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Summary
Click on this: the trouble with social media
Your brand on Twitter: the tail ends of the bell curve
Social media doesn't cover the mass market, but the edge cases
You've listened to the 4%, now reach the other 96%
    1. Listen to the minority but connect with the masses
    2. Look for ways to turn customers into brand advocates
    3. Encourage positive word-of-mouth on social media
Conclusion: 10 reasons it pays to be anti-social
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Rapide's "Thought Bubbles" series explores various marketing concepts from fresh perspectives. 
If you have thoughts on this one, contact us: 02476 011 911 or marketing@rapide.co.uk.

Summary
Several commentators claim Twitter and blogs aren't the right media for interacting with custom-
ers, since 90% of your audience doesn't use them. These commentators have drawn the right 
conclusion - but from the wrong premise. Rapide, the Moments of Truth company, believes it's not 
about users vs non-users ... but about forward-looking vs backward-looking. 19 out of 20 custom-
ers won't communicate in any way before they fall out of your orbit forever - so basing your 
customer feedback strategy on looking for the 20th is like gazing permanently in the rear-view 
mirror. How can marketers keep their eyes on the road ahead instead?
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Click on this: the trouble with social media

MarketingWeek columnist Mark Ritson recently commented on the use of social media as 
a source of customer insight. Here's what Adland's favourite naysayer put forth:

"Would you trust a research method that excluded 90% of the population? I’d say that 
[Social Media] was entirely unreliable data and yet that is the proportion who don’t use 
Twitter in the UK."1

Ritson's not alone. People like New York-based consultant Peter Shankman are openly 
antagonistic2. Yet note that Ritson's rant was Tweeted repeatedly - including by 
@markritson himself - while Shankman has over 100,000 followers on Twitter. The microb-
logging service is now five years old, trad blogs are into their second decade, and mes-
sage boards have been around since the Internet was a pet project in Virginia. Social 
media's not a passing fad. So what's going wrong?

The clue's in a word Ritson uses: "research".

What comes to mind if someone says that to you? You're probably thinking of clipboards, 
questionnaires, multiple-choice boxes, and people stopping you in the street. Not the 
greatest way to treat customers - or to gather customer feedback.

"Research", in all its forms, is fundamentally backward-looking.

Perhaps it's not social media that's the problem here, but the angle from which marketers 
are looking at it? Anything bubbly and exciting tends to gather a disproportionate share 
of attention - and marketing budgets - before anyone's worked out how to use it. And 
today, the attention-grabber obscuring everything else is social media.

Quite literally, it's a case of "You can't see the wood for the tweets." (Sorry.)
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1 http://www.marketingweek.co.uk/opinion/the-seven-dumbest-sins-of-social-media/3028790.article
2 http://www.imediaconnection.com/content/29174.asp
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Example: Pepsi bets big on social media - and loses

In 2009, for the first time in decades, the USA's Super Bowl event carried no TV ads from 
Pepsi. The drinks and snacks company instead directed US$20m towards the Pepsi Refresh 
Project, a social media campaign aiming to fund small-scale projects that "refresh the 
world". In 2010, both Pepsi-cola and Diet Pepsi suffered falls in market share of around 5%,
while Diet Coke took Pepsi's No.2 slot in the US CSD (Carbonated Soft Drink) sector. In 
2011, Pepsi announced it would be increasing its TV adspend by up to 30% to win back 
consumers.

Anything mined from Twitter is research. It's still valuable "voice of the customer" data - but 
it's not  always-on, not real-time, and certainly not one-to-one communication with your 
customer. And a two-way conversation with your customer is where you need to be.

At Rapide, we believe there is a way to use social media for positive impact on customer 
service - and it means taking an unconventional stance. In this Thought Bubble, we'll 
share with you why it pays to be anti-social.

Your brand on Twitter: the tail ends of the bell curve

There's a useful bit of statistics we can borrow. You've all seen this diagram. It's properly 
called a Normal Distribution, and it's a basic tool on any econometrician's workbench.
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There's some gruesome mathematics behind it, but the most important bits are simple. 
First, the "mountain" represents the average value ("Most customers buy our products 
once a month") - the closer a measured value is to the middle on the horizontal axis, the 
closer it is to the average, with the exact average value being the peak. So far, so good.

This bulkiest part in the middle - to be precise, 68.2% of whatever you're measuring - repre-
sents the cases close to the average, known as "One Standard Deviation". Cases a bit 
further from the average account for another 27.2% - "Some other customers buy our 
products twice a month." That's known as "Two Standard Deviations from the mean."

