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ABSTRACT 

 

Background Due to technological changes and social media, the existing 

customer-centric view of companies needs to change and adapt in 

order to meet the customer on their preferred channels. 

Companies are advised to use social CRM for customer service in 

order to stay up to date with their consumers’ wants and needs.  

 

Purpose The overall purpose of the thesis is to deepen and broaden the 

knowledge of social CRM, the use of social media as a customer 

service channel in the UK’s largest online fashion and beauty 

retailer, ASOS. Another purpose is to investigate whether social 

media and social customer service are appropriate tools to build 

relationships with customers and whether they actually drive 

customer satisfaction and customer loyalty. 

 

Design/methodology The study uses both qualitative and quantitative research methods. 

A case study of ASOS and a netnographic research of the 

customer care Twitter account were conducted. Also, an online 

survey with a total of 84 respondents was carried out.  

 

Findings Implementing social CRM for customer service does influence 

customer satisfaction and loyalty. Some key effects are: 

communication transparency, instant feedback that leads to richer 

customer insights. The customer insights usually lead to quality 

improvements that will attract customers to further engage with 

the company. Moreover, customers see the overall customer 

service experience as being more efficient and engaging.  

 

Keywords social media; social CRM; social customer service; customer 

satisfaction; customer loyalty 
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CHAPTER 1: INTRODUCTION 

In this chapter the author provides an ample view on the topic of the thesis, states the purpose of 

the study and formulates the research question. 

1.1 Background  

1.1.1 Social Media, Social CRM and Customer Service 

Social media and social networking are no longer in their infancy nowadays. Ever since the 

emergence of the first social media networks around twenty years ago, social media has continued 

to grow and provide customers around the world new and meaningful ways to engage with people 

and companies that matter to them. Nowadays, social media is still growing rapidly and has become 

an integral part of our daily lives. Social networking is truly a global phenomenon (Bannon, 2012). 

 

A survey on how companies are benefiting from Web 2.0 undertaken by McKinsey (Bughin et al, 

2009) shows that the most important means of exchanging knowledge are blogs, RSS and social 

networks and technologies that strengthen the relationship between companies and their customers 

are blogs and social networks. Blogs and social networks allow companies to deliver product 

information, inviting customers to participate with feedback and even be part of the product’s 

creation process.  

 

Once technology has developed, the usual one-way communication between the company and the 

customer changed to a two-way one. The customer is the one that is now in the center of the 

communication process. This way, the customer engagement is higher than ever and customers are 

able to be active participants in most strategic decisions taken in a company (Greenberg, 2009b; 

Shimp, 2009, Fuchs et al., 2010). Furthermore, consumers no longer feel the need to turn to the 

company for information, but rather rely on advice and recommendations from their networks of 

friends and family through common online groups and communities (Kaplan & Haenlein, 2010).  

 

In order for companies to manage the customer relationships in the best way possible, it is advised 

that they implement social CRM. The term is still relatively new and Faase et al. (2011) states it is a 

mixture of social media with traditional CRM procedures. Moreover, CRM is seen as important for 

companies because it focuses on providing what the customer needs and wants, this feature leading 
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back to the customer-centric model. Thus CRM is about building good relationships with the 

company’s customers (Boulding et al., 2005; Frow & Payne, 2009).  

 

For a company to prosper it is vital for it to know how to serve its customers and in order to do that, 

the company has to listen to their needs and desires. In today’s electronic world, customers prefer to 

engage and communicate with their favorite brands through social media. Companies should be 

able to listen and respond to its customers’ feedback, no matter if the customer is having an issue 

with the company or if it is just to give an appraisal.  

 

Studies have shown that when considering word-of-mouth, “an angry customer will tell up to 20 

other people about a bad experience. A satisfied customer shares good experiences with 9 to 12 

people.” (Safko, 2010). With the presence of social media and applications like Twitter and 

Facebook,  a lot more than twenty people can now hear a bad experience a customer had with a 

brand. Social media usage has been growing rapidly every year with the top social networking sites 

like Facebook and Twitter. This shows how important social media platforms are for consumers and 

companies should be able to meet customers wherever they feel more comfortable. 

1.1.2 Online Retailing and the Internet Environment for Customers 

By 2013, online retailing companies have ended up being diligent in the retailing business and have 

expanded in number and size. Indeed, they hold a decent amount of the aggregate retailing business; 

the Center for Retail Research (2013) reported a 12% offer in aggregate retailing for the UK, 8.8% 

offer in aggregate retailing in Europe (counting UK) and 9% for the US - considering the distinction 

in business measure, the rates might be considered rather comparative. Additionally, further 

development is expected, however somewhat slower when compared to past years due to the 

economic crisis. However not only the numbers of the market share of the overall industry in 

internet retailing changed, but a movement towards an online business sector brought change to 

conventional business procedures too.  

 

Entering the age of Web 2.0, various movements have occurred for businesses as well as customers. 

It is thus important to comprehend that the internet has become like a market environment to 

companies and organizations, and this section will concentrate on the internet environment in the 

interest of the customer. 
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The most essential changes in the new internet environment are innovative advancement as well as 

the epitome of a theoretical step towards the interactivity (O’Reilly & Battelle, 2005). Co-creation, 

participation and openness (Lister et al., 2009) are very important in the new interactive space of 

the internet. Web 2.0 moved past the one-way communication of Web 1.0 and concentrated mostly 

on the information provided by all instead of the exclusive direction of top management.  

 

There are numerous components that can prompt customer participation and engagement. As per 

the study performed by Chu and Kim (2011), customers have a tendency to recommend and discuss 

products on social networking platforms. The presence of both customer and companies on a social 

networking site can possibly build a solid relationship between the two through a closer 

communication process. It is therefore vital that companies perceive these causes and improve them 

with a specific end goal to upgrade quality in communication. Given the community and social 

qualities of the space of social networking sites, these platforms might be seen as a rising venue of 

consumer-to-consumer conversations and word-of-mouth branding for businesses. 

 

1.2 Problem Discussion and Formulation 

Social media is the incredible equalizer between organizations and customers, yet using social 

channels to their true ability could be bound with complex quality if social media is not fused into a 

more extensive customer engagement procedure. More organizations understand the significance of 

using social media as an instrument to enhance the customer experience. Today, social media is 

constantly utilized as more than a communication platform, and is changing into a means to ensure 

product quality, services, and deliverables (Liyakasa, 2013).  

 

Customer service via social media, also known as social customer service, has become essential for 

global brands. Customers choose when and where they voice their questions, issues and complaints, 

blurring the line between marketing and customer service. Brands should consider this evolution 

and ensure they are ready to react on all channels. Brands ought to consider this development and 

guarantee they are prepared to respond on all channels. Complaints and inquiries voiced on social 

media channels are exceedingly noticeable to different clients, and in the event that a company 

neglects to recognize them, its notoriety can rapidly disintegrate. There are some comments that are 

vindictive and do not justify a reaction, yet even those are essential to a business and need to be 

tended to. 
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For an expanding number of individuals, social media is the primary place they turn when they 

encounter an issue. As per Nielson's social media report (2012), 47% of social media users take part 

in social customer service and one in three customers want to contact brands utilizing social media, 

instead of the phone. Less than half of organizations are actively reacting to these enquiries and 

large portions of those are utilizing cost-cutting copy and copy-paste strategies, which are precisely 

what call-center were criticized for. There is a need to put resources into discovering methods for 

supporting customers more effectively on the channel of their decision and guarantee a steady 

customer service encounter over all channels (Brynley-Jones, 2013). 

 

The thesis will set out to find the answers to the following research question: 

RQ: How does the implementation of Social CRM for customer service impact customer 

satisfaction and customer loyalty? 

 

1.3 Purpose and Relevance 

The overall purpose of the thesis is to deepen and broaden the knowledge of Social CRM, the use of 

social media as a customer service channel in the UK’s largest independent online fashion and 

beauty retailer, ASOS. Another purpose is to investigate whether social media is an appropriate tool 

to build relationships with customers and whether it actually drives customer satisfaction and 

customer loyalty. 

 

There are research studies that measured how Social CRM can enhance customer loyalty (Lee-

Kelley, Gilbert & Mannicom, 2003), or how Social CRM is a determinant of customer satisfaction 

in retail websites (Feinberg & Kadam, 2002). Moreover, another study by Shi, Prentice and He 

(2014) analyzes the link between service quality, customer satisfaction and loyalty in casinos. The 

thought of verifying the relationships between a certain part of Social CRM that focuses on 

customer service and service quality, satisfaction and loyalty was motivating, as not much research 

was found in this direction. 

 

1.4 Thesis Structure 

The thesis is divided into seven chapters as illustrated in Figure 1. The introduction presents a 

background overview, the purpose of the study and problem formulation.  
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Chapter 2 provides literature reviews of relevant topics for this thesis: Web 2.0 and social media; 

CRM and Social CRM; customer service; social customer service; service quality; customer 

satisfaction; and customer loyalty. Chapter 3 presents a new conceptual framework and the 

formulation of the hypotheses.  

 

Chapter 4 provides a theoretical overview of the methodological approach and analyzes the study 

techniques chosen for this mixed methods study approach.  

 

Chapter 5 presents the findings of the qualitative and quantitative studies and also their analysis, 

while Chapter 6 provides a discussion based on the analysis and literature review. Finally, 

conclusions, limitations associated with the study and suggestions for further research are provided 

in Chapter 7. 

 

Figure 1. Thesis structure (Source: Author’s own) 

 

•Background  
•Purpose of the study and 
•Problem formulation 

Chapter 1: 
Introduction 

•Theoretical framework 
Chapter 2: 

Literature Review 

•Conceptual model  
•Hypotheses 

Chapter 3: 
Hypotheses 
Formulation 

Chapter 4: 
Methodology  

Chapter 5: 
Findings, Results 

and Analysis 

Chapter 6: 
Discussion 

•Sum up  
•Limitation 
•Further research 

Chapter 7: 
Conclusions 
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CHAPTER 2: LITERATURE REVIEW 

This chapter contains the theories, which will be applied for data collection and analysis. The 

theoretical framework includes the description of concepts belonging to the area of Relationship 

Marketing - Web 2.0, Social Media, CRM, Social CRM, Customer Service, Service Quality, 

Customer Satisfaction and Customer Loyalty.  

2.1. Web 2.0 and Social Media 

In 1999, Darcy DiNucci was the first to adopt the labeling of Web 2.0 when forecasting the future 

of the World Wide Web. Six years later, Tim O’Reilly (2007) brought the term up again in a 

conference held in San Francisco. He was the one who coined the term Web 2.0 to describe a new 

way in which software developers and end-users could utilize the World Wide Web in a manner in 

which content is continually modified in a participatory and collaborative manner (Kaplan & 

Haenlein, 2010). According to Kaplan and Haenlein (2010), Web 2.0 can be seen as the platform 

for the evolution of social media. According to Musser and O’Reilly (2006), “Web 2.0 is a set of 

economic, social, and technology trends that collectively form the basis for the next generation of 

the internet - a more mature, distinctive medium characterized by user participation, openness, and 

network effects.” 

