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Hello! I’m so glad you’re here.

During the pandemic, customers who used social media for support 
increased by 110%! And we only see that number growing. So, yes. 
It’s wonderful (and important!) that you’re reading this ebook.

The would-be and current customers of your business expect faster 
and more personalized experiences than ever. This was true even 
before the COVID-19 pandemic. According to HubSpot’s Annual State 
of Service Report, 93% of customer service teams say customers 
have higher expectations than before the pandemic. 

If we know that customer expectations and experience are key 
drivers of brand loyalty, we also know it’s  time to shift away from 
archaic, service-based approaches of caring for our customers 
and move toward a smarter, more proactive approach to creating 
customer experiences that impact the bottom line.

This can only be achieved by understanding the key differences 
between customer service and customer care and by making 
listening to your customers a top priority. Once you have a process 
for listening to your customers and capturing their feedback, you 
will be well on your way to delivering an experience that delights 
customers at every step along the digital customer journey.

Welcome

https://www.hubspot.com/hubfs/assets/flywheel campaigns/HubSpot Annual State of Service Report -%202022.pdf
https://www.hubspot.com/hubfs/assets/flywheel campaigns/HubSpot Annual State of Service Report -%202022.pdf


We hope this guide is a great jumping off point for creating your 
business’s very own customer care strategy, but if you’d like a 
little more of an in-depth introduction, check out B Squared Media 
Founder and CEO Brooke B. Sellas’s book Conversations That 
Connect: How to Connect, Converse, and Convert Through Social 
Media Listening and Social-Led Customer Care. 

Or, you can chat with Brooke by booking a free 30-minute 
consultation to discuss your social media customer experience goals 
and determine if B Squared Media is the right partner for you.

https://bsquared.media/conversations-that-connect-book/
https://bsquared.media/conversations-that-connect-book/
https://bsquared.media/conversations-that-connect-book/
https://bsquared.media/free-consultation/
https://bsquared.media/conversations-that-connect-book/
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While price will always remain a decision-making factor  
for consumers, customer care is quickly climbing the 
ranks. In fact, 86% of buyers are willing to pay more for  
a great customer experience. 1

And while brands have myriad ways to meet consumers where they are along the digital 
customer journey, providing remarkable customer care throughout the entirety of the 
journey is paramount.

 
Social Media Customer Service
So, what exactly does it mean to have exceptional customer care? For starters, customer 
care isn’t simply customer service. We hear this common misconception a lot. Here’s what 
makes the two distinctly different.

1	  https://www.superoffice.com/blog/customer-experience-statistics/
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Customer service is often referred to, in the social media sense, as social media 
moderation. When we talk about moderation, we define it as managing messages we 
receive on our social media channels. That, inherently, makes social media moderation – 
and social media customer service – a reactive strategy or tactic.

I’m not saying we don’t need social media customer service or moderation, we do! But we 
also need to think about being proactive. If you truly want to differentiate your brand from 
all the others out there, you’ll have to go further than reactive measures.

Let me give you an example. Moderation of messages that you can receive only happens 
when… 

•	 Someone messages you directly on your social media channel (PM or DM)

•	 A user comments on one of your social media posts

•	 Your brand is tagged (using the @ symbol) in a user post or comments

However, if you aren’t tagged, you likely won’t see a notification to be able to answer, or 
moderate, that mention or support request.

Additionally, what if someone mentions your products or services and doesn’t tag your 
brand? These are also messages where you are being mentioned but you won’t receive 
any notifications.
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When we think of customer service, we think of customer satisfaction score (CSAT), 
customer effort score (CES), and Net Promoter Score (NPS). These metrics help customer 
service teams gauge what they are doing well and how they can improve. These metrics 
should be top of mind for all support teams given that 52% of U.S. customers have 
switched providers in the last year because of poor experiences.2

Social Media Customer Care
Unlike customer service, social media customer care refers to ALL the interactions a 
customer has with your brand – even before they’re a customer.

In addition to the above mentioned metrics, customer care metrics might also include, 
among others, customer lifetime value (CLV), customer churn rate, and customer retention 
rate. Customer care gives us even deeper insights into how we can exceed customer 
expectations both pre- and post-purchase.

Additionally, social media customer care is proactive. Customer interactions occur 
throughout the entire customer journey. Most interactions are the result of marketing 
campaigns, sales promotions, or service-related issues, which means customer care plays 
a key role in demonstrating return on investment for the business. 

Social media customer care is one of the only marketing initiatives that both retains and 
acquires customers.

With a mind-boggling 54% of impulse purchases happening online, there is a major 
opportunity for businesses to anticipate customer expectations and squelch problems 
before they occur using social media, email, company websites, and more3.

Now that we’ve distinguished the differences between social media customer service and 
customer care, here’s how to make customer care a top priority and future-proof your 
brand or business.

2	  https://www.qualtrics.com/experience-management/customer/service-metrics/
3	  https://www.linkedin.com/pulse/in-store-vs-online-creating-single-retail-customer-experience-/
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Customer Experience & Engagement
With the internet, social media sites, and smartphones, customers expect a good 
experience at every touchpoint. It doesn’t matter if you “aren’t that good at Twitter”  
— if your customer reaches out there, they presume they’ll get a response.

Convince and Convert expands even further on the definition of customer experience  
by saying:

“Simply put,  customer experience  is the combined interactions a 
customer has with your brand. It looks at the lifecycle of the customer, 
mapping each and every touchpoint the customer has with you. It 
highlights where you’re delivering an exceptional experience, building 
loyalty and advocacy. And where you’re delivering a poor experience, 
driving your customers to competitors.”