Now, statisticians count anything within two SDs as perfectly Normal. (Excuse pun.) So 
95.4% of Company X's customers buy its products once or twice a month on average. 
These kind of customers represent the bulk of the company's sales.

95.4% of all customers?

Hmmm, that's not far off ... 96%, is it?

And 96% - independently measured by people like Bain & Co - is the percentage of your 
customers who don't even wave goodbye when they decide not to buy from you again. 
From 19 out of 20 customers, the only thing you hear as they depart is the loud sound of 
churning.

The point: if you snooze through 19 customer interactions before the 20th says something, 
you've lost the first 19 forever. 

Example: United Airlines ignores the 19... and gets stung by the 20th

Remember that United Airlines customer, ignored and unhappy, who recorded and 
posted a video on YouTube singing about his grievances? The video has been viewed by 
over ten million people and has attracted 28,000 comments. In the weeks that followed 
United’s stock price fell by 10%. That customer was in that small tail either side of the 
Normal Distribution - three or more Standard Deviations from the average, one of the 4% 
of customers who actually make it known how they're feeling.
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United's customer had experienced what Rapide calls a "Moment of Truth" - an interac-
tion along the customer journey where the customer makes a big decision about the 
brand. Was it in the check-in queue? Was it in the departure lounge? Onboard the 
plane? These are all situations where the company's in a position to do something about 
such grievances... but United lacked the right channel.

The assertion that social media isn't important because only a few customers use it is 
wrong. A huge proportion of marketing strategy is based on the thoughts of a small band 
of customers. If you want to know what's happening in urban fashion, you go into the 
ghettoes. To pick up on music trends, you need to visit the kind of clubs that don't have 
velvet ropes. To predict next year's restaurant trends you need to sniff around neighbour-
hoods of recent immigrants.

Twitter's value lies in that third Standard Deviation - the relative few who make their voices 
heard. Social media is in the mainstream, but its value is in the extremes.

Social media doesn't cover the mass market, but the edge cases

So there's the rub: only a few percent of people use social media, but they're talking 
really loud. So marketers think that's the whole market, and ignore everyone else. They're
measuring noise, not signal.

In a study by Cornell University, fully half of all Tweets are produced by a tiny hardcore of 
20,000 people - less than 0.01% of Twitter users. (Posting 70m of 140m daily Tweets. That's a 
lot of Tweeting.)

So why are these edge cases important? Well, this is where being anti-social comes in 
useful. That 4% isn't the whole crowd; it's the in-crowd.

Not everyone spent the 60s high on MJ or jamming with Hendrix, but the people who did 
are those who defined that decade.

So what's the value of that 20th customer? 4% of your market isn't a lot.
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Put simply, it's what you can learn from that 20th person. Because if the too-cool-for-
school crowd - the ones who actually say something - are hot and bothered, it's a fair bet 
the other 19 thought the same thing when they were in the same situation. They just didn't 
shout it from the rooftops.

There's one channel that gives your customers the chance to let you know how they feel 
at all times - and enable you to act on those comments in real-time, too. It's the mobile
channel.

Trouble on trains, avoided

A survey among train passengers flagged up an insight: First Class passengers never 
bought another (pricey) First Class ticket if something small annoyed them. Something as 
small as... the kettle breaking in the buffet car. (Those of us on the £9.70 Saver Return from 
Euston to Coventry just sigh if there's no hot coffee to be had. Those paying £122 full fare 
have a rather different view on the situation.) The train operator discovered this by putting
an SMS short code in its train carriages and analysing the messages sent.

Unwarranted legal risks sidestepped

A carmaker trolled and tilled 3,000 customer comments and discovered a rarely-
mentioned but important legal liability issue - the sort of thing that can cost tens of millions 
if it ever reaches court. By listening to that tiny percentage of customers who said some-
thing, they've inferred that a great many other customers were subject to the same situa-
tion... with risks of a lawsuit growing all the time. Without a channel to collect those com-
ments, the insight would have stayed hidden.

Rapide's mobile infrastructure sends and receives over 6m SMS messages alone, every 
single month. And SMS is just the core: mobile messaging solutions can run to voice, pho-
tographs, email, even two-way conversations actuated by simple textback responses. 
Research projects analysing customer feedback for content and sentiment show that 
"Moments of Truth" - points on the customer journey where customers decide to stay or go 
- are consistent for large groups of customers. What if all your churn happened at such 
moments... and you had a way to reduce it?
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By using mobile in the "right" way, you can open up a channel of communication across 
the board. Not just for the 4% - but for everyone. Heading off negative situations even 
when the customer isn't making his voice heard. Simply by adopting the right channel 
and doing things in real-time.

