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Twitter is the ideal customer 

service channel. Customers are 

already on the platform and 

are interacting with brands at 

unprecedented volumes. Not only 

that, but Twitter possesses unique 

attributes that enhance a brand’s 

ability to provide and scale customer 

service effectively and efficiently. Leveraging these unique attributes allows 

you to break new ground through customer service. 

Users will create the experience they want on Twitter. For example, mentions 

and hashtags were introduced by Twitter users and adopted by the Twitter 

platform. What will you and your customers create that transforms the 

customer experience on Twitter? 

5.1 TWITTER’S UNIQUE ATTRIBUTES AND HOW THEY 
RELATE TO CUSTOMER SERVICE
Twitter is public, real-time, conversational and distributed. Each attribute 

affects customer service in different ways. While many brands are already 

taking advantage of these attributes, the door to further innovation is wide 

open.

5. HOW TWITTER ENABLES CUSTOMER SERVICE

“Twitter, more than any other 
platform, has that open perspective 
on care. They’re open to helping 
users define their own experience 
and move things forward rather than 
controlling it.”

-Karen Dawson,
Hyatt
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Public
Twitter is open to 
the world. Content 
on Twitter is 
broadly accessible 
to your users and 
unregistered visitors.

The public nature of Twitter has expanded how 
brands interact with their customers
•	 Customer service on Twitter is integral to how 

your customers perceive your brand
•	 Proactively engaging customers is now possible 

at very low cost
•	 Twitter gives you deep insight into your 

customers and how they interact with brands
•	 Brands can connect with customers outside of 

traditional touch points
•	 Brands can measure impact of their interactions

Real-time interactions provide new opportunities for 
both brands and users
•	 Companies have new opportunities to delight 

customers at the right points in time
•	 Companies can resolve issues at the speed of 

Twitter
•	 Customers can be (pre-emptively) kept in the 

loop of developments
Customers can immediately voice their concerns in 
moments of need

Conversational interactions allow for more, deeper 
context and openness
•	 Companies can develop a better understanding 

of a customer by leveraging their previous Tweets
•	 Service interaction context and history is 

preserved
•	 Twitter’s informal and conversational nature 

facilitate new conversations

Twitter’s distributed nature enables content 
integration and amplification
•	 Integration of Twitter data into internal systems 

allows for analysis along with other data.
•	 Publishing onto other properties (e.g. your 

company or news media) extends the impact of 
customer service interactions

TWITTER: A NEW WAY TO ENGAGE CUSTOMERS

Twitter’s platform is How this affects customer service

Distributed 
Tweets can be 
distributed to 
analyze along with a 
company’s internal 
data. Tweets can be 
shared on and off the 
Twitter platform.

Conversational 
On Twitter anyone 
can converse with 
anyone, creating 
an opportunity for 
users and brands to 
connect like never 
before.

Real-Time
Twitter empowers 
users to quickly 
create, distribute, 
discover and consume 
content in real time.
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Establishing a strong customer service presence on Twitter can pay off 

in unexpected ways, as Spotify found out. When a competing music-

streaming service was launched, the group of celebrities backing it sought 

media attention and public support with the hashtag #TIDALforALL. Users 

responded by voicing their support for Spotify with their own hashtag:  

#SpotifyForAll. The tag rallied Spotify users across Twitter.

When was the last time your customers, unprompted, banded together and 

stood up for you on a public platform? Do you think Spotify’s customers 

would have been this vocal if they didn’t have a long history of Tweeting with 

its agents?
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5.2 VIEWS ON THE CUTTING EDGE OF CUSTOMER 
SERVICE ON TWITTER 
Companies are constantly innovating new ways to use Twitter. Some of the 

latest techniques develop deeper context and generate more data and insights 

for the company CRM. Others companies have new ways to deepen and 

measure the impact. And, of course, companies are always finding new ways 

create moments that amaze.

1) Make Twitter your primary channel for customer service

Doing customer service on Twitter correctly requires an investment, both in 

resources and messaging. We’ve already shown how customer service on 

Twitter can provide a lower cost per resolution, 

greater sales opportunity and the chance to build 

your brand reputation, so the investment in a 

Twitter first customer service approach can clearly 

pay off. 

Making Twitter the primary channel for customer 

service means having the right resources available 

to handle customer requests. One major Telco 

has thousands of people tasked with answering 

costly phone calls, but only 75 agents dedicated 

to customer service on Twitter. Imagine the savings, the increase in customer 

satisfaction and the customer understanding that could come if those calls, 

and agents, were diverted to Twitter.

Getting your customers to Tweet you instead of calling you will not happen 

on it’s own. To shift people from expensive phone service to Twitter you 

should do things to make it easier for your customer to Tweet than to call 

such as placing a ‘Tweet us’ button on your website, support site and mobile 

app above the other contact options. You should also give them meaningful 

reasons to choose Twitter. Offering VIP customer service for those who sync 

Twitter provides the code and 

resources you need to be able to 

implement a Tweet button or Sign 

in with Twitter button. No technical 

skills necessary! 
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their Twitter account with their account in your system will give them a good 

reason and give you access to understand who they are when they Tweet at 

you.

