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Roll  your  sleeves  up  &  answer  a  tweet




1.  Find	
  a	
  partner	
  
2.  Compare	
  the	
  quality	
  of	
  your	
  

tweets	
  
3.  List	
  two	
  measures	
  you	
  used	
  

when	
  “scoring”	
  the	
  tweets	
  







Topics  for  today’s  workshop

1.  What’s	
  difficult	
  about	
  measuring	
  social	
  

customer	
  service?	
  
2.  How	
  should	
  your	
  social	
  customer	
  service	
  

scorecard	
  relate	
  to	
  your	
  phone-­‐email-­‐chat	
  
scorecards?	
  

3.  Developing	
  a	
  social	
  customer	
  service	
  
scorecard:	
  	
  What	
  should	
  you	
  measure?	
  

	
  
	
  



  
  

Part  1:  What’s  difficult  
about  measuring  social  
customer  service?




High-­‐quality  social  customer  service:    
We  know  it  when  we  see  it




High-­‐quality  
social  

customer  
service:    

We  know  it  
when  we  
see  it






  
  

If  we  know  high-­‐quality  social  
customer  service  when  we  see  
it,  why  is  measuring  quality  

difficult?




What’s  difficult  about  measuring  social  
customer  service?

•  It’s	
  (kind	
  of)	
  new	
  
• We’re	
  sUll	
  working	
  out	
  who	
  owns	
  social	
  
customer	
  service:	
  MarkeUng?	
  Customer	
  
Care?	
  	
  
•  It’s	
  short:	
  several	
  social	
  interacUons	
  may	
  
equal	
  one	
  in	
  another	
  channel	
  
• The	
  “customer	
  megaphone”	
  issue	
  
complicates	
  it	
  
• We	
  muddle	
  individual	
  agents’	
  
performance	
  with	
  other	
  issues	
  



  
  

Part  2:  How  should  your  
social  customer  service  
scorecard  relate  to  your  

phone-­‐email-­‐chat  
scorecards?




Phone  scorecard:  How  much  can  you  use  in  social?

•  Follow	
  scripUng	
  guidelines	
  
•  Professional	
  &	
  courteous	
  behavior	
  extended	
  during	
  
the	
  call	
  

•  CommunicaUon	
  is	
  clear,	
  posiUve,	
  and	
  conveys	
  
confidence	
  

•  Use	
  complete	
  sentence,	
  correct	
  grammar,	
  and	
  avoid	
  
slang	
  

•  Ask	
  permission	
  to	
  transfer	
  or	
  hold	
  
•  Keep	
  customer	
  informed	
  of	
  acUons	
  throughout	
  the	
  
call	
  

•  Demonstrate	
  acUve	
  listening	
  and	
  acknowledgement	
  
•  Allow	
  customers	
  to	
  present	
  their	
  needs/concerns	
  
•  Offer	
  addiUonal	
  assistance	
  
•  Manage	
  resistance	
  
•  Maintain	
  call	
  control	
  



Chat  scorecard:  How  much  can  you  use  in  social?




Email  scorecard:  How  much  can  you  use  in  social?




  
If  our  phone-­‐chat-­‐email  

scorecards  aren’t  much  use,  is  
there  anything  else?    

  
Consider  social  media  
benchmarking  reports.








  
  

List  three  measures  of  quality  
in  social  customer  service  that  
don’t  overlap  with  measures  of  

quality  in  other  channels




  
  
Part  3:  Developing  a  social  
customer  service  scorecard:    
What  should  you  measure?




1.  Did	
  the	
  agent	
  direct	
  
the	
  customer	
  to	
  a	
  
different	
  channel?	
  

2.  Was	
  the	
  customer	
  
responded	
  to	
  
quickly	
  aaer	
  
interacUons?	
  

3.  Was	
  the	
  customer’s	
  
problem	
  solved?	
  

4.  How	
  long	
  was	
  it	
  
from	
  the	
  first	
  
interacUon	
  to	
  the	
  
last?	
  

5.  Was	
  the	
  tone	
  
appropriate?	
  

6.  Was	
  the	
  interacUon	
  
a	
  good	
  reflecUon	
  of	
  
the	
  brand?	
  



Your  scorecard  should  measure  different  
types  of  social  customer  service  skills


•  Customer	
  service	
  essenUals	
  
•  Social	
  media	
  handling	
  skills	
  
•  Social	
  media	
  wriUng	
  skills	
  



E-­‐WRITE’s  
Social  Media  
Quality  
Monitoring  
Form:    
Give  it  a  try




Tweets  to  
score… 




Facebook  posts  to  score…




  
  

What’s  one  item  on  your  
social  media  quality    

to-­‐do  list?




QuesYons?  Comments?


Contact	
  me	
  
Leslie	
  O’Flahavan,	
  E-­‐WRITE	
  
Leslie@ewriteonline.com	
  
301-­‐989-­‐9583	
  
www.ewriteonline.com	
  
@LeslieO	
  
	
  



Thank	
  you	
  for	
  ahending	
  –	
  please	
  complete	
  your	
  
session	
  and	
  speaker	
  evaluaUon	
  
	
  


