Intelligence Applied

You’re listening, but are you learning?
Deciphering social mentions to improve customer experience
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Every day millions of customers share their
experiences of products and services on
social media. The conversations generated
represent a huge opportunity for companies
to create closer, more meaningful customer
relationships. But this constant stream of
feedback is hard to navigate.
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Although many companies have social listening in
place, they struggle to make sense of the mass of
information and to identify tangible actions as a result
of what they’ve heard.
Common social analytics, like how frequently a
company is mentioned in different social networks
over time and positive or negative sentiment are
useful first steps on the road to understanding. But
they aren’t focused enough to be of any long-term
strategic use.
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So despite having a wealth of information, companies
still have a hard time improving their customer
relationships through the use of social feedback.
There’s no discernible increase in brand loyalty and
customers continue to shift their spend.
The top reasons customers go elsewhere include
finding a competitor more attractive or the promise
of better value for money. Unsurprisingly our research
has also shown that negative customer experiences
are a leading cause of customer churn. In one out of
four cases, a customer’s decision to switch providers
is triggered by a bad experience. It could have been a
poorly handled complaint, an unfriendly service agent,
lack of information or one of many other events that
put the relationship at risk. And of course social media
is the ideal way to keep a finger on the pulse of what
customers are saying about specific topics.
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Meaningful insight from social
Social media offers the insights that companies need
to improve their customer experience and create
stronger, more profitable relationships.
But it takes a smart approach to manage the volume
and complexity of the available data, giving it a clear
content-based focus and making it really useful for
customer experience management.
TNS has developed an effective new way to do this.
We only analyse social verbatims that relate directly
to customer experience. We then apply proven
concepts from traditional customer research and
merge social media insights with data from customer
survey research.
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The result is much deeper insight into how people
feel about particular products or services and which
areas are most in need of improvement. It facilitates
the creation of service excellence in the areas that
matter most.

Social media offers the
insights that companies
need to improve their
customer experience and
create stronger, more
profitable relationships.
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Listen. Combine. Act.
We applied this approach to British Airways
mentions on Twitter over a three-month period –
analysing a total volume of over 130,000 tweets.
By focusing on topics related to customer journeys,
particular customer segments and target groups,
competition and service processes, the data
was reduced by 63% to only relevant customer
experience related mentions.
From traditional customer research we applied
the customer journey thinking as a framework to
structure and categorise the social feedback. The
volume of mentions for each step of the journey was
measured, along with the sentiment expressed –
classifying it as positive, negative or neutral.
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In the British Airways example, the customer journey
we focused on was a typical flight, beginning with
a search for information and booking, continuing
with check-in and boarding, then ending at the
destination’s baggage reclaim.
This analysis showed that the steps of the customer
journey differed significantly in terms of the volume
and extent to which they were discussed in social
networks. Some, like the baggage drop-off, were
mentioned infrequently in a mostly neutral tone, and
others, like delayed flights, led to lots of negative
buzz. Overall the crew received the highest number
of positive comments.
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The insights from customer research hold the key to
providing meaning to social media information when
it comes to the strength of customer relationships.
We conducted a traditional survey in parallel to the
social media analysis using TRI*M, our validated
approach to customer relationship assessment. We
interviewed 2,000 BA travellers covering topics such
as customer loyalty, customer journey, competition
and social media as a service channel. Thus, we
identified how important each step in the journey
was to customers and measured the threat or gain
for relationships if service levels changed in each
area. It gave clear insight, enabling us to draw a
direct link between the relevant topics on social
media and their impact on the customer experience.
The survey revealed that most of the buzz was not
relevant to building customer relationships.
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While punctuality was one of the major factors
causing negative buzz, it was not a major driver
of customer loyalty. Waiting in a departure lounge
with free Wi-Fi and ready access to social networks
disproportionally affected the volume of mentions.
Our new process, however, drilled deeper into the
social conversations and we discovered three areas
of improvement: (i) information about delays, (ii)
flexibility in dealing with missed flights and (iii)
compensation. Including these measures in the
survey, we found that they had tremendous gain
potential for the overall customer relationship and the
customers’ likelihood to recommend the company
to others. Passengers with good experiences in
these areas were four times (information), five times
(compensation), or even six times (flexibility) more
likely to recommend British Airways.

The insights from
traditional customer
research hold the key
to providing meaning
to social media
information when it
comes to the strength
of customer relationships.
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Real. Powerful.
Our new approach has a long-term positive influence
on each customer survey carried out thereafter.
Issues that are discussed frequently on social
networks can be included in the questionnaires.
It means future quantitative surveys can be radically
slimmed down, containing only pertinent questions
that are 100% relevant.
Company resources are limited and actions need
to be focused. Therefore, it is vital to know where
to invest – what matters most to create profitable
customer relationships.

of the customer from social media with the robust,
strategic direction of survey data provides the perfect
match to inform successful customer strategies.
It identifies real threats and opportunities, highlights
where problems occur, informs the right actions to
solve them and finally measures the impact of the
solution. The result is better customer experiences,
stronger brand loyalty and increased ROI.

Summing it all up in less than 140 characters.
We decipher social mentions and combine them
with survey insights to improve customer experience.
#socialTRI*M

#greatservice

#disappointed

#customerexp

#unacceptable
#happycustomer

Data integration becomes key to driving actions.
That is why we believe fusing the authentic voice

Fusing the authentic voice of the customer from social media
with the robust, strategic direction of survey data provides the
perfect match to inform successful customer strategies.
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About socialTRI*M
The new TNS approach socialTRI*M powers customer experience management with the authentic voice of
the customer and a deep understanding of their perceptions. We help organisations make sense of their social
data to optimise customer services.
About Intelligence Applied
Intelligence Applied is the home of the latest thinking from TNS, where we discuss the issues impacting
our clients, explore what makes people tick and spotlight how these insights can create opportunities for
business growth.

Get in touch
If you would like to talk to us about anything you have read
in this report, please get in touch with Frans van der Horst.
Frans van der Horst
Director Innovation & Product
Development
m +31 (6) 483 14 070
t +31 (20) 5225 396
e frans.van.der.horst@tns-nipo.com

About TNS
TNS advises clients on specific growth strategies around new market entry, innovation, brand switching and
customer strategies, based on long established expertise and market leading solutions. With a presence in
over 80 countries, TNS has more conversations with the world’s consumers than anyone else and understands
individual human behaviours and attitudes across every cultural, economic and political region of the world.

Please visit www.tns-nipo.com for more information or via Twitter @TNSNIPO.
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