Ouch… driving customers to competitors? 

Today, brands must rework their digital strategies to ensure customer engagement and 
care are top priorities. But it’s hard to know what to fix when you don’t know what’s 
broken. 

There are well over 20 ways organizations can listen to their customers. This means that 
customer service teams no longer have to rely on surveys alone to gauge feedback. 
Companies can use a variety of listening methods—from website feedback and social 
media to focus groups and online communities—to learn more about where and how the 
experience can be streamlined and improved. 

Preparing For Customer Expectations
To start, you must ask yourself this question …

“What will my customers demand?”

Arguably, the answer is EVERYTHING.

https://www.convinceandconvert.com/online-customer-experience/guide-to-customer-experience/
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As research from the Walker report, Next-Level CX for B2B, shows, customers expect their 
interactions with businesses in both the consumer world and the B2B sector to be…

•	 Personalized. Customers expect a personalized experience.

•	 Fast. Immediate gratification is not fast enough.

•	 Easy. Consumers will communicate with you through their preferred method  
(not yours).

Effectively, to compete today, you must know your customers inside and out. You also 
must meet them where they are.

The ways in which customers or consumers reach a brand are ever-growing. It’s your job 
to understand which channels are used the most by your audience(s) and adapt quickly to 
be present there.

[Image Source]

https://walkerinfo.com/docs/WALKER-Next-LevelCXforB2B.pdf
https://www.tidio.com/blog/customer-experience-study/
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To adequately apply customer care, your customer support functions must move past 
“one size fits all” and find ways to be more proactive. 

Being Proactive with Customer Care
As mentioned, customer service, while responsive, is passive since customer service reps 
are usually only responding when a brand or company is mentioned.

With social media customer care, companies strive to be proactive in their approach by 
providing ways in which their customers can start conversations before purchasing.

Five Ways to Be Proactive …

1.	 Answer all inquiries (and quickly!)

2.	 Recognize recurring customers

3.	 Reward compliments

4.	 Offer self-service options and education

5.	 Understand customer sentiment

Customer care and service professionals have already seen their roles change…and more 
change is coming.

Additionally, they’ll need intelligent tools to help them understand their customers inside-
out.

Intelligent Tools Lead to Smarter Strategies

It’s overwhelming to think of each place customer data lives today. The two biggest issues 
we hear from clients are…

1.	 It’s difficult to track/collect all data points

2.	 Customer support teams are unsure of how to use data to plan for the future

Frankly, using customer care data for future planning is a much longer conversation. 
However, there are many places you can look to collect customer data points.

https://bsquared.media/intelligent-tools/
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Here are just a few to consider…

•	 Your website

•	 Call center or support desk

•	 CRM

•	 Point-of-sale or purchase history

•	 Surveys

•	 Social media channels

•	 Owned online communities

•	 Social listening or sentiment tools

Above all, you need a plan in place for collecting data, storing it, analyzing it, and taking 
action with your findings. Remember, there is no “one size fits all”. Your social media 
customer care team should be customized based on things like your company’s size, 
business goals, and your specific customer needs.

https://bsquared.media/use-social-listening/
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So, you know the differences between social media customer service and customer care 
and you know how to prepare for customer expectations. You also know several ways to 
shift from being reactive to more proactive, and you have a solid list of places to begin 
collecting customer data points. 

Now it’s time to dive in!

The good news is that it’s easy to experiment with different ideas to reach your target 
audience and provide a stellar customer care experience online. 

The great thing about social media is that it’s rapidly becoming the place to generate 
reviews and respond to customer questions. Therefore, carrying out customer service on 
social media should be one of your business goals. 

Both businesses and consumers are gathered collectively on social media. When the 
Pandemic, lockdowns, and health concerns raged on, social media was quite simply one of 
the easiest places to connect with your community. And it still is. 

Here’s how you can carry out customer care on social media and set your brand apart 
from competitors.

Consumers, The All-Powerful
First, the data.

The Harris Poll, on behalf of Sprout Social, surveyed more than 1,000 US consumers and 
250 business executives to better understand how they use social media, the importance 
of social media marketing, social media’s impact on organizations and how its influence 
will change in the coming years.

•	 55% of consumers learn about new brands on social

•	 68% of consumers agree that social media enables them to interact with brands and 
companies

•	 43% of consumers increased their social media use to discover new products in the 
last year

•	 78% of consumers are willing to buy from a company after having a positive 
experience with them on social

https://sproutsocial.com/insights/data/harris-insights-report/
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[Image Source]

And just look at the chart above. 67% of consumers said that ‘responsive customer 
service’ was the top way to create a positive brand experience on social media.

If you’re familiar with B Squared Media, you know that we always refer to responsive 
customer service as Customer Care rather than social media customer service. 
Furthermore, a positive customer experience (CX) encourages would-be customers to 
make a purchase from your brand.

And even more importantly, positive encounters with consumers mean they are more 
likely to choose your brand over competitors, recommend your brand to their peers, and 
preserve brand loyalty.