 

One of the major changes that occurred with the arrival of Web 2.0 and social media has been the 

shift in power from marketers to consumers. Previously, companies were able to control 

information about themselves through press releases and public relations, however nowadays they 

find it rather difficult to control that, due to customers’ access to different social platforms (Kaplan 

and Haenlein, 2010). Furthermore, marketers were engaged with mass communication innovations, 

for example, through radio, TV and database driven immediate showcasing, yet new advanced 

technologies have made it straightforward for consumers to react and converse with one another 

(Deighton & Kornfeld, 2009). The social consumer might be characterized as consumers who feel 

the need to impart data to others whom they may not know, however are viewed as someone similar 

to them (Greenberg, 2009a). 

 

There are numerous meanings of social media and these shift from author to author, as social media 

keeps on evolving in the meantime with the development of new media. In a straightforward 

manner one could state that social media is the media one uses to be social. The term social media 
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was initially presented amidst 1990 with the appearance of the first weblogs. The advancement of 

social media proceeded 13 years after the fact with the creation of social media sites, particularly 

Myspace in 2003 and Facebook in 2004 (Kaplan & Haenlein, 2010). Cormode and Krishnamurthy 

(2008) believe that it is critical to make a difference between Web 2.0 social media and Web 1.0. 

The key distinction between them is that in Web 2.0, the customers are content creators while in 

Web 1.0 they consume it. 

 

To be more specific, social media is “the set of connectivity-enabled applications that facilitate 

interaction and co-creation, exchange and publication of information among firms and their 

networked communities of customers” (Larson & Watson 2011). Another definition of social media 

that is worth being included in the thesis was written by Safko (2010). He states, “the first part of 

the terminology, social, refers to the instinctual needs we humans have to connect with other 

humans. We have been doing that in one form or another since our species began. We have a need 

to be around and included in groups of similar like-minded people with whom we can feel at home 

and comfortable sharing our thoughts, ideas, and experiences. The second part of that term refers to 

the media we use with which we make those connections with other humans. Whether they are 

drums, bells, the written word, the telegraph, the telephone, radio, television, e-mail, websites, 

photographs, audio, video, mobile phones, or text messaging, media are the technologies we use to 

make those connections.”  

2.1.1. Social Media Platforms 

To continue, in the lines below, the author will present the different social media platforms, which 

will be further used in the analysis. 

 

It is critical to comprehend what the force of a certain SNSs is. Many academic have a tendency to 

over generalize over numerous sorts of new media. Facebook is not the same as YouTube, the same 

way that a daily paper is unique in relation to a glossy magazine. After Kaplan’s and Haenlein’s 

research (2010) the two key parts of social networking depends on two academic fields, “media 

research (social presence, media richness) and social processes (self-presentation, self-disclosure)”. 

 

Social presence suggests the closeness and the promptness of all types of media. Social presence is 

high in interpersonal messages and more equal when intervened through, for example, phone. The 

higher the social presence in correspondence, the higher the social impact is on the conduct of the 
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other. Identified with this thought is the idea of media richness, essentially alluding to the 

presumption that media has diverse degrees of richness in the measure of data it permits to be 

transmitted in a given time interval. In this sense, some media could be more successful than others 

in determining ambiguity and uncertainty. With this methodology, Kaplan and Haenlein (2010) 

created a grouping of SNSs as indicated by these two scholarly ideas. 

 

 

 

 

 Social presence/ Media richness  

 

Low 

 

Medium 

 

High 

 

Self-

presentation/ 

Self-

disclosure 

 

High 

 

Blogs 

Social networking 

sites (e.g. 

Facebook) 

Virtual social worlds 

(e.g. Second Life) 

 

Low 

Collaborative 

projects (e.g. 

Wikipedia) 

Content 

communities 

(e.g. YouTube) 

Virtual game worlds 

(e.g. World of 

Worldcraft) 

 

Table 1. Classification of Social Media by social presence/media richness and self- representation/self-

disclosure (Source: Kaplan & Haenlein, 2010) 

 

By understanding the force and the reach of particular SNSs, companies can combine various types 

of social networking stages into their advertising blend. Particularly when utilizing various stages 

and cross sharing between SNSs, viability of the combinations could be expected beforehand. 

 

Blogs  

The term blog originates from the consolidation of two words - web and log. The main blogs 

showed up in the business world in the late 1990s as undertaking administration instruments to join 

distinctive departments inside the organization. The effortlessness of use – users neither needed to 

have a profound knowledge of technologies, nor install any special programs on their computers – 

was one of the explanations behind its popularity. All the blogs have the same set of components: 

comments which the owner or different users may leave on the page, classifications or particular 

subjects talked about in the blog, trackbacks or other links to different websites and permalinks or 

permanent URLs to individual posts. 

 

Companies use blogs to stay significant to the customer, to divide their audience and to customize 

and personalize the communication with them. A company’s personnel could use blogs to impart 
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their learning and skill in a specific field, launch conversations and exchange opinions. Today 

corporate blogs are utilized in order to keep up sufficient internal and external communication, get a 

promotion and generate ideas for new products or services. Including the customers in the dialog 

helps the organizations to construct brand loyalty and strengthen their knowledge about its 

capabilities (Ellison, 2007). 

 

Social networking sites 

These are online web-sources where the users can create profiles, connect with profiles of different 

users whom they normally already know, making the content of their pages accessible to watch, 

leave comments, share links, upload the pictures, video and texts. The users make their social 

networks visible (Ellison, 2007). The greatest social networking community is Facebook. It was 

created in 2004. Only two years after its appearance, people as well as companies could register and 

make accounts on Facebook. Throughout the first couple of weeks, 4000 companies joined this 

social networking community. As indicated by Kaplan & Haenlein, (2010) through Facebook, 

organizations and firms build brand communities or conduct netnographical marketing research 

(netnography is “the online marketing research technique for providing consumer insight”, 

Kozinets, 2002). LinkedIn is an alternate kind of a popular social networking site with the focus on 

the professional life, where users are welcome to build their résumé and secure proficient contacts 

and connections. The holders of paid accounts can search experts inside particular profession areas 

and with particular qualities. This site is valuable for employment seekers and recruiters, for 

consultants or vendors (Skeels & Grudin, 2009). 

 

Content sharing communities (e.g. YouTube, Flickr, SlideShare) 

Content sharing communities are the sites where users can share texts, music, video and slides. 

They require minimum enrollment information and provide a wide audience. Along these lines, 

individuals as well as companies use it broadly and integrate it in their marketing campaigns. For 

instance, a few companies urge customers to make short videos utilizing brand items and others to 

upload press materials and keynotes speeches (Kaplan & Haenlein, 2010). 

 

Micro-blogs (e.g. Twitter, Pownce, Jaiku, Tumblr) 

Micro-blogs are becoming an important category within the general group of social media. They 

have become a very popular communication tool, and nowadays internet users seem to shift from 

traditional communication tools to micro-blogging services. As more and more people express their 
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feelings about products and services they use, micro-blogs are a valuable source of their opinions 

and sentiments (Pak & Paroubek, 2010). Twitter allows users to compose short messages, known as 

"tweets", with a length of up to 140 characters. Users can follow other users on Twitter and repost 

their messages. These days, news organizations are examining Twitter for news about crises or 

nature catastrophes, or use it as a news source. Different organizations likewise make utilization of 

it to spread data. Twitter is an effective instrument of word-of-mouth marketing and it can help 

companies generate value along all three stages of the marketing process: pre-purchase, purchase 

and post-purchase (Kaplan & Haenlein, 2011). Statistically, almost 20% of tweets mention brands 

(Jansen et al, 2009).  

 

More categories like virtual game worlds, virtual social worlds, RSS and aggregators could be 

added, but these are not relevant for the purpose of the thesis so no description will be provided. 

 

The implementation of the social media can be beneficial in many aspects and used by different 

departments in a company. It could be used in marketing, PR, human resources, sales, customer 

service and support and IT. For the purpose of the thesis, the focus will be put on the customer 

service and support department. The use of social media in this department is called “social care” 

and the term simply means providing customer service on social platforms. Social care is 

“becoming the population’s preferred method of customer service” (Brown, 2013). 

  

Today, social media holds an enormous potential for companies to strengthen their relationship with 

their customers, and in doing so, increase revenue, reduce costs, and efficiencies (Baird & Parasnis, 

2011). Although social media has clear benefits of being a powerful tool from a business point of 

view, but many executives are still unable to develop strategies and allocate resources to engage 

effectively with social media (Kaplan & Haenlein, 2010). In fact, according to Kaplan and Haenlein 

(2010), possible reasons for this are a lack of understanding of what possible forms it can take, and 

the loss of control of information. 
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2.2 Customer Relationship Management and Social Customer Relationship 

Management  

2.2.1 Customer Relationship Management (CRM) 

Customer Relationship Management is the process and technology that is able to translate the 

customer information into customer knowledge (Fayerman, 2002). The term Customer Relationship 

Management (CRM) appeared in the mid-1990s, and today is normally used within the context of 

technology solutions used to manage the customer relationship effectively (Payne & Frow, 2005). 

Throughout the years, these technology-based solutions have been used either for sales force 

automation, marketing or customer service. From the viewpoint of the customers, the requirement 

for expanded interaction with companies is incredible, as they are extremely impacted by the 

different communication opportunities. These interactions bring loyalty, and serve as testimony of 

service efficiency and customer orientation from the company’s side (Teo et al. 2006). 

 

Due to a great range of technology-based solutions, the definition of Customer Relationship 

Management has varied significantly over the years, which at times has been a source of difficulties 

for those attempting to implement it correctly. According to Payne and Frow (2005), in interviews 

with managers, the Customer Relationship Management view varied from direct mail, a loyalty card 

scheme, a help desk or even a call center. Khanna (2001) views CRM as an e-commerce 

application, while Singh and Agrawal (2003) believe it is companywide initiative that belongs in all 

areas of an organization. Buttle (2009) mentions that CRM is about the development and 

maintenance of long-term, mutually beneficial relationships with strategically significant customers.  

 

The author believes that a wholesome definition is proposed by Payne and Frow (2005): “CRM is a 

strategic approach that is concerned with creating improved shareholder value through the 

development of appropriate relationships with key customers and customer segments. CRM unites 

the potential of relationship marketing strategies and IT to create profitable, long-term relationships 

with customers and other key stakeholders. CRM provides enhanced opportunities to use data and 

information to both understand costumers and other key stakeholders. CRM provides enhanced 

opportunities to use data and information to both understand customers and co-create with them. 

This requires a cross functional integration of processes, people, operations, and marketing 

capabilities that is enabled through information, technology and applications.” 

 



 19 

While examining the different definitions of CRM, this can be defined from three viewpoints: 

“narrowly and tactically as a particular technology solution, wide-ranging technology, and customer 

centric” (Payne & Frow, 2005). 

Figure 2.  The CRM Continuum (Source: Payne & Frow, 2005, p. 168) 

 

After a close review of the literature, CRM can be divided into four distinctive branches: strategic, 

operational, analytical and collaborative CRM. These will be explained in more detail in the lines 

below. 

 

Strategic CRM refers to the fact that CRM is meant to be seen as a companywide strategy in which 

the primary focus is on the customer. It is additionally expected that, inside a company, it is a core 

managerial responsibility to support and execute this focus as a CRM strategy, including placing an 

emphasis on the efficient analysis and utilization of customer data as a platform for marketing and 

management (Wahlberg et al., 2009). 

