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The ultimate guide to
social media customer service
for automotive brands



Move your customer service
into the fast lane

Automotive companies were early adopters of
social media.

But where they have been in pole position for
promoting their brands through social media,
they have been slow off the mark for realizing its
full potential as a channel for customer service.

In this guide we show you how to fine tune your
social media customer service to improve the

customer experience, maximize brand loyalty

and grow market share.
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Why provide
customer service
via social media?

customer
service requests
via social media

We predict that by 2021,

) _ customer service requests
Social media customer via social media will grow
service is a powerful engine by 31%; and social media is

. already the preferred contact
for boosting brand loyalty

channel for Generation Y
and growing market share. (people under 25).

Year 2021

Sources: NM Incite, Harvard Business Review, McKinsey & Co,
Global Contact Center Benchmark 2017, Arvato



xR 71%

of consumers who have had a positive social
media customer service experience are likely
to recommend the brand to others.

i'

Sources: NM Incite, Harvard Business Review, McKinsey & Co,
Global Contact Center Benchmark 2017, Arvato
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Companies that developed social media customer service
capabilities have seen revenue per contact improve by
6.7% year-on-year through up-selling, cross-selling and
reduction in customer churn.

+6.7%

| revenue
= — E per contact

Up-selling

Cross-selling

® . 0]

Customer &
‘ ' loyalty e

Customer Service
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Are automotive brands on track with
social media customer service?

Customers are stepping on the accelerator when it comes to social media
engagement, but automotive brands are struggling to keep up.

o) O

Overall brand Overall brand
activity on Facebook activity on Twitter
560,000 decreased last year decreased last year

?

-5.2%

Increase in the global Estimated volume of

Facebook community public questions per
for automotive year for automotive
brands in 2017 brands on Twitter alone

Sources: Arvato Internal Data & research, SocialBakers
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Automotive brands mainly use social media for product promotion and marketing.
Customers are hitting a dead end with their customer service requests on these channels:

(0131} Only

Service accounts are
centred on Twitter,

of automotive with Eacebook of the total
brands have ignored as a accounts are
a dedicated service channel service

service account accounts

00O

Lack of joined-up infrastructure is putting the brakes on response times:

V)

InQ4 2017, and longer Customer

hours
on Facebook

(f)

On average th expectation
Only customers need o :
is that brands
1 2 O/O to wait at least 48 should answer in

of Twitter
posts hours

from customers were for the brand
responded to, and less than to answer their
half of Facebook posts request on Twitter

Sources: Arvato internal data & research, SocialBakers



Five scenarios where
social media support can
make a difference during
the customer journey

A proactive social media strategy can help you achieve your
business objectives, whether that's to differentiate your brand
through great customer service, to grow revenue and market
share, or to achieve efficiencies and save costs. Here are some
best-practice examples of how the right social media interaction
can support your customers at every stage of their journey:
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1. Awareness:

Hints & tips

At the beginning of the journey,
customers are typically looking for
information about your products
or brand. A great way to use the
power of social media is to engage
with influencers, who are likely to
share a positive experience with
their followers.

Another great way to increase
awareness for your brand is to
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Brand A Brand B ﬂ.
—_ . May 25 £
Lut Alfa Romeo Care UK s ™\ We'll see you at 8 a.m. on Monday. Have a good weekend!
gy @AlfaRomeoCareUK \Follew ) ~

o I Q 11 v ]

How to use Apple Carplay - - . May 25 <
Good morning. We'll answer your tweets until 6 p.m
Alfa Connect - How to use Apple Carplay O 1 " ) =

Be always in control of your world: connect your Iphone via a
USB port and see all its features on the display, use Phone App
to call using Siri, Maps App fo...

youtube.com

8:18 AM - 11 May 2018

1Retweet 3Llikes (8 . “

Q 3 LA (WAK] (]

- v

We'll see you at 8 a.m. tomorrow. Have a good evening.