Your Social Media Customer Care Strategy
Your social-led customer care strategy should start with social listening. Listening can help 
you home in on what your community is already saying about your brand, your industry, 
and your competitors.

https://sproutsocial.com/insights/importance-of-social-media-marketing-in-business/
https://bsquared.media/mapping-customer-journey-with-customer-care/
https://bsquared.media/competitive-edge-social-listening-strategy/


B Squared Media   |   Social Media Customer Service for Beginners   |   16

There’s also ‘sentiment’, which can help you gauge if what’s being said is

•	 Positive

•	 Neutral

•	 Negative
 

[Source: Sprout Social Listening Tool]

By putting social listening first, you’ll be able to see how needed customer care on social 
media may be for your brand.

Next, you’ll want to outline which platforms — and which messages on those platforms — 
your customer care strategy will address.

Things to consider…

•	 Pick points of contact by service, product, or issue type

•	 Establish the processes and workflows around triage

•	 Decide who your social team will go to when they can’t resolve an issue on 
their own

https://sproutsocial.com/features/social-media-listening/
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When it comes to processes and workflows, or ‘triage’ as we’ll call it, here are a few 
critical questions to ask.

•	 Will you respond to ALL messages; what will, or won’t you respond to?

•	 What are the rules of engagement for trolls, spam, or users creating discomfort in 
your community?

•	 How will you encourage positive brand conversation?

•	 When does messaging require a full response versus a simple like or emoji 
reaction?

•	 Which scenarios will warrant moving conversations to direct messaging?

Obviously, your style guide and tone of voice should be well known for the community 
managers engaging in your customer service on social media. Nailing your customer 
service voice is super important!

Lastly, get clear on which platforms you’ll be most active on (social listening will help you 
decide this!), what additional contact methods you may use, and your customer service 
hours.

A Tactical Approach to Customer Care
Now that you’ve built a strategy, you’re ready to get started! Here are a few more tips for 
this critical period …

1.	 Document Everything! Develop a process to collect data on things like…

•	 Frequently asked questions

•	 “Themes” or customer support topics

•	 Content themes across your most engaging social media posts

•	 Troll and spam policies

•	 How to handle complaints when they need the attention of another department 

2.	 Create a workflow for your inbox. By organizing your inbox, you can implement 
filters or tags to help you understand customer support topics that pop up the 
most. Sprout Social, for instance, allows you to either manually tag inbound 
messages or add auto-tags that get automatically applied based on Inbox and 
keyword rules. Then, you can evaluate this data to identify opportunities for 
customer care content that anticipates needs and questions before customers 
reach out. 

https://bsquared.media/social-customer-service-voice/
https://bsquared.media/social-customer-service-voice/
https://bit.ly/3m3EkF3
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3.	 Be ready to deploy your crisis plan. What will executing communication around a 
crisis look like?

4.	 Regularly update customers’ FAQs as they evolve. This will help guide community 
managers on how to answer new needs or questions that arise.

5.	 Speed is everything with your responses. Full stop.

6.	 Share relevant insights beyond the social team. The social intelligence you’re 
gathering around your audience/community and their needs are invaluable. Your 
whole organization should benefit.

Social media platforms offer an opportunity to attract, engage, and support both your 
would-be and current customers. As you build your brand’s customer service on social 
media strategy, focus on the items listed in this blog post for success.

How Does Your Organization Value 
Customer Care on Social Media?
You may argue that your company doesn’t have the bandwidth for dedicated social media 
monitoring and response for customer service. Unfortunately, your customers don’t care.

Today’s consumers expect every brand to meet the bar set by larger brands for instant 
or almost-instant responding to questions or complaints. More than half of consumers on 
social say they interacted with a brand on social media for a question or concern. Trust us, 
they’re not just there for cute images and videos.

However, it’s worth mentioning that many brands are still failing to respond to all incoming 
messages. You definitely can’t get to being proactive if you aren’t even monitoring all of 
the reactive mentions.

One of the biggest reasons your social media teams need to put an emphasis on social 
media moderation and responding to ALL messages is because of the large shifts social 
media is undergoing.

Marketers are used to relying heavily on word-of-mouth marketing and online reviews 
shared across social channels to attract new customers. However, brand conversation and 
engagement is now expected during social media conversations.

https://bsquared.media/social-intelligence-learning-customers-through-social-media/
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In a Publicis + Twitter study “#LetsTalkShop, the stats are wildly convincing.

•	 92% of people surveyed said they actively seek out comments about brands, 
products, or services on social media channels

•	 68% said their impression of a brand was changed (positively) as a result of 
experiencing brand conversation

•	 Over 50% of shoppers are impacted by brand conversations

 
And yet, even with all the research pointing to how critical it is to respond to every social 
media mention … to ensure that social media moderation is the foundation of your social 
media strategy, brands still aren’t doing it.
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In fact, a recent report by Sprout Social shows that brand response rates have gotten 
worse since 2020.
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Bearing in mind what we said about the importance of conducting customer care online 
and how social media is an easy entry point, don’t be afraid to use a combination of the 
ideas we have presented thus far to shape your own strategy. 

In this section, we will go into more detail about how to use social-led customer care to 
build customer loyalty and to nurture relationships with your customers, even when what 
they have to say isn’t great. 

The public (namely, Millennials and Gen Z) have proven that they will use social media as 
their research tool for deep dives on brands, sharing their experiences with businesses, 
and even purchasing products via social media. But don’t discount Gen X and the Boomer 
generation because they have embraced social media in their own ways.

Here is a list on how to leverage social media customer care for your business.

Build Customer Loyalty
First, a strong sense of customer loyalty is elusive. Millennials and Gen Z will go with what 
speaks to them at the moment. Having said that, there are ways you can build loyalty with 
your customers. 