 

Operational CRM manages the design, planning and execution of operational CRM activities and 

offers systems that help everyday business in in areas like marketing, sales and customer service by 

automating the procedures connected with customer relations. It is inside this CRM type one can 

observe the areas that are adjusted to specifically manage customer service, as its main task is to 

help customer on the basis of information from the central CRM database or back-office solutions 

(Xu & Walton, 2005). One main field of application of operational CRM is service automation. In 

this particular field the service department of a company is supported and several components can 

be used to interact with customers like helpdesks, complaint management and service requests. 
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Analytical CRM can be seen as analytical tools used to analyze the customer knowledge database 

created from the collection and storage of customer data, intended to “generate customer profiles, 

identify behavior patterns, determine satisfaction level and support customer segmentation” (Xu & 

Walton, 2005). Through the data analysis a more efficient marketing process can be achieved. 

Nowadays the collecting and analysis of customer data is much more systematic and efficient 

(Wahlberg et al., 2009). Moreover, in order for CRM to be effective, a good relationship between a 

company and its customers is vital (Nguyen & Mutum, 2012).  

 

Collaborative CRM covers the use of different communication channels in a channel management 

strategy. The development of technology has broadened the communication possibilities with the 

customers (Wahlberg et al., 2009). Apart from that, CRM could also be extended to incorporate 

employees, suppliers, or partners. Collaborative CRM can offer information and instruments to 

everyone and helps drive deals through every channel from call centers to the web (Xu & Walton, 

2005). 

2.2.2 Social Customer Relationship Management (Social CRM) 

The author decided to use the term Social CRM in the thesis, but this can be found under different 

names in the literature, such as e-CRM (Pan & Lee, 2003; Chaffey, 2011) or CRM 2.0 (Greenberg, 

2009; Anshari & Almunawar, 2012).  

 

Chaffey (2011) believes that it is rather difficult to state where CRM ends and Social CRM begins, 

as nowadays they both make use of digital technology and media. He believes that CRM and Social 

CRM cannot be separated and both of them “are not just about technology and databases, it’s not 

just a process or a way of doing things, it requires, in fact, a complete customer culture” (Chaffey, 

2011). 

 

With the arrival of social media and Web 2.0, there has been a proceeded increase in interest on the 

effect that it can have on companies and businesses now and in the future. Mohan et al. (2008) were 

one of the first to connect Web 2.0 and CRM, and the resulting term they created was Social CRM. 

They presume that a Social CRM framework consolidates the features of Web 2.0 and social 

networking with current CRM frameworks (Mohan et al., 2008). Social CRM can be seen as a 

company specific strategy that for creating customer involvement and building stronger customer 

relationships uses Web 2.0 services to support dynamic customer engagement (Faase et al. 2011). 
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Moreover, two other challenges and activities that require Social CRM would be online customer 

service facilities and online service quality to ensure that customers have a great experience that 

encourages them to purchase again (Chaffey, 2011). 

 

One essential feature for creating customer involvement in Social CRM is the area of engagement. 

Engagement means offering new points of contact through which customer involvement is 

empowered by the organization (Faase et al., 2011). This can include publishing content to Web 2.0 

services (e.g. Facebook, Twitter) that customers find interesting, also listening to the customer, and 

responding appropriately (Faase et al., 2011). Today, many companies started acquiring the benefits 

and advantages of engaging customers in an effective dialog. For instance, Starbucks Coffee has 

been an early adaptor, with the making of their site mystarbucksidea.com, where customers are 

encouraged to engage and communicate with the organization by giving thoughts that would 

enhance their customer experience when going to the store (Kamath, 2008). 

 

An alternate area in which Social CRM has progressed over traditional CRM is an increase in 

consumer insights. Traditional CRM, as mentioned in the previous subchapter, was focused around 

a one-way conversation with the customer, fundamentally concerned with customer information 

and records, and rather little with consumer insights (Greenberg, 2010). As indicated by Shimp 

(2009), Social CRM changed this by building a two-way relationship, which gives customers 

ownership for discussion with the company. Besides, Social CRM is able to give diverse strategies 

and tools to gather and investigate significant data from the customer, and how companies can 

apply the data. As indicated by Greenberg (2009b), this data can incorporate the nature of 

conversations about the organization by individual customers; customers connected with specific 

accounts, but also conversations by the general public about the company (Greenberg, 2009b). 

There are five essential parts that need to be taken into consideration in order to gather the sort of 

data important enough to enhance the learning capacities of companies about their customers. These 

will be explained below: 

 

 Data - Social CRM needs to gather transactional information, for example, purchase 

histories, time used on different web pages are still important, however it is not by any 

means the only information required any longer. Information gathered from individual 

profiles, information assembled from content analysis from conversations and blogs, and 

social networks is required for compelling, correct customer insights (Greenberg, 2010). 
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 Sentiment analysis - Assessing the sentiment of individuals and groups could be utilized to 

take a look at positive, negative and neutral consumer feelings over a period of time, and 

how they spread through social networks (Greenber, 2009b; Pak & Paroubek, 2010).  

 Social media monitoring - Social media monitoring can be used as a rich source of 

information, in order to track conversation topics, influencers, and customer service on a 24-

hour basis (Greenberg, 2009; Kietzmann et al., 2011).  

 Customer profiling - This incorporates the individual data that is important for revealing 

the customer experiences concerning how they wish to interact with a company (Greenberg, 

2009b; Chaffey, 2011). 

 Customer experience maps - Customer experience mapping is a representation of the 

service journey of a customer. It shows their perspective from the beginning to the end, 

showing the range of tangible and quantitative interactions, triggers and touchpoints, as well 

as the intangible and qualitative motivations, disturbances and meanings (Greenberg, 2009).  

 

Some of the benefits of integrating Social CRM are: targeting more cost-effectively, achieving mass 

customization of the marketing message (and the product or service), increasing the depth and 

nature of relationships, a learning relationship can be achieved using different tools through the 

customer lifecycle and lowering costs (Chaffey, 2011). 

 

2.4 Customer Service, Service Quality, Satisfaction and Loyalty 

2.4.1 From Customer Service to Social Customer Service  

Companies that believe in and try to provide the best customer service are companies that will have 

many benefits. A bad experience will travel a lot faster than a good one, especially in the digital 

world we live in today. When product differentiation is becoming rather impossible, companies 

attempt to gain competitive advantage through service (Peel, 1990). 

 

Some of the definitions of customer service can be limited, some describing it as customer care, but 

“true customer service is far more comprehensive, and must involve virtually every aspect of the 

organization’s activities” (Peel, 1990). Furthermore, the focus of any true customer service is to 

minimize issues and enhance the customer experience an individual customer is having (Greenberg, 

2009). A comprehensive definition of customer service is “the customer care activities that 
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surround the purchase of a product or service” (Greenberg, 2009b). Peel (1990) mentions how 

customer service is present in every one of the different stages of a transaction, these being: market 

research, the pre-order climate, the buying/ordering process, the period from order to delivery, 

packaging and presentation, transport, accuracy, completeness and convenience of delivery, 

complaints handling, payment, after-sales service and support. Taking in consideration that 

customers have more choices today and targeted customers are more valuable for companies, 

customer service must be placed in the top when considering strategy (Winer, 2001). Turban (2002) 

states that customer service can be characterized as the activities intended to upgrade the level of 

customer satisfaction before, during, or after a purchase. Walsh and Godfrey (2000) argue that 

effective customer service prompts enhanced customer satisfaction, which creates a positive pull 

factor. They argue further that this positive pull factor component could be portrayed as creating a 

feeling of familiarity and commitment, which gives the customer little motivation to shop 

somewhere else.  

 

Traditionally, customer service has been essentially achieved through communication channels like 

phone or email, however nowadays these channels have proven to be somewhat ineffective. In 

2008, Forrester Research conducted a survey where they asked customers for the reason of not 

using call centers to solve their issues. As indicated by Greenberg (2009b), it was discovered that 

poor knowledge management capabilities, routing inaccuracies, and substandard customer data 

access were all primary reasons why customers felt this way. Geierhos (2011) explains this further 

by mentioning that these communication channels are time consuming and error prone, and by 

continuing with traditional customer service can lead to the loss of customers. Additionally, call 

centers rely on metrics, which are crafted to measure the efficiency of the customer service agents, 

but not to measure how successful the interaction with the customer was. Greenberg (2009b) 

debates that these approaches do not undertake a customer-centric approach, but rather a corporate 

one that focuses on the satisfaction of the management and not on the resolution of customer issues. 

 

One customer-centric method that can enhance the customer service offered is the sustained focus 

on customer experience. As stated by Greenberg (2009b), customer experience is the core of 

customer service and recently academics have been debating whether customer experience is an 

important factor of customer satisfaction and loyalty (Caruana, 2002). Makan and Klaus (2011), 

define customer experience as “the customer’s cognitive and affective assessment of all direct and 

indirect encounters with the firm relating to their purchasing behavior”. As reported by Makan and 
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Klaus (2011), unlike customer satisfaction, customer experience measures a more holistic consumer 

concept by taking into account the sum of all direct and indirect interactions with a company, 

delivering better explanatory power and identification of main issue areas for managerial 

consideration. On the other hand, Greenberg (2010) believes the foundation of any successful 

customer service model is the need of actual human interactions and the provision of a meaningful 

experience with customers who have engaged with the company. 

 

In recent years, more and more customer service channels where the customers can engage in a 

two-way dialogue with the company have appeared. Currently, companies develop virtual call 

centers that integrate companies’ fan pages into social networking sites. These virtual call centers 

are then able to process the customer conversations and direct the conversation to the appropriate 

channel, but also identify customer service issues and act on them before they harm sales or the 

company’s reputation (Geierhos, 2011). 

 

With the arrival of Web 2.0, the customer service experience has changed radically and many 

companies are aware of the fact that they should adopt social customer service. Due to 

technological changes and social media, the existing customer-centric view of companies needs to 

change and adapt in order to be where the customer is most comfortable. Social customer service 

might be characterized essentially as social media/business meets customer service. It has 

developed as a result of organizations and brands uncovering the advantages from proactively 

overseeing customer service and support through social media channels (McCabe et al., 2013).  

 

A McKinsey research indicates that a single negative post on social media has, on average, as much 

impact on customer choices as five positive posts. Social media has made customers expect on 

receiving immediate feedback. Indeed, a considerable measure of customer service nowadays is 

occurring through social media, and customers anticipate that the company will respond as if it was 

one of their Twitter followers. More than half of Twitter users expect a reaction in less than two 

hours, a lot faster than most companies’ response time (Benmark, 2012). 

2.4.2 Service Quality 

One cannot discuss about customer service and exclude service quality, as the two are 

interconnected. Service quality “is the result of the comparison that customers make between their 

expectations about a service and their perceptions of the way the service has been performed” 
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(Caruana, 2000). From the perspective of business administration, service quality is an achievement 

in customer service and it appears at each service encounter. Customers form service expectations 

from past experiences, word of mouth and advertisement. In general, customers compare perceived 

service with expected service in which if the former falls short of the latter the customers are 

disappointed (Walker et al., 2006; Kassim & Abdullah, 2010). 

 

Parasuraman et al. (1988) developed the service quality model or the gap model in 1985 and this 

highlights the main requirements for delivering high service quality. The model identifies five 

gaps that cause unsuccessful delivery of service quality. In 1988, Parasuraman et al. extended their 

research and stated that customers generally have a tendency to compare the service they 

experience with the service they expect. If the experience does not match the expectation, then a 

gap will appear. Parasuraman et al. (1988) described ten determinants that may influence the 

appearance of a gap in the SERVQUAL scale: reliability, responsiveness, competence, access, 

courtesy, communication, credibility, security, understanding the customer and tangibles. Later, the 

determinants were reduced to five: tangibles, reliability, responsiveness, service assurance and 

empathy (Figure 3).  

