 
build relationships over time. 

Let Technology Bring an Advantage to People 
A stream of incoming content solely ranked by time decay, not priority, does 
not serve the needs of a customer care team. Save the talent of customer 
service agents for work that requires a uniquely human touch and leave 
automatization to technology. Incoming requests need to be automatically 
triaged based on impact (reach / customer status) and assigned to the most 
relevant person. Intelligent routing, combined with a dynamic knowledge 
base and auto to-do list, leads the way out of a social media crisis. 

Smart technology simplifies a complex social thread. 

Executive Summary
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The rules of engagement get redefined with each advancement in 
communication. A holler over the picket fence to compliment Betty on her 
rose garden has been replaced by snapping a pic, adding a filter, hashtag 
#thriving and tagging @BettyRose on Instagram. 26 likes later the whole 
neighborhood knows who has the greenest thumb on the block. Not a word 
was spoken but so much was said. 

1 in every 4 minutes spent on the internet is on a social network (Global 
Web Index, 2015)1. This means the communication rulebook is being written 

and rewritten by you, me, by our friends, family members and a “stranger” 
halfway across the world using a common hashtag. 

In order for companies to create processes and teams around social customer 
service, they must first understand what a social thread is, how it behaves, 
and how a social interaction is created from this thread for the purpose of 
providing efficient, scalable customer service. 

Chapter 1:  
Defining the New Social  
Media Rule Book 
Instagram pictures speak louder than words

1 https://www.globalwebindex.net/hs-fs/hub/304927/file

   -2812772150-pdf/Reports/GWI_Social_Summary_Report_Q1_2015.pdf 
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1.1 What is a  
Social Thread? 

so•cial thread   1. a series of replies and comments, involving multiple 
people, that stems from a single post on social media. 

The core of a social thread is the original post, while attached comments 
and replies are what makes it a thread, rather than just a post. It’s the 
conversation that elevates the stand-alone post to social thread status. 
A social thread does not simultaneously occupy two networks, it exists 
exclusively within one (i.e.: a social thread on Facebook cannot cross over 
to Twitter, and vice versa) 

Example of a complex social thread on Facebook involving multiple customers. 
(source: Facebook.com)

https://www.niceincontact.com
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so•cial in•ter•ac•tion   1. a bundle of customer service requests 
unified around a single customer that is automatically created in 
contact center software 

A social ticket is unique in its ability to connect customer requests 
from a confusing social thread and focus them into a single 
interaction. The purpose of a social interaction is to keep the 
context of a conversation as it evolves and link relevant customer 
requests—even across multiple networks. 

*Social interaction use cases detailed in Chapter 3 

Example of a social interaction in contact center software (source: NICE inContact CXone)

1.2 What is a Social Interaction?
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1.3 Eight Characteristics  
of a Social Conversation 

It’s public, it’s personal, it’s people 

We may never be ready to carve these ever-evolving social media 
commandments into stone, but they’re solid enough to put a stamp 
on. Here are the eight characteristics of a conversation on social 
media and why it’s significant from a customer service perspective. 

1) It’s public, anyone can get involved
The connectedness that phone, and then email, brought 
to society was huge—but it was still one-to-one. Social 
media can bring multiple, and at times literally millions 
(The Oscar selfie), of people together around the same 
conversation. Think of social customer service as a way to 
please 17 customers, 4 potential buyers and 2 journalists 
with one tweet.

2) It’s personal, like a new haircut 
You leave the hairdresser and step into the world, 
somewhat sheepishly, hoping people will notice and say 
something nice. Same goes for posting to social media. 
People want to be acknowledged for what they post–don’t 
make customers feel as if they have to convince you of their 
importance.

3) It’s virtual, digital is the new normal
By 2020, the customer will manage 85% of its relationship 
with an enterprise without interacting with a human (Gartner2). 
This trend impacts SMEs too as digital communications 
gain prominence even for brick and mortar businesses.

2http://www.gartner.com/imagesrv/summits/docs/na/customer-360/
C360_2011_brochure_FINAL.pdf
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4) It can escalate quickly 
Social customer service begets customer service. What may begin 
as a simple question can escalate quickly into a multi-party debate 
across numerous service channels. Words devoid of gestures and 
facial expressions (emojis aside) can be nearly impossible to interpret 
correctly, and there’s no etiquette for “speaking over each other.” 