One of the ways to leverage social-led customer care is by engaging with customers daily. 
These are a few suggestions on how you can build your customer loyalty:

•	 Be a transparent brand. In other words, if you have a misstep, own up to it.  
And if your brand stands for something, say it! It’s been shown that 73% of  
Gen Z consumers are willing to pay 10% more for sustainable products, value 
personalized products and are often drawn to brands that share their point  
of view on political issues. 
 

[Source: Sprout Social]

https://www.thedrum.com/profile/whatagraph/news/social-media-the-generation-gap-brands-can-exploit?utm_source=&utm_medium=email&utm_campaign=&utm_content=&utm_term=
https://www.thedrum.com/profile/whatagraph/news/social-media-the-generation-gap-brands-can-exploit?utm_source=&utm_medium=email&utm_campaign=&utm_content=&utm_term=
https://www.ipsos.com/en-ke/focus-gen-z-values-make-your-brand-resonate-consumers
https://www.ipsos.com/en-ke/focus-gen-z-values-make-your-brand-resonate-consumers
https://sproutsocial.com/insights/data/social-media-transparency/?utm_source=blog&utm_medium=email&utm_campaign=blog&utm_content=&utm_term=
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•	 Engage with all the positive and negative comments. Acknowledgment is key 
to loyalty. Loyalty is earned with every affirmation in the comments and direct 
messages (DMs).

•	 Calls-to-action (CTAs) further provide recognition. When you propose a CTA to 
your audience (ex: What would you like us to share next?), then they know their 
opinions count. Furthermore, when you reshare their content, you earn loyalty via 
UGC (user-generated content).

These actions pave the way to customer loyalty. 

Be Your Own Bullhorn
Secondly, customer care on social media provides a voice to both the consumer and the 
brand. But how do you want that voice to sound? These tips should help:

•	 Tone of voice is loud. In other words, a chaotic tone of voice shows customers 
that you are not on the same page as your team. The reverse is that customer care 
teams on social media are at their strongest when they are consistent. Provide the 
team with guidelines on language and tone. Nothing screams consistency more 
than having a seamless tone of voice representing the brand. 

[Source: Dove on Twitter]

https://twitter.com/Dove?ref_src=twsrc%5Egoogle%7Ctwcamp%5Eserp%7Ctwgr%5Eauthor&utm_source=&utm_medium=email&utm_campaign=&utm_content=&utm_term=
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•	 Social scripts are great guidelines to lean on. In addition to having a consistent 
tone of voice, it’s also important to have scripts ready to help align with empathy 
when handling customer issues. These are helpful in a pinch, but feel free to go off-
script when necessary. Sometimes, going off-script feels more authentic, and that’s 
what consumers want. Here is a blog article we wrote titled “25 Scripts For Aligning 
With Empathy With Your Customers”. You can use it as a starting point for writing 
your own social scripts.

•	 Take the public conversation to the DMs. Customers tend to rant publicly about 
brands more than they do in direct messages. When this happens, you can leverage 
your social-led customer care team by reaching out directly to the public comment. 
At that point, it’s wise to let them know you’ve also sent a DM so you can further 
help with the issue they are experiencing. Why comment publicly and privately?  
It’s simple – you want to make sure anyone following this public comment sees that 
the brand has been responsive and is actively working to resolve the issue. 

Don’t be known as a brand that only replies to the negative. And don’t be the brand 
only replying to positive and ignoring the icky stuff either! You can leverage your social 
media customer care team by being effective before an issue arises. Engage with all the 
comments to create an approachable relationship. Trust us, it helps in the long run!

Summing up, you are building a relationship with your consumers. And that relationship 
is easily a two-way street. It’s never been more accessible for brands to communicate 
directly with their customer base (and vice versa) than it is now.

Twitter, Instagram, Facebook, and LinkedIn are just a few of the platforms that have 
provided customers and brands with voices. When attention is given, good or bad,  
the customer experience is elevated.

https://bsquared.media/25-scripts-for-aligning-with-empathy/
https://bsquared.media/25-scripts-for-aligning-with-empathy/
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While doing research for my book, Conversations That Connect, I realized one of the 
reasons we have customer care all wrong is because there’s so much misinformation out 
there.

Now that you’re well on your way to creating your own customer care strategy that builds 
loyalty and improves the customer experience, it’s time we talked about some of the most 
outrageous customer care myths.

1. Customer Care Is Only for Customers

Wrong!

First, I can see why this one gets misconstrued. The word “customer” is right there in the 
title of customer care. However, when we talk about digital customer care we’re talking 
about the entire digital customer journey. And that means we’re talking about both pre-
purchase and post-purchase support.

Second, it goes far beyond customer support (customer service). Customer care is about 
a comprehensive approach to your audience and the digital customer journey When 
done well, it can impact almost every element of your operations. And to speak frankly, 
providing stellar social media customer and community care means more money.

That’s right! Brands with superior customer experience bring in 5.7 times more 
revenue than competitors that lag in customer experience.

Last, this is why understanding the correlation between obtaining customer loyalty and 
how you serve your customers throughout the entire customer journey – including the 
digital customer journey (DCJ) – is critical.

2. Customer Care Is About Rolling Out the Red Carpet  
at Every Touchpoint

Nope! It’s the opposite of this customer care myth.

People tend to think of the best customer experience as the same as “rolling out the red 
carpet” — a huge fanfare. This leads to CMOs and marketing leaders thinking how they 
can give their customers a parade down the entire path to purchase, which immediately 
feels scary and not scalable.

