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Over half of digital consumers interact with social media whilst watching the TV. It takes a 
lot of effort to break off from that to make a phone call, but it’s much easier to tweet. 
 
For 02: 
 

 Phone calls from customers have reduced by 30% over the past two years. 

 Self-service is going up by 15% year on year. 

 Web chat has increased by 100% in two years. 

 Social is smaller (25k/month vs 2.3mil/month on the phone) but growing fast. 
 
02 focus on the ‘top tier’ of social media platforms – Facebook, Twitter and YouTube. 
 
Monitor – The audience is changing all the time. For example, the number of Facebook 
users aged over 50 is increasing. By monitoring, 02 found out within minutes of the last 
iPhone launch that they should have stocked more of the 5S than the 5C. 
 
Engage – 02 respond to about 75% of social enquiries (the industry average is 36%) and try 
to make sure they always respond when necessary. Vodafone ignored tweets during a 
network outage but then tweeted at the end of the working day to say that they were going 
home, which outraged their customers. 02 have gained a good reputation by using humour 
where it’s appropriate, such as responding to slang tweets in the same tone of voice. People 
expect a response within two hours. KLM have a feed showing their current response times. 
 
Resolve – Digital conversations sometimes need to be multi-channel – for example, carrying 
on the conversation privately to resolve the issue. Customers will often tweet publically 
afterwards to say thank you. JetBlue not only sorted out an alternative flight for someone 
during a hurricane but also tweeted a note to his boss saying that he really did have a valid 
reason for being late back to work. Being nice but failing to resolve the problem doesn’t 
work. It’s great if you can do both. You need to be true to your own style and tone – if you 
copy someone else, customers will quickly see through it. You can’t rely on just Twitter and 
Facebook to take your customer service operation to scale – you need a platform for that. 
 
Enjoy – Embrace and enjoy your brand values, but be careful to strike the right balance. Be 
personal, but don’t make flippant remarks at the wrong time (e.g. Tesco tweeting that they 
were going to ‘Hit the hay’ during the horsemeat scandal). 
 
02 have a team of 20 people responding to social messages all day, every day. They also 
have separate teams dealing with social analytics, marketing and communications. They 
have thousands of customer services advisors and were able to choose from those who are 
personally active on social media to form their team. They provide training in tone of voice 
etc. The customer services grounding is important. Other staff are not allowed to tweet as 
02. They monitor their staff personal use of social media and intervene “quite often”. 
 
 
(Richard Clarke is Head of Digital Customer Services at O2) 