Don‘t dominate the social media dance floor 
(source: news.bbc.co.uk) 

3 http://www.parature.com/customers-channel-surfers-dont-turn 

5) It gets complicated
The non-linear development of a social thread combined with 
the fact that 74% of consumers use three or more channels 
to access customer service makes a conversation on social 
media complicated.3 Facebook today, Twitter tomorrow, 
Instagram on holiday, email at work. It’s not the customer’s 
job to maintain quality customer records and they certainly 
shouldn’t have to apologize for seeking support (and wanting 
to engage) on different channels. 

6) You don’t own the conversation 
As customer service expert Nicola Millard puts it, there’s a “social media 
dance floor” and aggressive, off-beat dance moves (i.e., trying to own 
the conversation) will leave you alone in the corner, no friends to share 
the punch with. The same goes for a conversation on social media. If 
you’re constantly trying to dominate others and talk about fishing when 
the topic is architecture, you’re not only going to stop getting invites to 
parties—you’re going to be blacklisted. Ouch. 

Ron Burgandy knows best (source: Pinterest) 
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7) Your competitors are invited too 
So are your haters, your fans, potential customers—your investors! 
Anyone can troll your feed or use a Social Listening tool to join in on 
relevant conversations. Don’t be afraid to engage and always take the 
high road. It demonstrates a sense of confidence in your product or 
service and signals to customers that you’re well informed. 

8) It’s not all bad news 
A study by Parature (a Microsoft company) reveals 52% of 
consumers who reach out to brands on social media do so 
to praise them. How often do you get a phone call, email or 
live chat saying how great your company is? Probably not 
often—definitely not half the time! It’s these brand building 
opportunities that bring social customer service so close to 
marketing and PR. 

Domino‘s Pizza trolls a Pizza Hut tweet from One Direction front 
man, but keeps it playful. (source: twitter.com) 

A satisfied customer posts feedback on T-Mobile‘s
Facebook Timeline (source: facebook.com)

™
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Chapter 2: 
Not All Social Networks 
Are Created Equal
The Who, What, When and Where of Customer Service  
on Facebook and Twitter
Who, What, When and Where of Customer Service on

Connections are made in different ways across Facebook and Twitter, 
which helps to dictate the growth, flow and visibility of the conversation. 
Customers can’t “post a tweet” to a brand’s Twitter profile (a backbone 
of Facebook’s user experience) while a brand mention on Facebook 
may or may not reach the brand (a core feature of Twitter).

This chapter aims to define the who, what, when and where of a social 
thread and clarify the differences between an evolving conversation 
on Facebook and Twitter. Who contributes to growth (do these people 
know each other)? What type of content are they posting (are there 
limitations)? When does this happen (is 24/7 social media the only 
option)? And most importantly, where is this conversation happening 
(do you know all the possible sources)?

https://www.niceincontact.com
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2.1  WHO 
Contributes to Growth?

Friends help friends and customers help customers.

Facebook was probably your first social network, from both 
a personal and business perspective. Because of this a lot of 
users are connected with actual friends, family and people they 
know. This increases the chance that friends of customers, real-
world connections, will contribute to the growth of a Facebook 
conversation in an effort to help said friend get customer service.

The structure of a Page (Timeline/Wall) lends itself to community 
involvement too. This makes it very easy for other customers to 
chime in on support issues. One click on “Posts to Page” and you 
can see what other customers are saying. If it’s more convenient, 
customers may choose to add to an existing post before creating 
their own.

Twitter is a party. Seriously. Ever been to a Facebook chat? Probably 
not. Tweet chat? Yes! People gather more around topics on Twitter and 
less around real life connections. This means community members 
might help community members and fuel the growth of a customer 
service issue. 

Community members might get involved in a customer service issue if: 
a. they follow your brand on Twitter 
b. they follow the user (who is asking for help) 
c. they’re exploring a hashtag 

11 ©NICE inContact. All rights reserved.  |  www.niceincontact.com
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2.2  WHAT 
Type of Content?