But CX and social media customer care is really about finding potholes during the DCJ and 
fixing them, so the journey is smoother and more pleasant.

https://www.amazon.com/gp/product/B0B457G51F/ref=dbs_a_def_rwt_bibl_vppi_i0https://www.amazon.com/gp/product/B0B457G51F/ref=dbs_a_def_rwt_bibl_vppi_i0
https://bsquared.media/19-digital-touchpoints-buyers-journey/
https://www.forbes.com/sites/blakemorgan/2019/09/24/50-stats-that-prove-the-value-of-customer-experience/?sh=335de2ea4ef2
https://www.forbes.com/sites/blakemorgan/2019/09/24/50-stats-that-prove-the-value-of-customer-experience/?sh=335de2ea4ef2
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Too many businesses and brands aren’t investing resources into digital customer care 
channels because they view it as a cost. If your current digital customer care goal is 
making customers happy while “doing more with less” – you’re doing it wrong. Customer 
relationships are the key to today’s online marketing landscape, while poor customer 
experience can damage the reputation of your brand in an instant. 

Once customers are disappointed with a brand, only 18% will keep their business with the 
brand, and only 15% will recommend the brand to friends and family. Let me phrase that 
the opposite way – you could lose more than 80% of your customers if you don’t meet 
their expectations.

Ultimately, it’s not about rolling out the red carpet, it’s reducing clicks, or pain points, or 
time to resolution.

3. Customer Care Myths Usually Involve AI As the Solution

While self-service tactics like artificial intelligence and bots are growing rapidly, there is 
still an urgent need for knowledgeable humans at almost every digital touchpoint.

In fact, many marketers assume that chatbots can be a more cost-effective way to manage 
digital customer care. Indeed, chatbots can be wonderful additions to some customer 
care and community management efforts.

From the consumer side, they can:

•	 Answer frequently asked questions (FAQs) 24/7 with 100% accuracy 

•	 Provide communications instantaneously to multiple users at once

•	 Multitask, including logging data in real time 

And from the brand side, they can:

•	 Reduce human capital/costs

•	 Reduce team fatigue 

But problems can arise when brands begin relying on bots for things they aren’t good 
at. Chatbots are more useful for frequently asked questions (FAQ ) – such as what your 
business hours are or what sizes your products come in.

Customers with more high-stakes questions (is my doctor in-network?) or complex 
problems will probably prefer to talk with a human who can truly converse. They’re 
looking for empathy, understanding, and personalization.

https://www.forrester.com/report/Win-Funding-For-Your-Customer-Service-Project/RES82281
https://www.forrester.com/report/Win-Funding-For-Your-Customer-Service-Project/RES82281
https://bsquared.media/use-personalization-grow-business-2022/
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Chatbots also make less sense for your business if you do not get the same questions 
over and over. For example, I can imagine law firms and accountants getting such specific 
questions that chatbots would struggle to give a helpful response.

4. You Have to Be Responsive 24/7, 365

Sound the buzzer! While 24/7 responsiveness is nice to have, it’s not a must have.

First, before we get into what is the right response time, it’s worth saying no response is 
unacceptable. That might sound obvious. But a survey by ResultsCX found that more than 
half (52%) of those surveyed interacted with a brand on social media for a question or 
concern. Of those, 19% said they did not receive any feedback.

No answer at all? Imagine walking into a store and asking for help and no one answering. 
Seriously?

In today’s (online) reality, you’re in a competition 24/7. Brand loyalty is up for grabs; it’s 
cagey, waning, and customer retention is critical. Get this straight: If you’re not taking 
the time to answer, no answer is your answer. Not only that, with social media you have 
spectators. When you answer quickly, or not at all, you’re also telling onlookers how to 
define your brand.

Figure out how quickly and efficiently you can respond and stick to that. Set up “office 
hours” to show you aren’t available 24/7. Make it clear when you are available and ensure 
when you’re “on” that you’re answering customer care questions as fast as you can.

This is one of those customer care myths that may change! I can see where — as more 
people move online for support needs — expectation will grow around 24/7, 365 
availability.

5. Customer Care Is Always Reactive

Not true! Although many customer care teams live in a reactive state, that doesn’t mean 
you can’t implement proactive measures as a part of your strategy.

When you respond to messages, comments, or questions from your audience, that’s 
reactive. Most customer outreach on digital touchpoints is reactive since they are often a 
one-off interaction with your brand.

However, if brands truly want to succeed on social media, they must also think of how to 
be proactive with their digital customer care efforts. And very few brands are doing this 
well – using social media to build authentic relationships (though they pretend to be doing 

https://results-cx.com/press-release/resultscx-survey-illustrates-increased-consumer-appetite-for-resolving-brand-inquiries-via-social-media-omnichannel
https://results-cx.com/press-release/resultscx-survey-illustrates-increased-consumer-appetite-for-resolving-brand-inquiries-via-social-media-omnichannel
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so). In particular, they are (still) not focusing on the consumers and chasing purchases 
instead of building communities. 

Additionally, social media listening can help you become more proactive. Traditional 
listening opportunities like focus groups are more expensive (time and money). And for 
larger companies, the perception your customers have about your brand can shift in 
weeks, even days. Social media listening offers real-time research, allowing marketers to 
spot micro trends and make micro-level shifts. In this regard, social listening can take you 
from a reactive position to a proactive one, and rather quickly. 