Q 1 Qn o

e - v

Good morning. We'll answer your tweets until 6 p.m
Q g Q o

w— v - v

proactively share useful hints Brand A: Offering customers proactive advice on technical features Brand B: Account showing that support is available, but missing
and tips. « Service post on how to use Apple Carplay, including a link to short opportunity to post hints and tips or solutions to current issues
video on YouTube
« Stepping out to proactively consult the customer via the brand’s
dedicated support account
« Using proactive care to pre-empt customer requests and reduce
instances of complaints.



2. Consideration:

Product
launch

Customers regularly check out

product reviews on social media,

or ask brands about a product,
to help them make a decision.
By providing proactive and
personalized responses, you can
build a relationship with your
customers and turn them into
real fans.

Brand A

Jaguar @ Hi You can sign up to keep up to
date with all the latest news using the link below. I-PACE will be going
in to production in the second half of 2018. Thanks jaguar

http:ftwww jaguar.co.ukfjag.. fi-pace-concepi-car/index. html

Discover the new Jaguar Electric

[-PACE sports car - Jaguar UK
ﬁ As the first all-electric sports car by Jaguar,...

Gefallt mir - Antworten - 31. Januar um 14:10

Brand A: Using the chance to create interest and increase
consideration

* Personalized response

+ Building up anticipation for the new model

« Tightening the bond with the customer
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Brand B H’

The 2018 will be available this summer.
Gefallt mir - Antworten - ) 2 Mai um 16:19

Brand B: Delivering information only
« Standardized, unemotional response
+ Missed opportunity



3. Purchase:
Up-selling

Fans often express their love for
a certain model on social media.
Being able to identify and then
act upon these sales opportunities
can set your brand apart from
the competition. Supporting
your customer through the sales
process, for example, by making an
appointment with a local dealer,
will increase the likelihood and
speed of an actual purchase.

Brand A
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Brand B i.

. . Amazing Weekend. And the Renault stand
was even better than last year. Also the new Koleos is beautiful. |
want one now. Lx

Like - Reply - 42w

.. Renault @ Fancy taking one for a test drive?
http://bit.ly/1H4Fn94

RENAULT.CO.UK
Book a test drive | Renault UK

Like - Reply - 42w O

Brand A: Taking the opportunity to offer a test drive to a customer
+ Existing customer expresses his interest in a new model

« Brand proactively offers loyal customer an extended test drive

« Taking the chance to keep existing customers in the loyalty loop

. May 11- 6

A different accent for the language of style.

Discover more: http://spr.ly/6188DjCtY

| love my "« = 63 plate really would like to upgrade
to a new model but having second thoughts as in 4 years | had 3
new door handles as they break.

i) Like Like - Reply - 5w

OO« so7 Most Relevant ¥

16 Shares 55 Comments

Brand B: Missing out on a chance to keep a loyal customer

+ Customer owns the brand's product and seems interested in
getting a new model, but expresses doubts due to product defaults

+ No response, even though the customer clearly is a fan of the
brand, but had experienced issues with her car

+ Missed chance to show sympathy and interest in the customer's
issues in order to prevent churn and win the customer back

+ Consulting the customer on a new model or offering a test drive
might actually have secured her intention to buy
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4. Retention: Brand A BrandB a@

C laint
. Shame Audi UK have such appalling service . 6 We have 2 Worst car everllll Worst customer senvice
| I l a n a ge m e n weeks |'ve been lied to. Ignored. Decieved. Still nothing done From . everlll In a little over a year it has been in the -nop for over two

local dealership to head office audi is an appalling company.. | months!Nll (Two separate months). It is currently in the shop and NO response
would highly recommend anyone to stay well away from gstting from NO answers.l!l..!!!!
involved with this company. By all means by an audi but Pay the Like - Reply D at 1:09am
The key at this stage of the cash price and never ever sec them again. Nothing but * What failed? What broke?
. X isappointment. Like - Repls 1 ver 11 at 8-3%0m
journey Is to prevent churn and Shocking and appalling service consistently SECNY A
. Qs s - they don't know. It's a mysterylll
ensure your customers remain Like - Reply - 6w Claimed that had someone in from overseas to check it out. It's been in
. r . e the dealership for five weeks so far. | have a loaner for my loaner.
satisfied and loyal. Surprisingly, » View previous replies ol e s y
some brands seem to stop Like - Reply at 10:10p
wooing a customer once they've ° Audi UK @ Hello we're very sorry to hear of this - Vell, !naﬂa .5
X experience. Could you private message us with the VIN from months on the first year _.. | sold it on the second
purchased a car. By act|vely your A4 along with a case reference number from the Care Like - Reply - October 11 at 11-580m

Team if you have one? We'd like to look into this further to

managmg complalnts or engaglng see if we can assist. Thanks.