There are (almost) no limitations to user content on Facebook (text, 
photos, videos, links). This makes for interesting customer service. 
It also means brands must proactively protect their customers. 
While posting TMI on Facebook is the norm (think baby pictures, 
awkward food habits, lovebirds) posting sensitive information 
relating to finances and identity are dangerous and it’s a brand’s 
responsibility to protect customers.

Facebook is also a common place to escalate issues that aren’t 
being sorted quickly enough via email or phone. Don’t be surprised 
if the customer seems to be at their wit’s end, because that’s often 
the case.

The basics of life: 365 days in a year, 24 hours in a day and 140 
characters in a tweet. The format of a tweet can be limiting, but it makes 
for to-the-point conversation.

There are two basic types of content on Twitter: Tweet + Reply.

Tweet: any piece of published content (a tweet) that doesn’t start with 
@. The tweet can begin with any other symbol (including a period) and 
it will appear in the Twitter stream of every single follower that particular 
user has, as well as in the notifications section of any mentioned users.

Reply: any tweet that begins with an @ symbol. Reply tweets will only 
appear in the Twitter feed of users who follow both the publisher (the 
person or brand tweeting) and the receiver who’s mentioned at the 
beginning, as well as in the notifications section of any tagged user and 
on the publisher’s profile page under “tweets and replies”

12 ©NICE inContact. All rights reserved.  |  www.niceincontact.com
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2.3  WHEN 
Does this Happen? 
Demand for customer service on social media highly depends on the 
regions where you do business, the product or service you offer and the 
type of customers you serve. 

Measure demand 
Measure volume of new posts and brand 
mentions to gain an understanding of when 
your customers need help the most. 

Facebook Insights tells you “When Your Fans 
Are Online”, however, this doesn’t necessarily 
correlate with social customer care demand. 
A good social contact center solution tool 
will have analytics which can report demand 
hour-to-hour day-to-day. 

Set “office hours” 
Whether you offer support 24/7 or only 
8 hours a day it’s important to set service 
expectations. 

Many service KPIs are based on time elapsed. 
If office hours end at 11pm and a tweet is 
received at 11:30pm but not responded to 
until 9:08am, you can choose to calculate first 
response time as 8 minutes or 9h 38 minutes 
depending on how you define SLA. 

Manage expectations 
Answer the question all your customers are 
asking, when will you reply to me? before 
they even ask for it. Automatically update 
your Facebook and Twitter cover with 
Average Response Time so your customers 
know when to expect service. 

Real-time social cover photos inform customers when to expect an answer

13 ©NICE inContact. All rights reserved.  |  www.niceincontact.com
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2.4  WHERE 
are Customers 
Asking for Help on 
Social Media?
This is where things get really wild. Customers might be talking about 
your brand and asking for service in multiple places even within one 
social network. 

This section addresses the “where” of social media conversations across 
Facebook and Twitter in 4 basic parts: private message, brand profile, 
user profile, and published content. It also gives tips for the types of 
service/conversations each location is suitable and unsuitable for.

I need help!

I need help!

Help!

Help!

Help me!

Help me!

Hel
p 

m
e!
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Private Message

Type of Contact

ü Private Message

ü Direct Message

Location

Message button: bottom 
right of cover photo

Cog Wheel: bottom right of 
cover photo, drop down menu

Best for

• Sensitive information

• Full resolution

• Quick, private issues

• Exchanging contact details

Unsuitable for

• Compliments: invite customers 
to publicly share feedback

• Complex topics

Brand Profile

Type of Contact

ü Timeline*
*some brands have this 
function disabled

û Users cannot “post” 
to a brand’s profile on 
Twitter, they can only 
mention them or reply to 
one of their tweets  
(details below)

Location

Posts to Page: mid-way down 
Timeline, left hand side

Best for

• Full resolution

• User feedback

• Helping multiple customers 
within one social thread

Unsuitable for

• Embarrassing or 
personal topics

• Secrets (like planning for 
a friend’s birthday)

https://www.niceincontact.com
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User Profile

Type of Contact

ü Status update

ü Tweet

Location

News Feed or user profile

Twitter Home or user profile

Best for

• Proactive service

• Engagement

Unsuitable for

• Being too nosy

• Complex topics

Published Content

Type of Contact

ü Comment on 
brand post

ü Comment on user post  
 on brand’s Timeline

ü Reply to Tweet

Location

On a piece of published content

Tweets & replies > View 
conversation

Best for

• Initiating issues

• Fast customer service

Unsuitable for

• Requests that require a 
lot of back and forth

• A public battle

Now that you understand the characteristics of a social thread and the different ways and locations in which a conversation can 
evolve on Facebook and Twitter, it’s time for implementation. As our other favorite doctor says, “Don’t dream it. Be it.”