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3. Customer perceptions of quality, satisfaction and loyalty (Source: Wilson et al., 2012, p. 79) 

 

For the purpose of the thesis none of the five gaps will be analyzed into detail, but only the five 

dimension of service quality will be taken into consideration. Even though there have been different 

http://en.wikipedia.org/wiki/Administration_(business)
http://en.wikipedia.org/wiki/Customer
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criticisms regarding the SERVQUAL scale (Jemmasi et al., 1994), the author decided to use the 

five dimensions of service quality in the paper. 

 

The reliability dimension indicates how the company is performing and completing their promised 

service, quality and accuracy within the given set requirements between the company and the 

customer. Reliability gives the customers the opportunity to trust the brand, as every customer 

wishes to know if the product or service provider is reliable and able to fulfill the set requirements 

in a satisfactory manner (Parasuraman et al. 1988; Wilson et al., 2012). 

 

Responsiveness is the dimension that refers to the willingness of the company to help its customers 

in providing them with a superior and fast service. This is again a very significant dimension, due to 

the fact that every customer feels more valued if they get the best possible quality in the service 

(Parasuraman et al. 1988; Wilson et al., 2012). 

 

The assurance dimension refers to the company's employees. It is essential that the employees are 

skilled workers that are able to gain the trust and confidence of the customers. If the customers do 

not feel comfortable with the employees, there is a rather large chance that the customers will not 

continue to do further business with the company (Parasuraman et al. 1988; Wilson et al., 2012). 

 

The empathy dimension specifies whether the company cares and provides personalized attention 

to their customers, in order to make them feeling valued and unique. The fourth dimension is 

actually combining the first, second and third dimension to a higher level, even though they really 

cannot be compared as individuals. If the customers feel they receive personal and quality attention 

there might be a possibility that they will stay loyal to the brand (Parasuraman et al. 1988; Wilson et 

al., 2012). 

 

Lastly, tangibles refer to the appearance of the physical surroundings and facilities, equipment, 

personnel and the way of communication. In other words, the tangible dimension is about creating 

first hand impressions. A company should want all their customers to get a unique positive and 

never forgetting first hand impression, this would make them more likely to return in the future 

(Parasuraman et al. 1988; Wilson et al., 2012). In the case of an online retailer, tangibles are 

restricted to the look and feel of the website and the way of communicating with the employees or 
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customer service agents. In the case of social customer service this could be the customer’s first 

impression with the customer service process. 

2.4.3 Customer Satisfaction  

Ever since the early 1970s there has been remarkable research in the field of customer satisfaction. 

Several theoretical structures were developed to examine satisfaction and reach a measure that 

would be able to measure the construct. Customer satisfaction is a rather major outcome of the 

marketing activity and is meant to link the purchase, consumption and post purchase processes and 

the customers’ attitude, repeat purchase and loyalty towards the brand (Churchill & Surprenant, 

1982). 

 

A general definition of customer satisfaction is provided by Kotler and Keller (2011, p.128), who 

state “satisfaction is a person’s feelings of pleasure or disappointment resulting from comparing 

product’s perceived performance (or outcome) in relation to his or her expectations. If the 

performance falls short of expectations, the customer is dissatisfied, if the performance matches the 

expectations, the customer is satisfied, if the performance exceeds expectations, and the customer is 

highly satisfied or delighted”. The name of theory mentioned by Kotler and Keller is the expectancy 

disconfirmation theory and it is one of the most common found in literature (McQuitty, Finn and 

Wiley, 2000). Satisfaction (positive disconfirmation) and dissatisfaction (negative disconfirmation) 

can be seen as two ends of a scale, where the placement of the customer’s feeling is found by 

comparing his expectations to the final outcome. The customer will be satisfied if the outcome 

meets his expectations. As seen in Figure 2, service quality is one of the influencers of customer 

satisfaction. In the case of service quality exceeding expectations, the service provider manages to 

make a customer happy. On the other hand, dissatisfaction will occur when the perceived overall 

service quality does not meet the customer’s expectations (Looy et al., 2003; Wilson et al., 2012).  

 

Two dimensions of customer satisfaction were discovered: transaction-specific and cumulative or 

overall satisfaction (Boulding, et al., 1993). Transaction-specific means that customer satisfaction is 

views as a post-choice evaluation judgment of one specific purchase occasion (Oliver, 1980, 1993). 

Until recently, researchers focused and developed literature on this type of dimension, but 

cumulative customer satisfaction is the dimension which is more valuable as it measures the overall 

evaluation of the total purchase occasions and consumption experiences over time (Johnson & 

Fornell, 1991; Fornell et al. 1996). 
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Many studies have investigated the relationship with customer behavior patterns (Dimitriades, 

2006; Olorunniwo et al., 2006; Chi & Qu, 2008; Faullant & Matzler, 2008). According to these 

findings, customer satisfaction increases customer loyalty, influences repurchase intentions and 

leads to positive word-of-mouth. As seen in Figure 2, Wilson et al. (2012) shows that customer 

satisfaction is influenced by service quality, product quality and price, but also situational factors 

and personal factors. As the purpose of the thesis is to focus on social customer service only the 

service quality-customer satisfaction relationship will be taken in consideration. 

2.4.4 Customer Loyalty 

Customer loyalty is the main result of customer satisfaction (Figure 2) and this concept has various 

definitions and measurements that vary over the decades. Oliver (1997, p.392) defines customer 

loyalty as “a deeply held commitment to re-buy or re-patronize a preferred product or service 

consistently in the future, despite situation influences and marketing efforts having the potential to 

cause switching behaviors”.   

 

After reviewing literature on customer loyalty, it was found that this concept, like the concept of 

customer satisfaction, has a few dimensions. Two of the most important dimensions are the 

behavioral and attitudinal components (Yin, 1991). Behavioral loyalty refers to the customer’s 

behavior of repeating the purchase or the possibility of repeating the purchase from the same 

company. On the other hand, attitudinal loyalty is meant as a future intention to repurchase, this 

reflecting a cognitive and emotional attachment associated with customer loyalty (Dick & Basu, 

1994). 

 

Customer loyalty is one of the most important metrics in marketing, as a loyal customer base will 

lead to a high level of profits for the company. Moreover, customer loyalty also indicates customer 

retention, as loyalty measures the customer’s intention to repurchase a product or service. For 

internet based companies that do not own a physical shop, the relationship with their customers is 

vital and the companies should make the effort of maintaining and growing the relationship. 
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2.6 Summary of Theory 

In the previous subchapters the author conducted a literature review of the specific theory necessary 

to address the research question.  

 

Web 2.0 and social media are concepts that are linked, in the sense that web 2.0 can be seen as the 

platform for the evolution of social media where content is continually modified in a participatory 

and collaborative manner (Kaplan & Haenlein, 2010). The power has now transferred from 

marketers to consumers. Social media facilitate interaction and co-creation, exchange and 

publication of information among firms and their customers (Larson & Watson, 2011). Moreover 

the different types of social media like blogs, social networking sites, content sharing communities 

and micro-blogs were described in more detail. 

 

CRM is the process and technology that is able to translate the customer information into customer 

knowledge (Fayerman, 2002). Four branches of CRM were found:  strategic, operational, analytical 

and collaborative CRM. It is rather difficult cu state where CRM ends and Social CRM begins. 

Social CRM is meant to create customer involvement and build stronger customer relationships 

(Faase et al. 2011).  

 

One important part of the CRM system is customer service, which refers to the activities that 

surround the purchase of a product or service (Greenberg, 2009b). With the arrival of web 2.0, the 

customer service experience has changed radically and many companies are aware of the fact that 

they should adopt social customer service. 

 

Service quality, customer satisfaction and customer loyalty are concepts closely associated. 

Service quality is an assessment of how well a provided service conforms to the customer’s 

expectations, while customer satisfaction is a customer’s feelings towards a product or service from 

comparing the perceived performance to the customer’s expectations. Customer loyalty is the main 

result of customer satisfaction and it refers to the commitment of repurchasing a product or service 

and staying loyal to a particular brand. 
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CHAPTER 3: HYPOTHESES FORMULATION 

Taking in consideration the above literature review, the author developed the below model adapted 

from Wilson et al. (2012) (Figure 2). The conceptual model excludes the product quality, price, 

situational and personal factors. The model attempts to show the influence of social customer 

service on service quality, customer satisfaction and customer loyalty.  

 

 

Figure 4. Influence of social customer service on service quality, customer satisfaction and customer loyalty 

(model adapted from Wilson et al., 2012) 

 

Based on the model, the following hypotheses can be noted and these will be further tested and 

analyzed in Chapter 5. 

H1: Social customer service has a significant relationship with service quality. 

H2: Social customer service has a significant relationship with customer satisfaction. 

H3: Social customer service has a significant relationship with customer loyalty. 

H4: Service quality has a significant relationship with customer satisfaction. 

H5: Customer satisfaction has a significant relationship with customer loyalty. 
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CHAPTER 4: METHODOLOGY 

The purpose of this chapter is to present the methodological approach of the thesis in terms of 

ontological and epistemological views adopted to explain the findings of this study. In the first 

section, the choice of research philosophy behind the study and the triangulation method are 

presented. The next two sections are concerned with the case study and netnography, in particular 

the process, findings and limitations associated with them. Finally, in the last three sections the 

process that is followed in relation to the online survey, the structure of the online questionnaire, 

the statistical tests employed to analyze the results, as well as the validity and reliability are 

presented. 

3.1 Research Design 

Research design consists of several dimensions, such as the research philosophy behind the study, 

the research approach and the methods used to obtain data, all of which are described and analyzed 

below. 

3.1.1 Research Philosophy 

Research philosophy relates to the way knowledge is developed and the nature of that knowledge, 

and has two underlying dimensions: ontology and epistemology (Saunders et al., 2012). The 

ontological and epistemological views adopted in this study are presented below.  

 

Ontology determines how researchers view the nature of reality and the claims they make about the 

way the world operates and has two extreme opposite underlying aspects: objectivism and 

subjectivism (Saunders et al., 2012). This dichotomy between the two opposing ontological views 

has often been criticized as being radical and oversimplified. In regards to this matter, Morgan and 

Smircich (1980) introduce a continuum, where between two extremes there exists a range of four 

milder ontological positions. The chosen ontological perspective is determined by the nature of the 

research topic and objectives. On the one hand, one of the objectives of this study is 

generalizability, which points to a more objectivistic view and is achieved with the use of a 

quantitative method. On the other hand, it is important to understand the subjective reality of the 

consumers in order to make sense of their feelings in relation to satisfaction and loyalty. 

Furthermore, subjectivism is also considered a suitable philosophy for this study since what is valid 

for a sample of customers may not be valid for a company’s entire customer base. Hence, the 

ontological view of the author does not belong to the extremes, but rather to a milder objectivistic 
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perspective where reality is viewed as a contextual field of information and humans continuously 

interact and react to the information received, while the relationship between the individual and his 

loyalty towards a brand is modified based on experiences (Morgan & Smircich, 1980). 