Which yr is your

. . . Like - Reply - October 13 at 12:05am

proactively with negative Lke Reply Bw (+F | s

comments, you can turn

sentiment around and boost

customer loyalty. Brand A: Responding in a sympathetic manner Brand B: No response
+ Customer complaining about bad service from the dealer and » Customer complaining about her bad experience with her car and

recommending other customers to stay away from the brand the customer service department, which has not responded to her

+ Apologetic response » No response, even when other Facebook users join in
+ Support offered + Decreased customer satisfaction and lost customers

+ Willingness to take responsibility
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5. Advocacy- Brand A Brand B H.
P ti
. October 10 at B:36pm - €
Audi UK The road to freedom is a courageous one.
engagemen B
Fuel consumption in 1100 km (combined): 80
The cabriolet was practically invented for coastal drives—here's your chance CO2 emissions in o/km (combined). 181

to take one away for a weekend in August.

Tell us what UK beach you'd take the new AS to and we'll pick our favourite

Social media offers a great way answer
to build a sense of community.
Through sharing interesting stories
and interacting with your fans, you
can build a community of brand
advocates that will inspire others
and battle any negative sentiment
for you. Social media is a two-way
street: make sure you connect
with your fans, not just broadcast
your message.

Brand A: Fostering the brand community and creating brand lovers Brand B: Single-way communication
+ Emotional bond between customer and brand + No interaction
« Community feeling + Missing emotional connection between customer and brand

* Increased relevancy content
+ Transforming customers into brand lovers and brand advocates



10 Tips

for getting your

social media
customer service
motoring
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1. Consider your goals
Clearly identify what you want to achieve with social media, both as a way
of creating brand awareness and also as a channel for customer service.

2. Centralize your processes

Implement a unified platform that manages all of your social media accounts
in a central location, so responses can be processed efficiently and
comprehensively wherever they come from.

3. Be clear on the ownership of social media activities
Make sure that social media enquiries are responded to by the team that's best
placed to do so, avoiding hand-offs between teams and having to switch
channels (e.g. consider placing this activity with your customer service team,
not brand/marketing/PR).

4. Communicate your capabilities
Let your customers know they can ask service queries on social media channels.

5. Respond quickly

Quick answers are vital for effective customer service - this means minutes,
not days. With the right infrastructure and processes in place, you can deliver
rapid responses and delight your customers.



“For an effective
presence in social
media, marketing by
itself is not enough -
it has to be combined
with excellent
customer service"

Estelle Wienk,
Global Social Media Consultant,
Majorel

*

—Jo

=Jo
—Jo
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6. Manage expectations
Be clear on the hours your support team is available, and transparent on how
quickly you're able to respond.

7. Don't forget the human element

Be proactive in your responses and give your teams the freedom to engage
with your customers, for example, by using a more relaxed tone and style
that's right for the channel but still aligned with your brand.

8. See every interaction as an opportunity

Always try and go the extra mile by offering additional information and
support. If appropriate, look for opportunities to cross-sell new products and
services to interested customers and gather customer feedback that will
help you develop your products, service and business in the future!

9. Hire the right people

Effective customer service via social media requires a unique skill-set and the
right attitude (see points 7 & 8) — this means recruiting the right people and
providing on-going training.