https://www.niceincontact.com
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Chapter 3:  
How to Give Customer  
Service to a Complex  
Social Thread 
Three Customer Service Use Cases and How to Apply Tech nology 

To make these lessons immediately applicable, we will approach 
this chapter from a use case perspective. Three of the most 
common, but complex, social customer service issues are 
described and accompanied by the processes and technology 
needed to best resolve the issue. 

The structure for each use case is as follows: 

• The Customer’s Journey 

• Step-by-step customer touch points 

• Customer service action for each step 

• Key takeaway 

The Technology Needed 

• Identify technology needed for each use-case 

• Customer service without technology 

• Customer service with technology 

• Key takeaway 

https://www.niceincontact.com
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One tweet and we’re done, right? Not so fast. Several studies show that the vast 
majority of customers use three or more channels to access customer service. 
Brands need technology to connect the dots between customer touch points 
and provide a true omnichannel customer service experience. 

Let’s say you’re an online food delivery service and Angela, a hungry impatient 
customer, is ordering in tonight. Here’s what her customer experience might 
look like across different channels. Keep in mind this is all happening within one 
hour. Speed and efficiency are of the essence! 

Omnichannel Customer Service: “a customer 
experience that feels natural to the customer. 
It’s all about providing service where and when 
a customer wants it.” 

Micah Solomon, Forbes 

18 ©NICE inContact. All rights reserved.  |  www.niceincontact.com

3.1 
How to Provide 
Omnichannel Service 
for Channel Hoppers
Angela’s #tuesdaytakeaway that took too long
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Step 1 Step 2Product Twitter 

Customer service action
All the hard work you’ve put into simplifying the order 
process pays off now. Give the customer contact 
information (live chat, email, social) and confirm next steps 
to set expectations (auto order confirmation email).

Takeaway
Use technology to automate and customer 
service agents to personalize.

Customer service action
Don’t draw a strict line between marketing engagement 
and customer care on social media. At peak service 
hours, customer service agents may not be able 
to prioritize sending an enjoy your meal tweet to 
Angela, but a quick favorite or RT can go far.

Takeaway
Customers don’t care if you’re a marketing 
manager, a customer service agent, or something 
in between. It’s all one Twitter stream to them.

Place the order 
It’s Tuesday night and Angela can’t be asked to cook. She launches the 
app of her favorite takeaway service and places an order on her commute 
home. Crispy fried duck, extra plum sauce. Done.

Getting hungry tweet 
Angela receives an automated email that her order has been received 
and to expect delivery at 20:55. She’ll be home at 20:45 so the timing is 
perfect. She tweets her dinner plans, hashtag #tuesdaytakeaway. 

https://www.niceincontact.com
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Step 3 Step 4Self-care E-mail 

Customer service action
If there’s a common roadblock on the customer journey that 
could be fixed with self-care, social media will tell you this. 
Use this information to develop the best possible self-care 
section.

Takeaway
Social customer care should inform your self-care section or 
help update your Frequently Asked Questions (FAQ) to ensure 
frequent issues are addressed.

Customer service action
Schedule an email auto response that you’ll reply ASAP but 
for immediate service email use live chat. The worst thing you 
can do in this situation is to leave the customer completely 
uninformed.
.
Takeaway
Customers don’t know your level of customer service 
demand. Setting expectations and communicating frequently 
can reduce customer stress. 

Where‘s my order? 
The clock rolls around to 21:00 and Angela’s tummy is grumbling. Angela 
visits your website and goes to the FAQ section “What should I do if my 
order is late?”. You tell her to contact the restaurant directly. She does, 
but they don’t pick up the phone. They’re busy frying duck and running 
a restaurant. 