You've listened to the 4%, now reach the other 96%

Whether it's an SMS short code in the train carriage, or an invitation to MMS an image of 
anything you don't like in your hotel room, giving customers the chance to tell you how 
they feel right here, right now can bring  big returns. You'll get a true reflection of how 
they feel - not the after-the-fact research findings of social media mining, mystery shop-
pers, and focus groups.

Here are Rapide's tips for doing it.

1. Listen to the minority but connect with the masses

Social media is always-on and always-available. So look at it (perhaps using Rapide's Rant 
& Rave sentiment engine) for insights, but focus on opening up that same level of com-
munication with the masses.  Customers should be able to tell you how they feel, when 
they want to.

Opening up a channel to the masses can be as easy as renting an SMS short code 
(Rapide owns the easy-to-remember 66099 in both the UK and USA) and asking customers 
to use a keyword whenever they want to say something. ("Got a question? Text "???" and 
your query to 66099.") Most importantly, don't put customers in a straitjacket. Letting them 
respond how they want, when they want allows richer insights... because it isn't driven 
purely by the questions you think are important. 

Nip in the air? Send a frosty message

A leading hotel chain found that opening up the channel told them something they 
weren’t asking questions about  - namely, that guest rooms were over-airconditioned. 
They have since changed this and their customers are happier. (And warmer.)
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2. Look for ways to turn customers into brand advocates

Once a comment goes social, it's hard to respond to that person directly as people don’t 
like to be advertised or sold to through social media. But what if happy customers told 
you directly? There are ways to take the conversation off the social web - perhaps by 
Tweeting a response to the Twitterer whenever your brand name popped up and offering 
them an incentive to continue the conversation with you directly. What if someone 
having a bad experience received a response just seconds later with the right customer 
service number to call... or a voucher that made up for his unhappy experience?

Research group Infoquest states that customers who are "totally satisfied" will spend 3x 
more with a brand than those who are "somewhat satisfied". Acting in the Moment of 
Truth itself means a lot of customers joining the former group.

3. Encourage positive word-of-mouth on social media

Once you have engaged with your customers you could even encourage them to take 
their positive experiences back to the social web - perhaps extending an incentive to ten 
of their closest friends.

It works for negative feedback, too. With an average social media user having 256 follow-
ers, a negative comment can turn into a public relations disaster. But if customers have 
the chance to tell brands how they feel, their sense of engagement rises - making them 
less likely to vent their opinions elsewhere. This also means that issues can be immediately 
resolved by the brand, before they become damagingly public complaints.

Research by TARP found that an unhappy customer will tell 4 x more people via social 
media than they would do face-face.
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Conclusion: 10 reasons it pays to be anti-social

That's what we mean by being anti-social. You don't have to talk to everybody, all the 
time. Just when it matters - and with the people who matter. To finish up, let's list the 10 
reasons you should be anti-social.
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We use mobile to help brands connect and engage with consumers at moments of truth.

Founded in 2000 Rapide have always been innovators in business communication. Our 
passion lies in developing award winning technology to help our industry leading clients 
put customer insight at the centre of everything they do. Our multi-channel solutions let 
companies talk to their customers at the moments that matter, while our sophisticated 
text analytics interprets customer sentiment and provides actionable insight. Rapide help 
their clients prevent customer churn, respond in real-time to customer feedback and 
develop profitable relationships that last.

We are currently working on some exciting Moments of Truth projects with some of the 
UK’s leading brands including Starbucks, Orange, Harrods and Pizza Hut.

To find your Moment of Truth, contact us today. 02476 011 911 or marketing@rapide.co.uk
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Treating Twitter and the blogosphere as a representative sample means you won't 
ignore the quieter masses 
Listening to the loud crowd gives an idea of how the quieter masses are feeling
Extrapolating from the minority tells you when to intervene with the majority
Providing an open channel at key points on the customer journey (Moments of Truth) 
lets people respond when they want to
Keeping that channel open to everyone gets the conversations off Twitter 
Instantly responding to feedback turns negative feelings neutral and neutral feelings 
positive
A continuous two-way dialogue builds customer loyalty and stops them talking to 
anyone else
Upselling, cross-selling, and other overt "marketing" is more accepted in a private 
channel than on public forums like Twitter
Nurturing brand advocates is a cost-effective way to market your products and services
The mobile channel shows you where the key points in your customer journeys are... 
and gives you the means to make a difference.
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