Have you ever considered why you encourage your customers to call instead 

of Tweet? With so many benefits of coming from customer service on Twitter 

maybe it is time to contemplate that question deeply.

2) Deepen the context

As your agents take a consultative 

approach to solving a customer’s 

issues, context is everything. What 

are this person’s interests? What’s 

driving their recent need for 

service? What kind of history does 

this person have with you? Is this 

person a consistent complainer? 

What products is he or she 

interested in?

These are simple questions perhaps, but crucial for engaging with a customer. 

Innovative service depends on 

knowing as much as possible about 

your customer. Imagine if you 

could personalize your responses 

and reach resolution earlier, all 

while being able to upsell to meet 

your customer’s unspoken needs. 

With Twitter, you can find out 

your customer’s interests, needs, 

life events and behaviors. You 

@hiltonsuggests Tweets tips to 
people, customers and non-
customer alike, whose tweets 
contain signals that they are on 
a trip

T-Mobile cut churn in half in 
one quarter by combining 
Tweets with other data points to 
pinpoint the source of frustration 
and solve the problem for 
unhappy customers
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can search past conversations to find the information you need to create an 

exceptional experience. That’s taking consumer research to a new level.

3) Feed your internal systems with rich Twitter data

You can gain an even deeper understanding once you integrate your customer 

interactions on Twitter with your other internal data. Integrating Tweets into 

your internal systems allows you to build on the analytics and insight you’re 

already running in other channels. 

Additionally, you’ll be able take that intelligence to more effectively engage 

with customers across those other channels. Whatever the touch point is, your 

company can use insights from interactions on Twitter to better serve all of 

your customers.

4) Measure the impact Twitter's transparency into engagement, 
impressions, favorites and clicks
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Twitter’s transparency into 

engagement, impressions, 

favorites and clicks gives 

brands unique insights into the 

impact of their interactions with 

customers. This data enables 

constant refinement. You can see 

in real-time how your customers 

are engaging and tweak on the 

fly to continuously improve your 

performance.

Past engagement metrics can also indicate what potential future impact is, 

giving a brand leading indicators of what issues or customers they should 

prioritize in their queue.

Not only that, but with engagement metrics, you can discover which methods 

are most effective for your brand, your customers and the goals you’re trying 

to achieve. For example, if you want to reach the most people, how much 

does including pictures help? When responding, does putting a period at the 

beginning of the Tweet result in better engagement? The possibilities are 

endless. 

5) Find new opportunities

Brands have unique in-moment opportunities to be proactive and connect 

with individual users. The opportunity is transformative. 

Users are sharing personal details about their lives, their needs and their 

desires in huge numbers. There has never before been a scalable way to 

engage with consumers in such an intimate way at exactly the right moment. 

With 500M new Tweets per day, there are countless opportunities for your 

brand to start or join a conversation. It may not even be with an existing 

If a Tweet starts with an @mention, 

it is considered conversational and 

will only show on your stream, the 

stream of whoever you Tweeted 

at and the stream of users who 

follow both of you. Adding a dot 

at the beginning of your Tweet in 

front of the @username makes your 

Tweet show up in all your followers’ 

timeline.
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customer. Potential customers will enjoy a 

moment of delight as well. 

With access to a new trove of data and the 

right filtering technology, you can forever 

change what it means to provide customer 

service. Suddenly, you can know and 

serve the people most important to your 

company like never before.

Bring it all together

These innovative use cases are applicable 

for any company. A single Tweet can 

spawn countless opportunities for delight. 

Brands who put it all together will create 

unique, magical moments for their 

customers, deepen loyalty and gather 

unprecedented insights. 



Brands have flocked to Twitter for the powerful marketing ability to reach 
their customers and potential customers. Because Twitter is an inherently 
conversational platform, the users have viewed these marketing communications 
as the start of a conversation. Their response: customers are rapidly turning 
to Twitter to resolve their issues with these companies. More than 80% of all 
customer service requests on social channels are happening on Twitter. And 
over the past two years, there’s been a 2.5X increase in the number of Tweets to 
brands and their customer service accounts.

Brands can capitalize on these customers who are turning to Twitter for help. 
Twitter is also significantly more efficient and effective for companies who 
are seeing a cost per resolution on Twitter that’s ⅙ of what they’re seeing in 
call centers. Additionally companies who excel at customer service on Twitter 
can realize greater customer satisfaction, increased opportunities for sales, 
decreased churn rate, improved brand reputation, and most importantly a greater 
understanding of their customers.

While Twitter is powerful channel for customer service, it’s not without it’s 
challenges. Users expect timely responses, personal and friendly interactions, and 
quick resolutions. Agents from the phone are not skilled in the nuances of doing 
customer service in public. Metrics for customer service on Twitter are not the 
same as in other channels. Customer service on Twitter requires it’s own strategy 
and philosophy that is an extension of the company ethos.

Drawing on lessons learned from Twitter data and leading brands, this playbook 
outlines the opportunity, the challenges, the four steps to becoming great, and 
innovative ideas for doing customer service on Twitter. Whether your company is 
just getting started or a leader, you’ll find something in this book that can elevate 
your use of Twitter for customer service.