I need help 
It’s now 21:10 and Angela’s getting hangry (the frustrating emotion of being 
so hungry you’re angry). She sends you an email and eats a cracker while 
she waits for your reply. 5 minutes, nothing. Her order is now 15 minutes 
late and she’s thinking that ordering from your company was a bad idea—
she should have just called the restaurant directly.

https://www.niceincontact.com
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Step 5 Step 6Facebook Live chat

Customer service action 
Because you use customer service software that knows how 
to intelligently route requests to the same customer service 
agent across multiple channels (if not, we need to talk) the 
best possible customer service agent is assigned Angela’s 
post. Respond quickly and sympathetically. Post a unique link 
to live chat (so it’s assigned to the same agent) just in case 
she needs to discuss something further. 

Takeaway 
A manual process will do little to help when social customer 
care demand increases—even a tiny bit. You must use 
technology. 

Customer service action 
Speed on live chat is of the absolute essence. Let Angela 
know that it’s you she’s speaking to and communicate the 
next steps. Then, Angela gets an SMS from the restaurant, 
“I’m outside with your order and a free dessert. Sorry for the 
delay!” Clear the queue of all requests from Angela. She’s 
happily eating now. 

Takeaway 
Any news, even if it’s bad news (the restaurant forgot your 
order), is better than no news at all.  

Where‘s my food!!!?
OK, no more playing around. Angela’s taking it public. She sees a post 
on your Facebook Timeline from another hangry customer and adds her 
comment along with order number, hashtag #not cool. 

Seriously, feed me! 
Another 5 minutes go by, Angela’s eaten all the crackers, and her order 
is 20 minutes overdue! The restaurant had a sudden rush of orders and 
didn’t communicate their backlog. This fact is irrelevant to Angela. She 
paid you money, now you better give her customer service. She starts the 
live chat, already annoyed.  

https://www.niceincontact.com
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A hangry customer is hard to please and they channel hop because they want 
service immediately. In Angela’s case, she didn’t have 5 minutes to spare. 
Unifying digital customer service channels is mission critical when you’re dealing 
with channel hoppers—remember, that’s nearly 75% of your customers. 

In order to prepare, brands must move beyond manual customer service 
via native platforms—switching between tabs, hitting refresh—and use 
customer service technology to bring these channels into one place. 

Unify Digital Channels for Channel Hoppers 
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With Unified Digital Channels 

ü Everything in One Place: all 
customer service requests, 
regardless of channel, are 
streamlined into one interface. 

ü Real Time Collaboration: 
teams can collaborate within one 
system and add value to their 
teammates’ work—not hinder it. 

ü Keep the Context: agents know 
the full context of the service issue 
and can reach a resolution faster. 

Without Unified Digital Channels 

û Too Many Tabs: keeping tabs 
open for Facebook, Twitter, live 
chat and email is a disaster waiting 
to happen, even for small teams. 

û Duplicate Work: without 
shouting around the room at 
each other—“I’m helping Dana 
on Twitter!”—there’s no way to 
know who is helping whom.

This is not only a big waste of 
time, it’s upsetting for customer 
service agents who feel like 
their energy is wasted. 

û Customers Must Repeat 
Problems: from a customer 
experience perspective, this 
is the single biggest reason to 
unify digital service channels. 

Technology Tip 

Use a “push-pull” system for 
routing interactions. Issues will be 
assigned to the most relevant agent 
with push and agents can help 
support team efforts with pull. 

Establish intelligent routing not only to 
avoid duplicate efforts, but to assign 
tasks that agents are most skilled in. 

Go further with social customer 
data integrated into social customer 
service to develop relationships 
beyond the immediate transaction. 
Know if you’re speaking to a VIP, first-
time customer or frequent buyer.

https://www.niceincontact.com
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It feels good to be remembered. Even the slightest hint of a smile from the 
bus driver on your regular route or a pre-emptive double short latte? from 
your barista can make all the difference in your customer experience and 
relationship to the brand. At the end of the day, yes, product does matter, but 
having great customer relations can serve as a buffer while in constant pursuit 
of product perfection. 
 
But how can you replicate the natural way of a face-to-face customer 
relationship with only digital communication? The answer, Social Customer 
Service. It’s the best way to get a snapshot of the person you’re interacting 
with both in a public sense (social media profiles) and in terms of who they are 
as your customer (notes, past interactions, sentiment). 

