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It happens to be the number 1 activity on the Internet...

It is now a habit for most of us living on this planet,
believe experts...

More than 90 percent of marketers are leveraging its
power to take their brands to their consumers and build
their businesses...

The social media phenomenon has indeed has outlived
expectations and proved that it's not a mere fad. For the average
consumer, social media has evolved into a habit and that’s the
shift businesses are trying to tap to engage with the customer,
build brand visibility and popularity, offer customer service,
generate leads, and sell their products and services.

Most consumer-focused industries such as retail & CPG, media
and entertainment, travel and leisure, insurance and banking
are actively leveraging the power of this new-age medium.

For the utility industry too, the shift in consumer behavior and
the preference for social media is increasingly becoming
apparent. Consider this: A recent survey conducted by Pike
Research estimates that 57 million people used social media
in 2011 to engage with utilities. It estimates that by 2017,
the number will rise to 624 million. In the energy and utility
industry, blogs and forums account for 43 percent of social
channel usage. Twitter accounts for 39 percent of social
channel usage as a large number of general energy and
utilities consumers use it to register complaints and ask for
technical support. Newsfeeds and other channels account for
the remaining 18 per cent of social channel usage.

Driven by this clear shift in consumer behavior and attitude,
utilities are completely overhauling the traditionalist approach
of communicating with customers through letters. They are
now taking the new route of posts, blogs and newsfeeds.

An increasing number of utilities are integrating their
presence across Twitter, Facebook, Instagram and YouTube
with their marketing strategy and in fact using social media as
a part of their marketing channels.

However, what’s more important is, utilities must gradually
move to strategically align social media with their contact
center practice for delivering uniform customer service across
all channels.

People usually share provider-related sentiments, be it
positive, negative or neutral, with a larger customer base
on social media. From this base of customers, utilities can
identify influencers and detractors and can engage with
them proactively to drive superior customer service and
nurture loyalty.

With customers using social media to make decisions on what
to buy and who they buy from, utility companies have to
consider its social media strategy as an important customer
engagement and retention tool.
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Companies that consumers have contacted for
support through Social Media
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An increasing number of Utility
companies are joining the social
bandwagon, as customers take to
this new-age medium.

Fig. 1: Industry studies indicate that driven by consumer demand,
the Utility industry is catching up with other consumer-facing industries
such as retail, telecom, and travel in its 'social' pursuit.
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Success stories of leveraging social media are galore in a
number of industries. In the banking industry, My bank
tracker has emerged as a popular financial aggregator Website
which helps consumers make smarter banking decisions
based on consumer reviews, mostly from social media
channels. In the travel & leisure industry, sites like Trip
Advisor and major influencers across social media channels
are influencing consumers to make the right decisions based
on reviews majorly from social media channels.

To start with, utilities can look at implementing some of the
best-practices followed by other consumer-facing industries.

Guidelines for ‘Going Social’

To stay ahead in the game, utility companies will need to
build a social media strategy that incorporates aspects of
engaging with consumer, building awareness, educating the
consumer and offering customer service.

Outage
Communication

Customer
Awareness

Brand
Awareness

1. Build Consumer Connect: Most often a utility’s social
media practice starts with outage notification and
communication. Utility companies use this channel to
proactively inform customers about a planned outage and
quickly respond to a large base of customers regarding
an outage, breakdown or disruption due to natural
calamities. During the hurricane Sandy in 2012,

a number of utility providers took to Twitter and
cumulatively 20 million Tweets were posted during
and after the calamity.

Utility companies are increasingly integrating social
media communication with their Customer Relationship
Management (CRM) function. When there is a power outage
or a gas shortage in any area, the Tweets go out in a few
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seconds, followed by calls, e-mails and physical customer
care visits in the next few hours. With early trigger from social
media, the utility can optimize its contact center workforce
and systematically increase or decrease it, thereby reducing
volatility due to bench or shortage.

Clearly, social media is not a stand-alone activity and it
needs to be aligned with the broader customer
interaction strategy to ensure a consistent approach
across all channels, be it through the contact center,
Twitter, Facebook or in-person interaction.

Pacific Gas and Elkectric Company

N T tovemt=

PGRE crews have been working around-the-clock to restore
service to customers impacted by lest night's high winds, Here
are tha latest outsge numbers by region. You can slso gst
updatad cutage status anytime on our wabsits:

wwivi.pge.com/outages:

East Bay: 8,561
Hurnbaoldt: 6,469

MNorth Valley: 2,420

Séerra: 5,251

Sonoma: 3,564

Other: 2,257

Total customers out: 28,522

Check back with us at 1:00 PM for the nest update, Please
exerciss extra caution today 2= high winds are forecasted to
continue throughout much of northern Calfornia.

L5k Cramampent + Shiare P12

o 55 poage e this.

m Wil 5 comment.
.