Imagine using social listening to find those pre-purchase conversations and enter  
the conversation to offer help. That’s proactive (and social selling, I might add!)

See the example of how Sprout Social did this when someone asked about social listening 
tools on Twitter.

 
Busting this customer care myth also lends to #1. Being proactive with your customer care 
efforts means helping acquire new customers — not just servicing existing ones.
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Sadly, we haven’t been able to escape these “difficult” times. Remember, everyone 
is facing difficulties right now. So, managing customer expectations is of the utmost 
importance during difficult times. 

And we would be remiss if we didn’t mention it … while the information provided so far is 
the backbone to any good customer care strategy, stepping up during difficult times can 
be what separates the winners from the losers. 

It can be scary, considering you’re also trying to figure things out for yourself and your 
business. But follow the tips below, and we promise you’ll have happier customers.

Communication Is Key
The worst thing you can do is hide things from your customers or wait for a whole gang  
of them to flood your DMs with complaints before sharing information.

Are you experiencing shipping delays? Not only should you have an alert as a banner 
on your website, but you should also include it in the order confirmation emailed to 
customers. 

Not entirely sure when one of your items will come back in stock? Don’t dance around 
customer questions. It’s okay to not know. 

It’s much easier to say something like: 

“Hi NAME, we’re so happy to hear you are interested in X. Unfortunately, 
due to the [name of current issue/situation], we are not sure when we 
will be able to restock that product. Please keep checking our social 
accounts and website for updates, as we are working our hardest to 
bring it back as fast as possible!” 

 
You can also use this as an opportunity to build your email list. Create an option for 
customers to sign-up to be notified when the item they want to purchase is back in stock. 

Keeping an open dialogue with consumers on both your website and social accounts is 
one of the best ways to manage customer expectations.

https://bsquared.media/bringing-humanity-to-customer-care-communications/
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Anticipate Customer Needs
One of our top tips for effective community management is to anticipate customer needs 
and provide solutions. If your customers’ expectations aren’t met, it could be the straw 
that breaks the camel’s back for them.

To avoid an extreme reaction from a disappointed customer, the best thing you can do 
is to offer a solution of some kind. Perhaps you are working with a smaller team and are 
therefore experiencing longer customer service wait times. 

If a consumer messages you about this, be sympathetic, and do your best to offer a 
solution. For example, maybe you reply something like: 

“We are sorry to hear you have been on hold for so long and understand 
how frustrating that can be. We are unfortunately experiencing 
higher call volume currently. If you can provide us with your contact 
information, we would be happy to have someone reach out to you 
directly so you can continue with your day.”

 
If you can predict a shipping delay, product shortage, or the like, let your customers 
know as soon as you find out. Providing a warning before is an extremely effective way of 
managing customer expectations. Along with that, think of ways you can make that period 
easier for your audience. If feasible, provide a discount code for other products, or offer 
free shipping to help make the delay sting a little bit less. 

Your customers will appreciate any effort you put forth in making their experience more 
pleasant.

Be Clear About What’s Changing
A lot of the things we have described above pertain to e-commerce companies, but 
all types of businesses must make changes and manage customer expectations during 
uncertain times.

During the pandemic, we all had to get used to a “new normal,” whether that applied to 
work, grocery shopping, eating out, etc. And not all businesses made the same changes.

https://bsquared.media/social-media-managers-are-essential/
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Indoor dining was allowed in many places, but that didn’t mean all businesses opened 
their doors right away. To keep their staff and customers safe, several businesses kept 
their doors closed and instead focused on online and phone orders. They were clear about 
what they expected from customers in return.

[Source: Elements Facebook Page]

Elements, a local coffee and book store in Maine, not only posted the behavior they 
expected from customers on social media but also used signage to make sure everyone 
knew the protocol upon approaching the storefront. They also encouraged customers 
with drink orders to call instead of ordering online, to ensure that the baristas could 
customize drinks to the customers’ liking.

Though COVID restrictions have greatly eased, making your customers aware of any 
changes you need to implement is a great way to avoid complaints and manage customer 
expectations beforehand.

https://www.facebook.com/ElementsBooksCoffeeBeer/
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Listen To What Your Customers Have to Say
People tend to lash out, and oftentimes you can’t always anticipate the trigger. But that 
doesn’t mean you can’t address problems as they arise. All it takes is a little flexibility.

If you haven’t been the best at managing customer expectations leading up to now, it isn’t 
too late. 

•	 What complaints are you seeing from your audience? 

•	 Are they making any specific requests? 

•	 Is it possible that you may need to send an apology letter to your email list, along 
with a promo code or coupon?

Analyze any negative or constructive feedback and go from there. As mentioned above, 
making an effort matters and you don’t want to just chalk up your lack of response as a 
loss.

Additionally, have your customers been absolutely awesome? Have they provided words 
of encouragement and support? First off, good for you! 

And second, perhaps you dedicate some posts to thanking them! Highlight customers 
who tag you on social or are extra active on your page. Maybe even send them a small gift 
expressing your gratitude. It’s impossible to spread too much love during uncertain times!

You’ve Got This
Nobody’s perfect, but actively managing customer expectations during difficult times can 
be a game-changer for your business. Keep communication lines open, anticipate needs, 
be clear about changes, and listen. 

We promise these simple steps will be effective in not only appeasing your customers but 
strengthening their loyalty to your brand.
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One of your number one goals as a business practicing social media customer care should 
be to participate in conversations with your customers. These conversations give you a 
chance to understand and connect with your customers in deeper ways, ultimately setting 
you apart from the competition. 