Here’s an example of how Social Customer Service can help service a complex 
social interaction that develops over time. Let’s take the example of a retail 
store that sells beds online and Frank, a building manager. Frank is no internet 
newbie and this is certainly not the first piece of furniture he’s purchased 
online. He is as well known in the online bed scene as anyone ever could be 
and always does his research online before purchasing. 

3.2 
Build Loyal Customers 
with Social Customer  
Service
Frank’s long adventure in pursuit of a great bed

https://www.niceincontact.com
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Step 1 Step 2Forums and Blogs Facebook

Customer service action 
Listen and interact with Frank. Keyword-based monitoring 
identifies brand and competitor mentions and important 
keywords or phrases.

Tag Frank as an influencer in your contact center system. 
He’s a customer who has expressed a clear interest in your 
product. You want to know about him.

Takeaway 
Identify where you are in terms of digital customer service 
scope and scale from there. Create a forum and blog response 
strategy that is closely integrated with marketing and PR.

Customer service action 
Keep Frank in the loop and let him know that you have 
something coming up soon. Share the link to your newsletter 
and ask him to keep an eye on your Facebook page for an 
upcoming offer. 

Takeaway 
You don’t have to give away your whole marketing campaign 
to include a little coming-soon teaser.

Where should I buy a bed? 
Frank has it narrowed down to you and your closest competitor, but he’s 
not sure if your higher price is worth the quality. After research on blogs, 
he posts his own question on a forum: “Hey fellow bed seekers, do you 
think the higher price is worth the cost? Will I lose sleep over $50?” 

Finding the deal 
After posting on the forum Frank goes to your Facebook Page to see if 
you have any upcoming offers. He doesn’t see anything, but posts on 
your Timeline anyway just to see if he gets lucky. You have a summer sale 
coming up, but the details aren’t public yet.  
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Step 3 Step 4E-mail Instagram

Customer service action 
When Frank sends the email requesting a last-minute delivery 
adjustment, it’s prioritized based on influence thanks to Social 
customer service (you tagged him as an influencer). You 
respond to him with a personalized touch and reschedule 
delivery for Wednesday. 

Takeaway 
Every customer deserves great customer service, but this 
doesn’t mean you shouldn’t use technology to identify and 
prioritize requests based on influence.  

Customer service action 
At this point, Frank’s your buddy. Everyone on the customer 
service team knows Frank because he also messaged you 
on live chat to say thanks for changing the delivery time. This 
is when Social CRM makes customer service really sweet. 
Respond to Frank with a friendly thanks and compliment him 
on his selection. 

Takeaway 
When customers engage with you, you better engage back. 
That’s what social media is all about. It’s a two way street and 
that’s awesome.

Change delivery 
Frank finally decides to order after 2 months of waiting. This time Frank’s 
ordering 6 beds! But the day before delivery, only 20 minutes before closing, 
he needs to change the delivery time. Frank sends a desperate email! 

Show off a job well done 
Frank’s proud of his work. He finally managed to get all three flats furnished 
and wants to show off the king size bed he added to the master bedroom. He 
snaps a pic and posts it to Instagram, hashtag #living large, @your company.  
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Call Center software has been an important part of business processes 
for several decades. However, due to their age, many legacy systems have 
no idea how to connect to social media. Handling social in the contact 
center is not generically different from a traditional call center, but adds a 
piece of the social puzzle giving better information about lifestyle, social 
status and context of service issue. Think about it this way. Customers 

are telling you their preferences on social media all the time. The data’s 
there, but you need a tool to organize the information and make sense of 
it all. Social channels integrated into your customer service software paint  
a full picture of customer influence, and past interactions across multiple 
channels and allows for a truly personalized experience. 

Social Customer Service for Relationship Building 
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With Social in the Contact Center

ü Build Relationships Overtime: 
understand recent and historical 
customer touch points to provide 
meaningful, efficient service.

ü Deliver the Right Message: 
offer the right products and 
services to the right customers. 
Do you have a special offer for 
first-time customers? Or a loyalty 
discount for VIP customers?

ü Make it Personal: customer service 
becomes more than just getting a 
problem figured out. It becomes 
a meaningful moment of direct 
connection with your customer.

Without Social in the Contact Center

û It’s Just Another Customer: 
this treatment can make first 
time customers feel stupid and 
loyal customers feel abused.