10. Test, measure, improve

Track your social media performance over time and set key performance
indicators (KPIs) to help refine and improve your service. Common KPIs
include: customer satisfaction, customer sentiment, first response time and
resolution time. Key measurements include: contact volume per channel,
top issues and common feedback on products and service.
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Challenge

A leading French multinational automobile manufacturer realized that
due to the increasing popularity of social media, it needed to establish an

P royl d I ng a. h Ig h q e llty eff!cient .customer care solution dedicated to these channels across the
SOCIa l m ed Id CUS to mer United Kingdom and Ireland.

exp e ri e n ce fo r a lea d i n g For the UK, a typical month on social media could result in:
: : . > 5,000 customer conta.cts
Fre nc h mu ltl N atIO na l *  >500 customer complaints

The social media posts would typically be:

automobile manufacturer

* Aresponse to a published ad that was sent to a wider audience through
organic or paid posts

*  Atagfrom atweet

*  Aprivate message through the source channel

With this volume and type of activity, the company ran the risk of damaging its
brand reputation and missing opportunities for customer engagement if it did
not establish a robust process for social media.




Solution

The automotive brand partnered with Arvato to create a reliable,
high quality customer service solution covering Facebook, YouTube,
Twitter and Instagram. To achieve this, Arvato:

+  Created a dedicated team for social media customer care, tasked with
enhancing and furthering the customer experience.

*  Introduced advanced training methods which, include three weeks of
intensive on-boarding for new team members.

«  Recommended and implemented a social media tool that aggregates all
feeds from a brand's social media channels. This allows the customer
service team to monitor and respond to customer contacts at scale,
providing the correct information on the customer’s preferred channel.

«  Developed a sophisticated response methodology based on whether the
customer contact was concerning a new car enquiry, an existing car
enquiry, a complaint, or whether it was a passive or indirect comment.

+ Integrated and tracked each interaction in SalesForce to have a single view
of the customer, allowing customer relationships to be carefully managed
over time independent of channel.

«  Developed a bespoke Quality Model for Social Media, which
tracks the social media performance of the brand and allows
continual optimisation and improvement in line with the company's
overall quality model for customer service.

«  Setupincentivized individual and team targets to drive the
performance of the customer care team, including quality and revenue
generation attribution.
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Success

Arvato's integrated approach to social media customer service has been a
major success, helping the brand reduce response times, improve customer
engagement and launch new products.

. In the first ten months since establishing the solution, the social customer
care team processed over 40,000 social media posts.

«  The brand is now widely regarded as the ‘Best in Class’ internationally for
customer service within its international network.

«  The social customer care team has consistently out-performed on the
Quality Model in the following areas: appropriate brand awareness,
professional and friendly interactions, up-to-date product knowledge,
clear communication and timely response times.

«  The average time to create a customer profile and respond is now
17 minutes

«  Partly due to customer feedback from the social media channels,
in February 2017, the brand launched an automatic version of one of its
popular models in the UK market.

«  Asaresult, Arvato and its client have been named a finalist for
‘Digital Customer Services Team of the Year’ at the UK Contact
Centre Forum (UKCCF) Awards 2017 and for ‘Innovation in BPO —

A partnership approach’ at the Customer Contact Association (CCA)
Excellence Awards 2017.



About Arvato CRM Solutions UK

Arvato CRM Solutions UK is a trusted partner to the private
and public sectors, with expertise in delivering award-winning
customer relationship management, business process
outsourcing (BPO) and public sector and citizen services.

With more than 50 years of experience, we design and
deliver innovative, individual solutions for some of the
world’s most respected consumer brands and UK public
sector organisations, Driven by technology, differentiated by
experience and powered by our people, we help our clients
achieve their strategic objectives and delight their customers.

A division of Bertelsmann, Arvato CRM Solutions UK employs
approximately 1500 people across eight UK locations.

For more information, visit: www.arvato.co.uk
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About Majorel

Majorel creates amazing customer experiences that consumers love
and we are proud of. By smartly combining people and technology we
deliver true value for our partners.

We are driven to go further

We serve customers across the world through our 48,000 employees
based in 28 countries in Europe, the Middle East, Africa, Americas and
Asia in 36 languages. We support your customers at any time, through
every device and in the manner they expect of their brands. We speak
their language wherever they are and whatever their culture.

We serve your customers by combining the best of people, technology
and innovation. We truly believe that the greater the use of technology,
the more human we can be. Because service is a human thing, even
when it's delivered by a robot.

O @Majorel_global

§ o @Majorel.global

m GJ O rel @ company/Majorel-global/