Much of this guide has been focused on the touchpoints making up the digital customer 
journey. The word “digital” immediately makes online interactions feel impersonal. But 
they don’t have to be that way!

If you are having trouble bringing humanity to your customer care communications, we’re 
breaking down our strategy for you below. 

The TLDR version?

We must create human experiences on digital channels.

Don’t Be Afraid to Go Off Book
While it’s important to communicate consistent messaging across your brand, don’t get 
so hung up in previously approved messaging that you end up looking like a robot.

To bring humanity to customer care, you need to be truly ready before responding. 
If you’re getting a lot of questions about replenishing your stock and are only sharing 
the same 1-3 answers to each question, you’ll come off as dismissive and robotic. Your 
customers will also catch on to your generic responses, and chances are, they won’t be 
understanding.

Don’t be afraid to tailor your approved response to specific questions. It’s likely what 
has been approved won’t fit every question. Take a moment to see what the customer is 
asking, and make sure you’re answering it correctly.

Bringing humanity to customer care communications involves tailoring your answers to 
each user. While you can go off a basic script, you need to vary the response and add 
more detail when necessary. If you don’t, you’re going to hear about it!

Use Chatbots as A Tool, Not A Crutch
Many consumers want to use chatbots, but it’s easier to do them wrong than it is to do 
them right. Chatbots are about convenience, which is why they are great to use for FAQs, 
scheduling appointments, or updating account information.

https://bsquared.media/customer-service-chatbots/
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They lose the element of convenience when they are unable to complete a request and 
the needed human support doesn’t show up. During the pandemic, we reached out to The 
Container Store via Facebook Messenger. We had made an order several weeks before, 
and while we had since received two emails stating that shipping was delayed, there had 
been a lack of information shared in that communication.

Reaching out via messenger, we were met with the below message, making it clear we 
were going to be interacting with a chatbot. 
 

Our first reaction was positive. 

We certainly understood the stress  
the pandemic had put companies 
under and the increase in angry 
customers. 

And in times of overwhelm, chatbots 
can be useful.

But after answering the chatbot’s 
questions, we were left with this.

This message was sent on a Monday 
at 1pm and we did not hear back from 
a human at the Container Store until 
Thursday at 1pm. Not only that, but 
when we replied to the person, we 
were once again prompted with a 
chatbot.
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The lesson here? Overwhelm is understandable, and chatbots are a great tool. But you 
can’t expect them to do all the work for you. Bringing humanity to social media customer 
care communications means involving humans in a timely manner. And if you’re not hitting 
the mark, perhaps it’s time to start thinking about bringing in outside help.

Listen To Customer Feedback
When your customers offer feedback in comments or private messages, don’t ignore it. 
Not only should you acknowledge their contribution, but you should also collect it. 

•	 Are you noticing many people saying the same thing? 

•	 Or does a suggestion make sense to you or your team? 

•	 Is it something you can implement?

Let’s say you’re a jewelry company, and every time you post a photo of your pieces, 
your audience is asking for rose gold options. Ignoring those requests won’t do 
much in creating loyalty to your brand. In fact, if consumers ask enough and are not 
acknowledged, it’s likely they’ll move on to a different brand. Instead, acknowledging 
those requests and letting consumers know that you’re working on adding more rose gold 
jewelry to your next collection can go a long way in helping your customer feel heard.

Humanity in customer care means that you are not only answering questions, but you are 
also listening. That’s why it’s important to have your ear on the ground. Acknowledgment 
alone goes a long way. Add in the use of social listening, and you’ll be able to anticipate 
needs before they are even suggested to you!

Rise To the Occasion
You need to be ready to act. Nothing makes this clearer than the resurgence of the Black 
Lives Matter movement. Consumers were demanding action from brands and companies, 
and those who didn’t act, or didn’t act fast enough, paid the price.

Don’t fall into the trap that what you do or how you respond on social doesn’t matter. You 
can do all the above to bring humanity to your customer care communications, but if you 
ignore events that are taking a toll on your consumers, then you aren’t being very human 
at all.

The best thing you can do to make sure you’re ready to act when the moment arises is to 
prepare. What are your brand values? Where does your brand stand on certain issues? If 
your consumers ask you to stand up, how will you do so?

https://bsquared.media/collect-customer-feedback/
https://sproutsocial.com/insights/open-letter-to-social-media-managers/
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Part of knowing how to respond is knowing your audience. How are they affected by 
what’s going on? Is that affecting how they are interacting with you? In what ways can you 
validate their experiences and be there to support them?

Thinking about situations like these before they happen so you can act in the moment is 
one way to bring humanity to your brand and set yourself apart from others.

Always Be Listening
If we had to break down all the above into a few words, we’d say “Always be listening.”

Take the time to hear what your consumers are saying before sending them a generic 
response. Don’t leave them hanging when you have a problem, acknowledge their 
feedback, and know what they expect from you. If you’re on top of those initiatives,  
you’ll be well on your way to bringing humanity to your customer care communications.

If you’re still asking yourself, “where do I start?”, then this workbook is for you. It was 
created by B Squared Media and our friends at Sprout Social to help  support you at each 
step of creating your own social listening plan. 

https://bsquared.media/social-listening-workbook/
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We are approaching that point in this guide when the rubber meets the road. In other 
words, it’s time for you to take everything you have learned here and put it into practice. 
But what if you don’t have the bandwidth, budget, or resources to make it happen?