 

Epistemology can be defined as what is regarded as knowledge in a field of research. It seeks to 

address questions such as what knowledge is, how it is acquired and how to distinguish between 

truth and falsehood. In this thesis, pragmatism is chosen as the epistemological lens through which 

one views the world and gains knowledge, as the subject of social CRM and social customer service 

on satisfaction and loyalty does not explicitly suggest that a specific philosophy should be chosen. 

Pragmatism acknowledges there is no single way to interpret the world and conduct research, that 

no method on its own can give the entire picture and that there can be multiple realities (Saunders et 

al., 2012). This provides the author with the freedom of method choice and the adoption of both a 

qualitative and a qualitative approach, in the form of a case study, a netnographic research and a 

survey, which fit the research needs and purpose best (Creswell, 2009). 

3.1.2 Research Approach 

One part of the study is a quantitative survey, although the developed hypotheses that are being 

tested were justified through a qualitative case study. The research approach is therefore inspired by 

a hypothetical-deductive approach, which allows a combination of logical and empirical reasoning. 

Hence, hypotheses from this study emerge from established theoretical frameworks and literature 

and then tested through the survey (Blumberg et al., 2011; Bryman, 2012; Lund 2012). 

 

Recent studies suggest a paradigm shift in deductive reasoning (Evans, 2012; Evans & Over, 2013; 

Over, 2009), proving that most people do not reason rationally but in a way that is related to their 

personal beliefs (Stanovich, 2011 in Evans & Over, 2013). If one relies only on deduction, one 

cannot learn anything that is not embedded in one’s premises. However, since inductive inferences 

are not logically valid and do not necessarily reflect truth, one cannot be entirely certain on one’s 

conclusions. “At best we can hold them only with a degree of confidence or subjective probability” 

(Evans & Over, 2013). Hence, the author chooses to view the two research approaches as a 

continuum, where deductive and inductive reasoning interact. It is further argued that a hypothesis 

must be tested in reality, since it will only be accepted having passed a hard review, i.e. if it proves 

to be true and logic. 
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3.1.3 Research Method and Strategy 

This thesis adopts a mixed methods approach in the form of a case study, netnographic research 

followed by an online survey, where qualitative and quantitative methods are used sequentially 

(Creswell, 2009). The mixed methods approach is deemed to be the most appropriate methodology 

for this study because. With its structured methodology approach, the online survey moreover 

enables replication (Gill & Johnson, 2010), and the large sample size allows results to be 

generalized to a wider context (Creswell, 2009, p. 15) 

 

Lund (2012) identifies four main advantages in line with previous literature on the subject that 

justify the use of mixed methods in this study: 

 The mixed methods research is more capable of answering complex research questions than 

qualitative or quantitative research separately. Qualitative methods are considered to be 

more suitable for hypothesis generation and quantitative methods for hypothesis testing, 

hence mixed methods allow the researcher to generate and verify theory in the same study 

(Blumberg et al., 2011; Lund, 2012; Kwok, 2012).  

 Qualitative and quantitative approaches can complement each other in the mixed methods 

research and are able to produce a more holistic view of the field being researched despite 

them being related to different social phenomena (Lund 2012; Kwok, 2012).  

 If the results from qualitative and quantitative approaches converge, the validity of the 

conclusions will increase more than with convergence within each approach in isolation. 

Hence, the mixed methods research is able to yield more valid results and conclusions 

(Creswell & Clark, 2011; Lund, 2012).  

 Results from mixed methods may converge, which possibly leads to reflection, revised 

hypotheses, further research on the subject and new theoretical insights (Lund, 2012).  

 

The concept of mixed methods can have different uses, as the results from one method can provide 

information needed in another method (Greene, Caracelli & Graham, 1989), or one method can be 

placed within another to investigate different levels or units of analysis (Tashakkori & Teddlie, 

1998). Creswell and Clark (2011) categorize mixed methods studies in: triangulation, embedded, 

explanatory, and exploratory design. Inspired by Kwok (2012), this thesis does not aim to follow a 

standardized model, but will combine the triangulation and exploratory research design. A 

triangulation design is suitable because the author aims to understand one phenomenon by 
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collecting different but complementary data on the same topic. An exploratory research design is 

moreover appropriate in terms of comprising one introductory phase with a literature review that 

supports the hypothesis generation and informs the following survey (Creswell & Clark, 2011). 

Consequently, this thesis will follow an exploratory-triangulation design. 

3.2 Case Study 

The use of case studies is suitable for explanatory, descriptive and exploratory research. Yin (1989) 

defines a case study as “an empirical inquiry that investigates a contemporary phenomenon within 

its real-life context; when the boundaries between phenomenon and context are not clearly evident; 

and in which multiple sources of evidence are used”. Furthermore, the case study is a detailed, 

intensive analysis of a single or multiple cases in order to find what the unique features of those 

particular cases are. This thesis will rely on one single case, that being the UK online retailer 

ASOS. 

 

One of the advantages of a case study is that it takes a broader view on a problem and this broader 

scope will allow one to detect patterns and potential explanations that could then further on lead to 

theory development. Case studies are appropriate to be used in order to answer questions like 

“Why” and “How” (Blumberg et al, 2011). Another advantage of a case study is that it can help 

investigate the phenomenon in its original setting (Bryman, 2012). Therefore, in this particular case, 

this feature facilitated the study of social CRM effects in its original setting and the effects of social 

media use on customer service and loyalty. 

 

As mentioned above, a case study will be the most suitable when trying to answer “Why” and 

“How” questions, therefore the author decided it would be a good method choice when trying to 

answer the questions of how social CRM and social customer service affect satisfaction and loyalty. 

 

Ultimately, according to Yin (2009) the case study needs theoretical propositions that would help 

guide the data collection and analysis. The author was already aware of the existing theory on social 

CRM, CRM and customer service, satisfaction and loyalty, which helped when collecting and 

analyzing the data. 

 

Based on the above description, the author decided that it would be the most appropriate method to 

use in order to research the subject of social media, CRM and customer service and loyalty. The 
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reason for this is that there are only a few companies that have currently implemented social media 

in their CRM system and have consistently highly ranked customer service. Thus, ASOS’ case can 

help unravel if there is a positive relationship between Social CRM and improved customer service 

and loyalty (Yin, 2009).  

 

According to Yin (2009), there are three main ways to analyze the data collected for each case 

study: pattern matching, explanation-building and time-series analysis. Pattern matching tries to 

compare the empirical patterns with the predicted pattern from the theory, explanation-building 

analyzes the case data by trying to build new explanations about the case and find links between 

concepts. Finally, time-series analysis compares changes within the case over a time span (Yin, 

2009). 

 

Consequently, for this analysis, time-series is not useful since the focus is on a single time frame 

and there is no interest in the changes that occurred in the research phenomena. As for the other two 

methods, both have been useful in the analysis, since pattern matching tested the preexisting theory 

and explanation-building helped build new one on the basis of the empirical studies. 

3.3 Netnographic Research 

As in recent years, customers are feeling more comfortable about expressing their opinions about 

products, services, preferences for brands, but also frustrations in social media platform, there was a 

need to start analyzing these changes taking place in the virtual environment. Netnography 

(Kozinetz, 1998), also found in literature as online ethnography (Wittel, 2000), is a version of the 

qualitative research methods used to research consumer behavior by studying online communities. 

The data collected are field notes concerning the researcher’s immersion and field experiences, and 

the cultural traits of the community being studied (Kozinetz, 1998). 

 

Robert Kozinets first used the term in 1998 and it originates from ethnography that is applied to the 

online environment. As netnography deals with written data, one of the disadvantages of the 

method when compared with ethnography is that it is impossible to analyze body language, tone of 

voice, emotions, and situations beyond the written text available in the virtual environment 

(Kozinetz, 1998). Thus, netnography limits itself to written information. Furthermore, it indicates 

that social, cultural, and technological changes have influenced the way research is conducted in 
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many fields, not only the consumer behavior one. It is a simple, yet, strong tool used to investigate 

communities in a virtual setting (Kozinets, 2006).  

 

Although netnography is still considered a relatively new field, it has quickly become a widely 

accepted form of research in the area of marketing and consumer research (Kozinets, 2010). Given 

the exponential growth and popularity of online communities, researchers are increasingly reaching 

the conclusion that it is difficult to adequately understand the many facets of social and cultural life 

without first integrating these online communities into their studies (Kozinets, 2010). Furthermore, 

social media and various Web 2.0 technologies have given researchers and social scientists a 

plethora of rich data to work with that adds another layer to their research objectives. 

 

The following steps need to be taken in order to conduct netnographic research (Kozinetz, 2010; 

Bryman, 2012). These will be further explained in Chapter 5. 

 Research planning – have a clear research objective; identify the different platforms that 

could be analyzed, in this case the different social platform where ASOS provides customer 

service; and choose the platform for the data collection, in this paper’s case ASOS’ Twitter 

customer service account 

 Immersion – the researcher will emerge himself into the virtual environment  

 Data collection – enter field notes (an example of the excel table is provided in Appendix 5) 

 Interpretation – read, code and interpret the data collected previously 

 Report presentation 

 

Another important step refers is the assurance of ethical standards, as it is assumed that researchers 

conducting netnography are also paying special attention to apply ethical standards to all phases of 

the research.  

 

The purpose of the netnographic research is to observe how ASOS interacts with their customers 

within a Web 2.0 platform. In order to undertake the netnographic research, the author decided to 

observe interactions on Twitter, which is one of the most widely used social platforms by 

companies to interact with their customers. With regards to the ethical standards, as Twitter’s 

content public, there is no need to ask for any kind of permission to use the data. Although several 
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different types of information were collected, special attention was given to qualitative information, 

but quantitative was used as well. 

 

One important observation is that due to the high number of Tweets collected - 2165 Tweets in the 

period of 29
th

 of April to 1
st
 of May – no attention was paid to the gender of the participants, as 

Twitter’s REST API does not provide this kind of information, due to the fact that there is no 

possibility of choosing the gender creating a profile. 

 

3.3 Online Survey  

Following the qualitative study, the chosen method for the quantitative part of the research was a 

self-administered online survey questionnaire which was designed in SurveyXact, where all 

respondents were asked to answer the same set of questions in a predetermined order (De Vaus, 

2001). The questionnaire resided on a website, and respondents were able to visit the site and 

complete the questionnaire by clicking on a hyperlink (Sue & Ritter, 2011). 

 

The advantage of choosing the survey as a research method is that questions are standardized, so all 

the participants is asked about the same questions in the same way, reducing the possibility of bias 

and increasing reliability. Furthermore, a survey allows the option of addressing it to more people 

than it would be possible with the qualitative research methods, such as interviews. However, the 

limitation of this method in the investigated case is the fact, that some underlying motivations 

cannot be discovered; a thing which would be possible by conducting interviews or focus groups. 

Moreover, the anonymity provided through an online self-completion questionnaire is considered 

more capable of reflecting consumers’ honest opinions and attitudes. 

 

In addition to the above advantages, an online survey is chosen as a method because of the 

advantages mentioned below which are found to be in accordance with the research objectives: 

 

Global reach: Scholl et al. (2002) declare that when most of a society has internet access and 

savvy, the lack of representativeness vanishes. Hence, an online survey does not limit participation 

(Evans & Mathur, 2005). 
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Flexibility: Online surveys can be rather flexible, as they can be distributed in several ways. The 

author chose to send individual Tweets containing the hyperlink to customers who contacted ASOS 

on their ASOS_HeretoHelp Twitter page (Evans & Mathur, 2005). 