û Standard Message: messaging 
must become standardized 
because you don’t know who 
you’re talking to. It’s not feasible 
to offer tailored support.

û No Personalization: OK, so 
you used their name, that’s a 
nice first touch. Without social 
customer service, this is where the 
personalization begins and ends.

Technology Tip 

Use Social customer service 
on Two Levels:
1) quick snapshot to get context— 
frequency of contact, sentiment
2) drill down to understand specifics—
notes, details of past interactions

Let Social customer Data Shape Your 
Message: all customers are important, 
but they’re not all alike. Use Social 
customer service to help tailor your 
message to best suit customer needs.

Remember Customers and Customers 
Will Remember You. Even the slightest 
personalization (how’s the weather in 
San Jose?) can make all the difference.
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3.3 
Stay Cool Under 
Pressure with 
Smart Technology
The Marketing Campaign that never was:
where’s my 20% discount?

You know that feeling. It’s when the queue is full and the conversation on 
social media is spinning out of control! A surge in demand for customer 
service could be due to a big network outage, a crashed website, slow 
service or an online campaign gone wrong. 

To triage the situation, social posts need to be weighted by influence and 
assigned with priority (intelligent routing), while FAQs must be answered 
quickly with support from dynamic pre-defined responses (knowledge 
base). Without these features, you’ll be left with an emotionally depleted 
customer service team and a nasty conversation on social media.  

Here’s an example of how to provide customer service when everything 
breaks. The story is about a telco company and the marketing campaign 
that never was. This time, it’s not just Frank or Angela we’re dealing 
with, we’ve got a swarm of angry customers larger than Eyjafjallajull (that 
volcano that set off the social customer service revolution in the first place) 
demanding answers! 

Say hi to Molly. Just like her owner, 

she’s sweet but feisty.
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Step 1 Step 2E-mail Facebook

Customer service action:
 It’s crucial to keep customer service in the know for marketing 
activities. After all, they’re the ones who have to put out fires. 
It’d be handy if you gave them the address of the fire in 
advance of a total meltdown. 

Takeaway: 
Don’t put marketing and customer service in silos. Social 
media connects them now more than ever.  

Customer service action: 
Respond to the post on Facebook and inform them of next 
steps: can they expect a reply in 5 minutes? Do you need to 
investigate and find the source of the problem? 

Takeaway: 
Customers can sometimes get help from a conversation 
you’re having with another customer. This is the beauty of 
public customer service. 

The email is sent 
It’s a Friday evening and Ross, your email marketing manager, just sent a 
large batch of newsletters announcing a limited time sale. But the link is 
broken, panic ensues.  

The first sign 
It begins with a frantic post on Facebook. How can I get my 20% discount 
you promised? The customer may or may not inform you of the source of 
their frustration (broken link in email) so it’s up to you to triage the situation 
and create a plan.  
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Step 3 Step 4Twitter All Channels

Customer service action: 
Write 2-4 versions of a template response that will cover a 
large majority of questions and prepare this in your software’s 
knowledge base. A few clicks and this is synced for all agents.

Prioritize and route requests to the most relevant customer 
service agent with automated intelligent routing. Keep track 
of pending issues and conversations within conversations 
with an automated to-do list. This will serve as task manager 
and add clarification to an otherwise unmanageable growing 
social thread. 

Takeaway: 
Posting the exact same response to every single question 
can make customers feel unimportant. Use variety without 
sacrificing efficiency. 

Customer service action: 
For the sake of consistency, efficiency (and plain old common 
sense) same-agent-same-customer rules must be set so that 
multiple agents aren’t unnecessarily providing support to the 
same customer. 

Takeaway: 
Don’t leave customers without answers. This will only encourage 
them to hop to additional channels in search of help.

Houston, we have problem 
Only a few more minutes pass and it becomes painfully clear that you 
have a crisis on your hands. Twitter is spiraling out of control, it’s hard to 
keep track of new posts on Facebook, live chat is feverishly flashing and 
emails are stacking up.  

Follow through 
Now that you’ve triaged the situation and all customers have been 
acknowledged, you must simultaneously follow through and resolve the 
issues.  
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Social media storms happen to the best of us. Even great companies 
with great products will eventually face the wrath of social media more 
than once. It’s not all bad news, but you need to have technology in 

place to handle this sudden rush of demand. Use intelligent routing to 
prioritize, auto to-do lists to remind and knowledge base to do all of this 
at lightening speed! 