There are pros and cons of outsourcing your customer care. For starters, providing a stellar 
customer experience (CX) can be expensive. It’s also hard to manage.

On the flip side, no one knows your customers better than you do. (let’s hope!)

So, how do you know if it’s worth outsourcing your customer experience management to 
someone else? We get asked this question a lot.

Prioritizing Customer Loyalty
If your goal is to protect customer loyalty, your customer service and support leaders must 
prioritize customer experience. Increasingly, this means providing oversight and support 
of social media channels.

Look at your customer loyalty initiatives with CX in mind.

•	 What’s your loyalty driver? Does this driver significantly influence CX and/or loyalty 
among customers?

•	 Identify your competitive advantage. How is your company truly different from 
competitors — especially as it relates to customer loyalty?

•	 Assess your risk. If something went wrong with one of your initiatives, would it 
create significant risk to your brand?

 
These questions are all good places to start when auditing what you currently do and 
don’t have. As you consider outsourcing your customer care efforts, these will provide a 
baseline for customer loyalty initiatives.

If you can’t effectively answer those questions, try the below instead.

Overall, ask yourself if you have customer experience figured out.

Can You Actually Outsource CX?
First, CX can make or break you. It’s a huge part of why customers will want to buy from 
you. So, outsourcing your customer experience management can seem super scary.
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Secondly, does it make sense to rely on a vendor to deliver CX?

The B Squared Media answer is yes.

When looking for a partner, make sure your vendor is looking to provide a seamless 
extension for your team. The best CX providers will have proven experiences and will 
actually enhance your current CX.

When outsourcing your customer experience management, the pros are many:

•	 Cut costs and overhead

•	 Mitigate certain risks

•	 Expand support opportunities, access to larger staff

•	 Increase availability (for example, our services have coverage before/after office 
hours, are “on” over the weekends and holidays, or 365 days per year)

•	 Optimize for both customer acquisition and retention

•	 Innovation opportunities (especially with social listening & intelligence!)

Finally, how quickly your CX vendor delivers will depend on how well-defined and 
documented your processes are. So, YES, you can outsource your customer experience 
management.

Should You Consider Outsourcing Your 
Customer Experience Management?
We’ve answered if you can outsource your customer experience. But should you?

The short answer: not every company needs to outsource their customer experience. 
However, that’s not super helpful. So, let’s look at questions you can ask to determine 
whether it’s something you should consider.

•	 What’s your CX plan? If you have a plan for using customer experience for both 
acquisition and retention, great! Conversely, if you don’t have a plan, it may be 
worth consulting with a vendor to help create one.

•	 Do you have qualified CX agents now? Do they have the bandwidth for all 
mediums, including phone, email, online chat/bots, social media channels, etc.? 
Next, are they available before/after hours, weekends, and holidays? If you don’t 
have bandwidth with employees, you may want to consider outsourcing your 
customer experience management to a vendor.

https://bsquared.media/services/social-media-customer-service/
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•	 Is your goal to be proactive? Traditionally, support agents and CX can be extremely 
reactive; agents react to issues and don’t spend much time on “surprise and 
delight.” An innovative CX vendor can change this.

•	 Can you manage costs? Minimum wages in the U.S. are rising. We’re in the middle 
of a labor crisis. I mentioned bandwidth and availability above. Hiring an outsourced 
vendor can help curb costs. Additionally, McKinsey research found that improved 
customer experiences can grow revenue by 5 to 10%, and can even cost 15 to 20% 
less.

 
Overall, asking your team the above four questions will help you get a sense of whether 
or not you should outsource your customer experience. The biggest factor to sell to the 
C-Suite is that working with a CX outsourcing partner can be offset by growth in revenue.

Ready to go?
There you have it. A beginners guide to handling online customer care, whether in-house 
or outsourced to a trusted vendor. The most important thing to take away from this guide 
is that now is the time to adopt a robust online customer care strategy. Your customers 
demand it and the future of your business depends on it. 

If at first you don’t succeed or get it perfectly, accept that online customer care always 
happens in iterations. You have to start somewhere. Develop your plan for gathering 
customer feedback and start actually listening to what your customers are saying. Use 
this data to enhance the customer experience and delight customers both pre- and post-
purchase wherever they are along the digital customer journey. 

We invite you to listen to our podcast, The Marketing Agency Show, a weekly podcast that 
explores the struggles faced by marketing agencies. Each week, Brooke interviews agency 
marketers to explore how they’ve overcome challenges, including navigating rough 
economic times, leveraging AI, service diversification, client acquisition, and much more!

Our fearless leader Brooke B. Sellas has also written an entire book about customer care. 
It’s called Conversations That Connect: How to Connect, Converse, and Convert Through 
Social Media Listening and Social-Led Customer Care. Download chapter one here.

Or, you can chat with Brooke by booking a free 30-minute consultations to discuss your 
social media customer care goals and determine if B Squared Media is the right partner  
for you. 

Good luck!

https://www.mckinsey.com/industries/retail/our-insights/adapting-to-the-next-normal-in-retail-the-customer-experience-imperative
https://bsquared.media/marketing-agency-show/
https://www.amazon.com/gp/product/B0B457G51F/ref=dbs_a_def_rwt_bibl_vppi_i0
https://www.amazon.com/gp/product/B0B457G51F/ref=dbs_a_def_rwt_bibl_vppi_i0
https://bsquared.media/conversations-that-connect-book/
https://bsquared.media/free-consultation/
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