 

Speed and timeliness: Online surveys are time efficient and minimize the period it takes to get a 

survey into the field and collect data. The survey was first sent out on 23
rd

 of April and responses 

were gathered until 7
th

 of May, when 84 valid and useful responses were obtained (Evans & 

Mathur, 2005). 

 

Convenience: It was found important that respondents like students and professionals will be able 

to answer at a convenient time, and take the necessary time to answer individual questions without 

interfering in their schedules (Evans & Mathur, 2005). 

 

Ease of data entry and analysis: It was relatively simple for respondents to complete the online 

surveys and for their responses to be exported and analyzed in SPSS. In addition, the SurveyXact 

system made it easy to monitor the whole process and have all data stored in a database (Wilson & 

Laskey, 2003). 

3.3.1 Questionnaire Structure 

The online questionnaire was designed in SurveyXact due to the ease of monitoring and possibility 

of immediate overview of the response rates provided. It consisted of 16 main questions in total. 

The questions were regarding the customer’s view on customer service channels (Questions 1-4), 

overall customer experience and service (Question 5), service quality (Question 6), time to issue 

resolution (Questions 7 and 8), satisfaction (Question 9), loyalty (Question 10), as well as past 

word-of-mouth (Question 11) and future intentions and loyalty (Questions 12 and 13). General 

demographic questions (Question 14 and 15) and a last open question (Question 16) were added at 

the end of the survey (See Appendix 1). 

 

Choice of Likert Scales 

Aiello et al. (2009) use a five point Likert scale for these statements so the author decided to follow 

the same ranking. Nevertheless, a five point ordinal Likert scale was used in all other questions and 

constructs as well, as a scale with more points was considered but deemed to be confusing and time 

demanding for the respondents. The answers spanned from negative to positive, where 1 is the most 
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negative opinion and 5 the most positive. In addition, 3 is the middle point, representing a neutral 

answer. Hence, in the analysis, when identifying positive or negative answers, they were compared 

with 3. More specifically, the following Likert scales were used: 

 Strongly disagree to strongly agree 

 Not important to very important  

 Very poor to very good 

 Never to frequently 

 

Choice of Net Promoter Score (NPS) 

The author found that using the Net Promoter Score is a great way to measure customer loyalty and 

find out the percentages of promoters, customers that are passively satisfied and detractors. 

Frederick Reichheld and Satmetrix developed NPS in 2003 in his article "One Number You Need to 

Grow", where he states that companies do not need to ask many questions in a survey to find out 

customer satisfaction and customer loyalty, but need to know how to ask the right question. In order 

to calculate it one needs to find the ratios of promoters to detractors. Based on the responses on a 0 

to 10 rating scale, the respondents are grouped into “promoters” (9-10 rating – extremely likely to 

recommend), “passively satisfied” (7-8 rating), and “detractors” (0-6 rating – extremely unlikely to 

recommend). Next, the percentage of detractors is subtracted from the percentage of promoters.  

 

NPS can be as low as −100 (everyone is a detractor) or as high as +100 (everyone is a promoter). 

An NPS that is positive (higher than zero) is felt to be good, and an NPS of +50 is excellent for a 

company. The NPS will be calculated further in the findings chapter. 

 

3.4 Statistical Methods 

The data obtained from the quantitative study was analyzed employing IBM SPSS Statistics 21.0 

software. Different tests and analyses were performed in order to test the formulated hypotheses or 

provide a more detailed analysis of the results. More specifically, the tests performed in the 

inferential statistics part included: Cronbach’s Alpha reliability tests, factor analysis and Pearson’s 

correlation tests. 

 

In order to be able to analyze the data using the above-mentioned tests, certain assumptions had to 

be made regarding the nature of the data. These assumptions concern the majority of the tests 
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performed and are therefore chosen to be presented as general assumptions. First, ordinal data such 

as Likert scales were assumed to be interval, as the distances between each gradual answer on the 

Likert scale are considered to be equal. Second, there was a limited variety of different answers for 

each statement – sub-question, since 5 point Likert scales were employed. Hence, it was assumed 

that there cannot be any significant outliers among the data to be analyzed as the potential answers 

could only span from 1-5 in each case. The rest of the assumptions were checked specifically for 

the data used in the tests. 

3.4.1 Cronbach’s Alpha Test 

The Cronbach alpha test was used to assess the reliability of the scales used in the online survey. 

This reliability assessment was performed after each factor analysis for each individual factor 

identified, as the alpha score measures the strength of that factor (Cortina, 1993). 

3.4.2 Factor Analysis 

It was decided to conduct factor analysis for the scales measuring social customer service, service 

quality, customer satisfaction and customer loyalty, in order to determine the underlying constructs 

in the existing scales and create new variables (Field, 2013, p. 666). Factors were extracted using 

the Principal Component Analysis, and rotated using orthogonal (varimax) rotation. Before 

performing factor analysis, certain assumptions were ensured to be satisfied. Hence, the Kaiser-

Meyer-Olkin measure was used to verify the adequacy of the sample (Field, 2013, pp. 683-684), 

and the Bartlett’s sphericity test was used to ensure there were significant correlations between the 

variables (Field, 2013, p. 685). Also, the data was assumed to be normally distributed and on an 

interval level. 

3.4.3 Pearson’s Correlation 

A Pearson’s Correlation matrix was created to test the relationship and the significance of the 

relationship between social customer service, service quality, customer satisfaction and customer 

loyalty. A correlation coefficient is a measure of how strongly two variables relate to each other 

(Mooi & Sarstedt, 2011). Cohen (1988) argues that absolute correlation coefficients below 0.3 

indicate a weak effect, coefficients between 0.3-0.49 indicate a moderate effect, and values above 

0.5 indicate a strong effect. Prior to performing correlations, the assumptions of: normality, 

linearity, variables being at interval or ratio level, absence of outliers and homoscedasticity were 

satisfied. 
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3.5 Validity and Reliability 

There are a couple of risks and challenges that the design of the thesis faced. First of all, justifying 

how ASOS was chosen as a single case study to investigate whether the company is successful in 

terms of Social CRM application. This was tackled by providing criteria for choosing the company 

like high ranking among customer satisfaction surveys, presence in social media platforms and 

relative company size. 

 

Having only one case company as a case study presented the issue of whether the data and 

conclusions are valid in terms of generalizability to the total population. This is, of course, not the 

case with single case studies (Blumberg et al, 2011). However, the results were valid from the point 

of view that they tested some already established theoretical concepts in an attempt to explain the 

success ASOS has when considering customer satisfaction. 

 

Finally, there may be potential questions regarding the validity of the research in terms of limited 

scope of the study (single unique case study) and the 9% response rate on the survey. It was 

attempted to increase the validity of the results by using the method of triangulation (Blumberg et 

al, 2011). This way, it was able to check the validity of the results from various points of view. The 

survey tested this validity from a customer perspective and other articles and netnography provided 

the image of the actual engagement between the customers and the company in a “real life” 

environment. Viewing the issue from two different angles increased the general validity of the 

research and it provided more reliable data to make relevant conclusions. 
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CHAPTER 5: FINDINGS, RESULTS AND ANALYSIS 

This chapter will present the empirical data and its analysis. First, the author takes a closer look at 

ASOS using secondary data. The chapter then continues with the characteristics of the interactions, 

which show the efforts of the netnographic research. The chapter explores the customer opinion of 

the social customer service interactions, which is based on data collected from the online survey. 

Lastly, the hypotheses are analyzed.  

4.1 Case presentation: ASOS – As Seen on Screen 

4.1.1 Data Collection  

The UK online retailer ASOS was chosen for the case study as it is a company that is highly ranked 

in the online retailing industry, that is very much focused on business-to-consumer relationships 

and it depends enormously on customer satisfaction and customer loyalty.  

 

The data collection was based on secondary data collected from the ASOS website or different 

articles written about the company. 

 

In the following subchapter the author will go into more detail regarding the company, its extent of 

social media activity, CRM and customer service.  

4.1.2 Findings 

4.1.2.1 History, facts and figures about ASOS 

ASOS, the acronym coming from As Seen on Screen, is a global online fashion and beauty retailer 

that offers on their ASOS.com website more than 75,000 branded but also own label product lines 

that range from womenswear, menswear, footwear, accessories, and jewellery to beauty. 

Approximately 1,500 new product lines are introduced each week (ASOS Plc, 2013). ASOS has 

websites targeting the UK, USA, France, Germany, Spain, Italy, Australia, Russia and China and 

also ships to over 234 other countries from its central distribution centre in the UK. Furthermore, its 

target customer is fashion forward people with ages ranging from 16 to 34 years old from all over 

the world (ASOS Plc, 2013). On a monthly basis, ASOS attracts 29.5 million unique visitors and as 

of 31 December 2013 had 14.8 million registered users and 7.9 million active customers, defined as 

having shopped in the last 12 months (ASOS Plc, 2013). 
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Nick Robertson founded the company in 2000. Fashion ran in the blood of his family, as his great-

grandfather was Austin Reed: “We used to go up as a family every year to Regent Street for a 

dinner. We had the discount code — I got my first suit from there” (Urwin, 2012). He started the 

business with a £2 million loan from his brother and he originally conceived the business as a 

follow-up from his TV product placement business. Not so many expected the company to take off 

so quickly and now be among the UK’s biggest fashion retailers (Barrett, 2011). When online 

retailer As Seen On Screen listed on London’s Alternative Investment Market in 2001, it was 

known for its “red carpet replicas”, selling copies of dresses worn by actresses. Fashionistas looked 

down on the start-up and many celebrities were not very comfortable with the idea. Ten years later, 

ASOS managed to remodel itself into a global fashion destination where celebrities are happy to 

shop themselves (Barrett, 2011). 

 

Critics underestimated the ASOS’ 16 to 34 year old core customer base and believed that online 

fashion would never take off. As a matter of fact it almost did not take off as the company suffered 

a disastrous set back when its Hemel Hempstead warehouse was severely damaged in the 

Buncefield oil depot fire nearly that took place in December 2005. The explosion affected the 

company's warehouse so badly that it had to be shut and its website stopped taking orders. The 

unfortunate incident happened at the peak Christmas period, when the company was facing rapidly 

growing demand for its high fashion items, but ASOS continued working while builders repaired 

the warehouse roof. After the explosion and fire, ASOS decided to invest in logistics, a clever move 

that has given the retailer an edge in a market in which competitors are usually only a click away on 

the internet (Meadows, 2007). 

 

As of January 2013, ASOS has 1104 employees spread over the UK, US, Australia, France, 

Germany and China (ASOS Plc, 2013). In ASOS’ headquarters in Camden, north London, all of the 

operations seem to be done in-house. The company has its own photographers who photograph up 

to 2,000 items a week and film catwalk videos. The staff are spread over 4 floors and the company 

is like “the fashion factory” as open-plan floors are full with shoot rails of clothes and accessories 

ready to be modelled. Many companies discourage the use of social media at the office, but ASOS 

fosters such an environment, as all the employees are busy blogging, tweeting or posting on 

Facebook. Most of the staff is young, trendy and predominantly female and fit the demographic of 

the company’s customer base. This could be seen as a great strength for ASOS, since the employees 

can understand exactly who its customers are and how they think and behave (Barrett, 2011). 
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ASOS’ strategy is to be more than and online retailer and wish to “be as synonymous to fashion for 

twenty-somethings as Google is to search and Facebook is to social networking” (ASOS Plc, 2013). 