Meésondy Walden-Pound Traks, PGEE, for waorking o homendouws
oot and geliing = through bao porves outages: Bl might.
Lik= ¢ Pmgly + 931 - 23 Novernber ot 01:54
Pacific Gas and Electric Company M=oty - glad we coud
5 e Dememifer, e sy Dene wien you nesd s Heee =
greal day and- =iy safe with e contiring high wends.
L= - w1 - 25 Novemnber o 0508

Fig.2: An overview of how a utility company actively utilizes
Facebook to inform consumers of an outage.

2. Create Customer Awareness: The awareness level among
customers is far from what utilities would like it to be.
Many customers are only partially aware of what their
smart meters can actually do. Utility companies are using
YouTube and Facebook to educate customers on topics
such as energy management, advantages of smart meters
and industry trends. Social media is also being utilized to
generate user-specific awareness regarding changes in
pricing, billing or even allowing customers to design their
bills.
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Smart meter customer awareness revolves around
increasing the consumer’s awareness on issues such as:
“what is in it for the consumer”, “how can the consumer
manage consumption”, “how will the consumer be
impacted during installation”, “FAQs on post smart
metering installation support”, or “how will smart metering
create a better tomorrow both for them and the industry?”

3. Create Brand Awareness: In the words of Scott Cook,
founder of Intuit, a brand is no longer what we tell the
consumer it is — it is what consumers tell each other it is.
This thinking manifests itself most strongly in social
media than anywhere else. Customers are increasingly
using social media to build or destroy the reputation of
their service providers. Social media presents utility
providers with an opportunity to manage brand
perception and map customer sentiments towards the
brand. This can also be used to calculate the brand’s Net
Promoter Score (NPS) that provides a good view of

customer loyalty. Brands across industries have used
their social media presence to effectively manage
customer satisfaction.

Offer Energy Advice & Tips: Social media can be
effectively used to educate customers about energy
saving and good use of electric equipment in a user-
friendly manner. Companies can use this significantly
cost-effective platform to reach out to customers rather
than adopting the traditional expensive way of creating
and managing audio-visual campaigns. This mode can
also be used to promote web-based tools to help
consumers analyse their monthly usage and work towards
a lower bill. Many utility providers are pursuing two-way
discussions with customers on ways to save water, energy
and natural gas, and the importance of renewable energy.
Real-time communication with customers across multiple
platforms tends to create better engagement and allow a
“virtual” conversation with the customer.
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Fig.3: Snapshots of how British Gas is effectively using YouTube as a medium to educate consumers.

Recommended Social Media Start-Up Strategy for Utilities

For the utility industries, we at WNS recommend a specific social media start-up strategy that focuses on tracking and analyzing;

engaging and scoring and managing communities summarized in Fig. 4.

Track & Analyze Engage & Score

Track social networks for traffic, Execute social customer

Manage Communities

services Drive campaigns to build social

consumer sentiments, basis response segmentation - text communities around chosen

influencers, topics, customer mining conversations to
feedback and competitor review responses

Segment traffic basis location, Engage consumer in pr
demographics, followers, service post-Smart Metering

(Power, water, gas or services) implementation support

Segment customers basis Life Re-segment strategic ta
Time Value and propensity social and transactional

The Gap: The Benefit:

classify brand platforms

Develop core target group of
e- and strategic customers basis their
social and transactional profiles

Build consumer awareness about
rget basis the energy saving tips, FAQs on
profile, the impact and advantages of

reassign Life Time Value smart metering, Smart Grid on

consumers.

The Right Way:

Only macro level analysis, can't Social customer service enables Community Management replaces

map the customer CRM building holistic customer

profiles conventional campaigns on Social
Networks

Fig. 4: WNS's social media start-up strategy for utilities.
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See How WNS is
Helping Clients in
their Social Media
Endeavors and
Multi-channel
Customer
Interactions

WNS is a leading Business
Process Management company
with wide experience in
designing and implementing
social media strategies for
clients across industries.

Some of our key achievements
as enablers of social media
strategy and implementation
across industries are
highlighted in Fig. 5.

Monetizing social
engagement for a
leading North
American travel
agency through
real-time social
customer recovery
and proactive reach
out for sales
conversions

Optimizing marketing
and sales efforts for a
leading North
American motor club
and providing
valuable insights
through competitor
benchmarking. WNS’s
efforts have helped
identify new member
acquisition strategies.

Innovative social
listening strategy
and best-in-class
social metrics
dashboard created
for a leading
insurance company
in the Asia-Pacific
region that helped
the company win

a coveted national
award for best use of
social media.

Figure 5: Client success stories in social media, enabled by WNS

WNS has proven industry-specific capabilities in the social media space. With more than
26,000 employees across 33 global delivery centers, the company has been working with
over 200 clients to help them outperform in their business.

WNS brings an edge in its partnership with utility companies because of its deep domain
knowledge and experience in the industry. Coupled with its industry-leading social media
capabilities, WNS can help utility companies align their social media strategy to their

customer engagement needs.

Disclaimer: This document makes descriptive reference to trademarks that may be owned by others. The use of such trademarks herein is not an assertion of ownership of such
trademarks by WNS and is not intended to represent or imply the existence of an association between WNS and the lawful owners of such trademarks.

To learn more, please write to us at marketing@wns.com
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