Combine Technology with Teams for Excellent Customer Service 
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With Intelligent Routing

ü Prioritized by Influence: posts 
with the most interactions, and 
thus influence, are resolved first.

ü Same Customer, Same Agent: 
build rapport and don’t make the 
customer repeat their problem.

Without Intelligent Routing

û No Prioritization: a negative 
post with significant reach will 
go unanswered for too long.

û No Agent Consistency: customers 
are forced to start at square one with 
each new agent they encounter.

Technology Tip

Intelligent Routing will automatically 
triage an out of control situation. 

Customers are more likely to demonstrate
loyalty if you demonstrate loyalty to them.

With Auto To-Do List

ü Clear Service Journey: 
automatically thread conversations 
together as they evolve and flag new 
interactions that require action.

ü Agents Take Ownership: 
pending requests stay with the 
same agent and see the issue 
through to the resolution.

Without Auto To-Do List

û Chaos Ensues: interactions get lost, 
issues are left unresolved and it’s 
nearly impossible to identify new 
requests within an existing request.

û Pending Issues are Forgotten: 
a growing social media thread will 
always have pending issues that will 
get lost without a smart to-do list.

Technology Tip

Prepare for Complex Conversation and 
use technology that understands this 
complexity.

Use software that can identify 
pending issues within the software 
itself. Email alerts alone won’t do.
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With Knowledge Base

ü Stay on Tone: find a delicate 
balance between personalization 
and robotic customer service .

ü Provide Fast Service: use 
canned answers to quickly 
distribute a message to many 
people in a personalized way.

Without Knowledge Base 

û Loss of Brand Voice: in the 
feverish rush to reply to all the 
customers. Not to mention, 
the unflattering typos.

û Slow Response Time: typing 
50 different ways of “our 
website is down” is a waste of 
time and slows services.

Technology Tip

Upload messaging documentation 
directly into CRM software.

Connect keyword based monitoring 
to Knowledge Base to increase 
relevance of suggested response.
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Social media has re-defined the rules of 
customer service and engagement from: 

• physical to digital 

• private to public 

• delayed to immediate 

• centralized to community

• in-store to virtual 

• telephone to mobile 

• letter to social/messaging 

• Not all social networks are made alike and brands must 
understand the intricacies of each social network (who, what, 
when, where) in order to provide the best possible customer 
experience.  

• Customers will use the channels that best suit their needs find 
a solution that can unify all digital service channels.  

• Use Social CRM to build lasting relationships over time.  

• High demand customer service must use intelligent routing to 
avoid an unprioritized stream of incoming requests.  

• A smart Digital-first Omnichannel contact center solution is 
needed to handle and resolve a complicated social thread. 

Conclusion:  
Smart Technology  
Simplifies a Complex  
Social Thread
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About 
NICE inContact CXone
The digital revolution is in full swing. If you want to keep up with your customers’ growing needs and 
demands, you need a contact center solution that enables you to address them.

NICE inContact CXone, the world’s #1 cloud customer experience platform, transforms your call cen-
ter software — empowering exceptional agent and customer experiences: every channel, every time. 
CXone is the first and only platform unifying best-in-class Omnichannel Routing, Analytics, Workforce 
Optimization, Automation and Artificial Intelligence — all built on an Open Cloud Foundation.

CXone facilitates addressing customer expectations to stay ahead of the competition by actively taking 
on and resolving the challenges of the digital revolution. With CXone, you can offer your customers the 
best in class digital experiences they crave, while improving agent engagement and reducing cost.

Do you want to stay ahead of the curve? Let’s get in touch! www.niceincontact.com

NICE inContact
NICE inContact makes it easy and affordable for organizations around the globe to create stand out 
customer experiences while meeting key business metrics. NICE inContact provides the world’s #1 
cloud customer experience platform, NICE inContact CXone™, built on an open cloud foundation 
that is flexible, scalable and reliable for enterprise, small business, government and business process 
outsourcers. NICE inContact is a part of NICE (Nasdaq NICE), the worldwide leading provider of both 
cloud and on premises enterprise software solutions.
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