They believe they are creating the best experience for their customers and manage to make them 

return every day by being truly global, offering the most engaging experience and providing highly 

efficient retailing. To strengthen this idea, the head of CRM, Matt Knight (in Ashwell, 2013) 

mentions that “there are enough touch points throughout the journey that you can still have a 

significant relationship with the customer, but you have to make each one count for a lot more”. 

Furthermore, “in store someone might only be served for a few seconds whereas online there's the 

advantage of customizing the experience to make it feel like it's a more personal relationship”. This 

personalization is done when ASOS sends the customer discount codes on their birthday or 

anniversary of their first purchase. 

 

In order to build brand loyalty, ASOS keeps the dialogue with the customer relevant, provides an 

element of surprise and tries to choose the most efficient delivery companies. When discussing 

emotional loyalty the head of CRM states, “customers will be wearing clothes that say something 

about who they are, it's tied in with the brand. Whether there's a good website, good service, it's tied 

in with what the customer feels about the brand and what it says about them. We try to look at it 

holistically.” (Knight in Ashwell, 2013). A result of this is that ASOS treats customers as 

individuals, as fashion is all about expressing individuality. 

4.1.2.2 Extent of Social Media Activity 

It is of high importance to know that ASOS is more than a simple shopping site, as the company has 

furthermore managed to create its own sites that build on existing platforms, often even before its 

competitors. They launched ASOS Life, an online community that is a blend of staff and shoppers 

who blog, chat and post on fashion forums. ASOS Marketplace allows designers to set up boutique 

stores on its site selling their own creations and one-off vintage items. At the beginning of 2011, 

they launched the ASOS Facebook store, being one of the first retailers to launch a shop on the 

social networking site. Signing up automatically gives ASOS the right to send you e-mails, post on 

your wall and view your friend lists, photographs and profile information (Barrett, 2011). 

Moreover, it also launched Fashion Finder, a service that advertises brands that ASOS does not sell, 

as the idea is to turn ASOS into a “fashion destination” rather than just a store. Fashion magazines 

have the role of guiding the reader through the world of fashion and editing it for them and CEO 

believes that online shops should be able to do that too (Barrett, 2011). 
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ASOS manages to satisfy customers’ consumerism tendencies by its online presence and by 

offering an intuitive and beautiful website that is easy to use. Customers have the possibility of 

creating an account and having a saved items list with items that will remain in the list for 60 days.  

 

Although some would still prefer to try an item on in-store, rather than buying online, ASOS has 

bridged the cyber-gap by photographing every single item of clothing sold on live models in one of 

the London head office's six photo studios, and if that was not enough, catwalk-style videos of the 

model actually moving in the garment helps the shopper make the decision to “send to basket”. 

Basically the success of ASOS comes down to choice. Consumers can choose from so many 

products and are just a click away from purchasing them. As also mentioned before, there are free 

deliveries and returns, which make the experience even easier for the consumers.  

 

The company’s Global Social Media Manager states: “Social Media for me is an online dialogue 

between two parties – it’s based on their needs and ours, you could say its social democracy.” 

(Beswick in BusinessWest, 2013).  

 

ASOS is active on the following social media platforms: Facebook, Twitter, Youtube, Pinterest, 

Instagram, Google+, Tumblr and 4 blogs, but due to the purpose of the thesis only the following 

platform will be discussed in greater detail: Facebook and Twitter. 

 

Facebook  

The Facebook platform, which is leveraged by ASOS, has 3,3 million “Likes” and thereby users. 

Looking at Facebook as an ASOS community in which customers using this medium interact and 

affiliate with the ASOS retailing business, a few efforts of ASOS as well as the customers in 

creating the sense of collectivity are prevailing. In terms of collectivity, ASOS addresses its 

customers in a playful and open way. By posting fashion examples with embedded web-shop links, 

ASOS portrays an identity with which users can affiliate themselves with and thereby contribute to 

sense of collectively. The Facebook space of ASOS is by far the most interactive one and is also 

space that leverages the most valuable information. Moreover, customer are more than welcome to 

come with different issues or questions regarding orders or products as the ASOS customer service 

team is able to also attend inquiries on this channel as well. 
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Twitter 

Different from Facebook, Twitter has more restrictions in content that can be shared among users. 

Photo uploads and short 140 character messages can be posted on the timeline in this platform. The 

official Twitter account of ASOS has 673K followers. There are also other ASOS Twitter accounts 

like: @ASOS_Menswear (51,1K followers) and @ASOS_HeretoHelp (77,9K followers). In the 

analysis a lot of focus will be placed on the @ASOS_HeretoHelp account, as it is the official feed 

for customer queries. 

4.1.2.3 CRM and Customer Service in ASOS 

Interaction on social media channels is highly important for ASOS, as the company states the 

following: “We talk directly to every customer who follows or “Likes” us on our social channels as 

part of our business objective to hit 24/7 engagement. Interacting on social is as important as 

emailing or taking phone calls… maybe even more so!” (ASOS Plc, 2014). The Global Social 

Media Manager also states that she “couldn’t think of anything worse than doing an amazing 

activation on social and not helping the customers along the way or picking up their queries. It’s 

about the 24/7 engagement, social allows us to really foster relationships and advocate the brand… 

that in time, will increase sales.” (Beswick in BusinessWest, 2013).  

 

The Customer Care center is located in the UK, with around 200 ASOS staff members who strive to 

give the best experience possible to the customers. The agents are available 24 hours a day, seven 

days a week, every day of the year and they are able to speak five different languages across email, 

phone, the website’s dedicated review center, Facebook, Twitter, Google+, Instagram and 

YouTube. They also have detailed answers to regular questions being asked by customers on their 

website to enable some customers resolve their queries without having to contact them. This means 

that ASOS has to ensure that they have enough trained staff available to virtually deal with 

customer queries.  

 

The company considers itself “customer obsessed” and the IT department has developed a 

personalized service built into their CRM system, smartFocus, which allows them to record the 

experience customers have had using ASOS so far, and any problems or communication with them 

to date. ASOS receives 3,5 million emails per year and every month, 10 000 customers email to say 

‘thanks’. In July 2012 they ranked number one in the Institute of Customer Service’s UK Customer 
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Satisfaction Index (UKCS) ahead of Amazon and John Lewis and in 2013 they were nominated as 

best in the UK at the Customer Service Awards (ASOS Plc, 2014).  

 

Regarding the quality of customer service, ASOS believes that customers are key to the business 

and poor customer service could adversely impact the reputation and the brand. Also they plan on 

investment in training of customer-facing teams to ensure high customer care standards for all 

customers and focus on improving customer proposition including offering various free delivery 

and returns options. Sedge Beswick (2013), the Global Social Media Manager mentions the 

following: “I love the role Social Media has on customer service, the immediacy, the simplicity. All 

of it! There’s constantly new ways to evolve and develop too. I believe that if you genuinely have 

your customers at the heart of every decision that you make; online and offline, then you have 

nothing to fear.” 

 

4.2 Netnographic Research 

4.2.1 Data Collection 

In order to undertake the research, a plan similar to what ethnographers develop when entering a 

new cultural field was developed (Kozinets, 2010). The author carefully reviewed the research 

focus and research question to ensure that the right group was targeted, using the right social 

platform. Based on this, it was decided that observing and collecting interactions from ASOS’ 

customer care Twitter account would be the best way to gain insight and observe how Social CRM 

and social customer service were being utilized. As Twitter is a public domain, the netnography 

research was conducted in an ethical manner.  

 

Next, the author entered the online community, which is commonly the part of nethnography called 

entrée (Kozinets, 2010). Twitter was selected for the research based on several different factors 

proposed by Kozinets. Firstly, the preliminary investigation found Twitter to be the most relevant 

platform to observe online community interaction related to customer service matters. Other social 

platforms used by ASOS are mostly for advertising, so those were not considered as relevant for the 

research purpose. Secondly, the Twitter account was found to be substantial, with a large number of 

individual communications with ASOS in an active way. 

 



 48 

At this point, structured participant observations and data collection of the @ASOS_HeretoHelp 

Twitter account were conducted, but due to the substantial number of tweets sent every day (more 

than 721), the observations and collection of data was limited to a period totaling three days. The 

period 29
th

 to 1
st
 of May 2014 was selected for the data collection of the netnographic research, as 

this period was included in the period that the online survey was open for data collection. 

Furthermore, during this three-day time frame, there were some limits to the data collection. Due to 

Tweets having a limit of 140 characters, the possibility of participating in the discussion occurring 

was limited. Therefore, the author simply observed the interactions that had already taken place 

between ASOS and its customers without any interference. 

 

The extraction of the tweets was done by signing up for the Twitter REST API and using the search 

endpoint to retrieve the entire tweets matching the “@ASOS_HeretoHelp” query, followed by a 

filtration of the relevant data which was then extracted into a CSV format, that was later imported 

to Excel. Each Tweet was categorized and coded in Excel to assist while conducting the content 

analysis of the findings. Various types of data were gathered, including the observational field 

notes. Importing the data into Excel was a needed step taken in order to have a good overview and 

analyze the data in the best way possible.  

4.2.2 Findings  

4.2.2.1 Customer Attitude 

In order to evaluate the overall sentiment analysis of the conversations, the Tweets coding helped 

reveals the percentages of positive, negative and neutral attitudes and tones of conversation 

(Appendix 5).  

 

Positive are all interactions where the customer is obviously happy and satisfied with the ASOS 

products and services. Negative, on the other hand, are completely opposite interactions, where 

customers’ opinions are in general negative due to some dissatisfaction they have experienced. 

Neutral are all of the responses that could not be categorized due to a lack of text indicators of their 

feelings towards the company. 
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The highest percentage was that of neutral interactions with 

80,45%, 9,85% of the Tweets were categorized as positive 

and 9,7% as negative. The reason for the neutral interactions 

being the prevalent category is due to the fact that Twitter, the 

platform analyzed, only leaves room for 140 character 

comments and customers wish to get their question or issue 

across as fast as possible, so they tend to use a more neutral 

tone. 

 

Figure 5. Most used words in the three-day  

observation period (Source: scraperwiki.com, 2014) 

 

Using ScraperWiki, a tool used to gather, clean and analyze data from webpages, the author 

managed to find the most used words in the three-day observation period. These can be seen in 

Figure 5. 

     

4.2.2.2 Types of Interactions  

The conversations observed on Twitter were categorized into four groups depending on the topic: 

complaints, questions, suggestions and positive feedback. Figure 6 displays the percentage 

distribution among the different categories like suggestions (10%), positive feedback (13%), 

questions (37%) and complaints (40%) in the leading position of interaction types. 

 

Figure 6. Types of interactions on @ASOS_HeretoHelp account 
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Complaints 

As the social platform being studied is the main customer care account, is it only logical that the 

percentage of complaints is the highest (40%). Complaints are conversations where a customer 

expresses their dissatisfaction, dislike and frustration with ASOS’ products, services, customer 

service, returns, delays in receiving orders, incorrect or damaged orders, refunds, technical issues 

with the website and discount codes. It takes ASOS an average of 10:00 minutes to respond to 

complaints and this might be due to the fact that these are considered a priority over other types of 

interactions. Complaints are normally handled in the following sequence: 

 Listen to the customer complaint  

 Empathize with their issue  

 Apologize and/or acknowledge their issue  

 Ask additional questions if there is a need and usually ask the customer to send a DM (direct 

message) so their contact information stays private 

 Fix the problem or offer alternative solution or compensation  

 Follow up to check whether they are satisfied  

 

A large number of complaints were about order delays. In most cases ASOS answers these by 

asking for the order number to be able to check the order status, but also by mentioning that they 

understand that delays are frustrating (Screenshot 17). In most cases ASOS empathized with their 

situation and while not being able to provide immediate solution, assures that the team is working 

on getting the order on its way as soon as possible. In the end the customer is temporary frustrated, 

but probably will stay with the impression of good customer service despite the issue causing their 

distress. 

 

Sometimes posting a complaint in real-time through Twitter helps the customer get their issue 

solved much quicker than by using the more traditional customer service channels. This is what 

happened to a customer who received the wrong products and was confused about how to proceed 

(Screenshot 1). He tweeted his frustration and ASOS responded within minutes asking more details 

and provided a solution. This all happened in a time span of 4 minutes. Such a problem might have 

taken much longer to be solved by a regular e-mail or phone call, since it takes time for the person 

to look up the phone number needed, wait to be connected and only after that try to have his 
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problem solved. Twitter cut these excessive minutes and helped ASOS resolve the issue very 

quickly. 

 

Some of the other complaints observed were about problems concerning technical issues with the 

website (Screenshots 10 and13). ASOS answers these by apologizing for the temporary issue and 

promising that the IT department is taking care of the problem and the website will be up and 

running in no time. Thus ASOS is trying to help their customer while at the same time explaining 

the situation in details. 

 

Another interesting observation was that with the help of Twitter, ASOS was able to turn a negative 

experience into a positive one rather fast. For example, a customer was complaining about an item 

that was on sale that she was unable to purchase at the discounted price due to the website was not 

working properly. However, ASOS was very helpful by offering to match the discount once they 

have received the order. She was very happy and appreciated the customer service (Screenshot 30). 

This relates directly to customer recovery, trying to turn a negatively positioned customer into a 

happy customer. 

 

Many of the customers are dissatisfied by the delivery of faulty items. This is the case of a customer 

that received a torn dress and is very disappointed (Screenshot 27). Another customer complained 

about an item that had very poor quality and ripped after only a few hours of wearing it (Screenshot 

3). ASOS empathizes with them and tries to figure out the issue as soon as possible. 

 

Questions 

Under the questions category, that make up for 37% of the interactions observed, fall all types of 

inquires that customers have regarding ASOS products, returns policy, technical issues with the 

website, discount codes, refunds and restocking products or even contemplating which product to 

choose from. On average it took the ASOS customer service agents to answer such questions in 

14:00 minutes. ASOS tries to answer all questions with relevant answers, attempts to be helpful and 

explain the rules and policies and even provide links to relevant additional information. 

 

Most importantly, the questions that customer have towards ASOS are used as indicators of what 

the customers want and ways to improve the service. For example, in one case a customer says that 

she is awaiting a refund for an order that she cancelled and does not know why it takes such a long 
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time to receive the refund (Screenshot 4). In this case ASOS gives a fast reply and assures her the 

available balance will shortly update. When she asks for further details, ASOS tries to explain the 

situation in more details and it seems to  

 

Another interesting observation from questions is when a customer wants to know the availability 

of a product she wishes to purchase, ASOS replies that the item is no longer in stock, but suggests 

another one that is quite similar by cross-selling, thus trying to win the potential customer. ASOS 

also makes sure to provide and additional link of the product (Screenshot 24). The result of this 

interaction is not clear but ASOS put in the effort to win the customer. 

 

Many of the questions are related to promos or discount codes (Screenshot 7, 22, 23, 28, 29, 30). In 

this case customers are usually confused about the length of time the promo or discount codes are 

available and ASOS lets them know that they expired, but encourages them to pay attention, as for 

sure some other offers will come up. 

 

Another large amount of questions are regarding policies. For instance, one customer asks: “What is 

your return policy on swimwear, because on your website it says, “original wrapping”, but what 

does this mean?” (Screenshot 6). ASOS is quick to reply and make the situation clear for the 

customer.  

 

One last type of questions is regarding restocking of products. One customer asks: “Can you tell me 

whether you’ll be getting a product back in stock? #needshoes” (Screenshot 20). In this kind of 

situations ASOS cannot say for sure if some products will be restocked, but provides a link to “New 

In: Back in Stock” on their website, where the customer will be able to check if the products they 

wish to purchase are back in stock or not. 

 

Suggestions 

This category makes up 10% of the conversations observed on Twitter making it one of the 

categories with the smallest percentage. The average response time for this type of interaction is 

16:00 minutes.  
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The suggestions category includes all the other types of interactions like sharing an image or link 

with ASOS, sharing an idea of a new feature that could be added to the website, or a new product 

that the customer wishes to be able to purchase.  

 

One customer comes up with the idea of adding a gift feature, so when one wishes to send a gift to 

another person, that person will not be able to see the price of the gift. He states: “ Oh okay! Thank 

you very much! Are you planning to add a gift feature so the receiver will not see the price?” 

(Screenshot 21). Another customer sends a link to an already existing product and tries to convince 

ASOS that it would be a good idea to produce it in a different color also (Screenshot 18). Another 

example of a suggestion is “I need the blue duster coat in my life! Please bring it back in stock!!!” 

(Screenshot 24). This time the customer suggests the restocking of a favorite item. 

 

Positive Feedback  

A percentage of 13% stands for the positive feedback interactions. Under positive feedback are all 

of the conversations where customers express their gratitude, love, loyalty, and appreciation 

towards ASOS, their customer service, their products and services. ASOS usually takes a while 

longer to respond to those types of interactions with an average of 21:30 minutes response time. 

This might be due to the fact that other types of interactions, like complaints, are given first priority.  

 

Some examples of positive feedback are: “@ASOS_HeretoHelp sorted now thank you!” 

(Screenshot 5), or “@ASOS_HeretoHelp I did get a pair of jeans in the end! So thank you for 

decoding the sizes!” (Screenshot 8). Another customer says: “Thanks @ASOS_HeretoHelp for the 

help yesterday got it sorted in the end ”, while another “@ASOS_HeretoHelp Hey guys, the order 

was delivered earlier today. Thanks a bunch! Cheers!” (Screenshot 26). Some customer express 

their gratitude using hashtags, like for example the one found in Screenshot 3 - “#greatservice”.  

 

ASOS responds by thanking the customer for their positive feedback and appreciation and wishes 

or expresses contentment for their issue or problem being resolved.  

4.2.2.2 Company Attitude  

All of the 2165 Twitter interactions gathered were analyzed to find common patterns within their 

attitude towards their customers. An overview of those can be seen below in Figure 7. 
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These descriptive approaches towards their customers are not limited to a single conversation. In 

most of them, the attitudes were observed simultaneously, therefore the total number does not add 

up back to 2165 of the original tweets gathered. 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 7. ASOS’ attitude on Twitter 

 

Collaborative, Entertaining and Personalized Experience  

It was found that ASOS tries to convey and build an image of themselves as being a real person, 

even a friend to its customers. Their tone of conversation is mostly friendly and personal. This is 

evident in the way they use the name of the person they are speaking to, in the emoticons they use, 

in the way they inquire about personal experiences of the customers, liking their images, making 

entertaining comments relevant to the initial post of the customer. 

 

Even some of the key words they use throughout their conversations like “yay”, “great”, “enjoy”, 

“happy”, “like”, “welcome”, “pleasure”, “glad” support the fact that they wish to create a 

personalized and entertaining experience. 

 

Another way ASOS tries to talk to its customers on Twitter is by demonstrating to them that the 

company cares about them, their opinion and problems. ASOS shows empathy towards the 

emotions of their customers any time they are annoyed, frustrated, angry or happy with the products 

or services of the company. In many instances ASOS uses words like: “sorry to hear this”, “oh no”, 

Friendly; 1780 

Apologetic; 

950 

Helpful; 2103 

Professional; 
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Thankful; 765 

Engaging; 837 

Inquiring; 690 
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“uh-oh, not cool”, “we feel your pain” to show they empathize with the situation in which the 

customer is in currently. 

 

However, being simply empathetic to the feelings of the customer is not enough to solve their issue. 

Therefore, they try to be helpful as much as possible by providing a solution, explaining the policies 

and procedures or providing a link for more information wherever needed. 

 

Furthermore, their tone in the conversations can be characterized as mirroring. In this sense that if a 

customer is serious, they provide a reply in the same tone. Similarly, if a customer is excited about a 

product or the ASOS services, the agent’s response is also excited. 

 

Finally, ASOS attempts to show they appreciate the comments, suggestions and feedback that their 

customers provide. In the case of positive comments, ASOS always says “thank you” and they 

appreciate the customers’ feedback. In other instances, when the customer provides negative 

feedback or complains to ASOS, they try to show that their opinion matters and that they “will look 

into the situation”. 

 

Customer Obsessed 

Another general theme emerging from the Twitter interactions is the passion with which the agents 

provide customer service and how they show that the customer’s experience matters to them above 

all. This is due to the fact that ASOS consider themselves as being “customer obsessed”. This is 

evident in replies to positive feedback, where ASOS is thankful for the compliment but also stresses 

that they like doing what they do and are glad to help out. 

 

Furthermore, their passion for their customers shows in the way they communicate with the 

customers on some occasions, making the conversation fun by answering with professional but 

smart replies. Particularly, it seems as customers seem to like, evident from liking the Tweet, and be 

entertained with the conversation, evident from them replying and engaging in further dialogue. 

 

The Most Engaging Experience 

The above point leads is to the most important observation – ASOS tries to engage the customer in 

conversation in every way possible. They try to ask additional questions (inquiring) about the 

experience the customer had or will have. Secondly, by providing friendly and relevant replies, the 
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customer feels the urge to respond and engage in further dialogue with the company. Most 

importantly, those same customers will come back in the future for more interactions because they 

enjoy the experience provided by ASOS and know that their issues or small remarks will be 

addresses in an entertaining and helpful way. 

 

Moreover, ASOS is able to offer 24/7 support and this can be seen by the customer service agents 

replying to issues at every hour of the day or night and being there for the customers. 

 

Lastly, ASOS tries to ensure that the customer will come back soon both with questions or issues 

but also for other interactions by using words like: “anytime”, “give us a shout if you need help 

with anything else”, “hit us up if you have any further questions – we’d be happy to help” or “keep 

your eyes peeled for more fab offers”.  

 

4.2 Online Survey 

4.2.1 Data Collection 

The objective of this quantitative survey is to help the researcher provide answers to the formulated 

research question and also to locate potential relationships. The insights provided by this survey 

help determine how ASOS customers feel about social customer service, service quality, 

satisfaction and loyalty. 

 

Before the final distribution of the survey, the questionnaire was pilot-tested (Saunders et al., 2012, 

p. 451) two times, by distributing it to 5 selected individuals each time. This resulted in the 

reformulation of certain questions in order for the questionnaire to be easy and quick to answer. 

Also the time needed to complete the survey was established, which varied from 3 to 5 minutes. 

Minor comprehension problems were also solved during pilot testing, while all respondents were 

asked about the difficulty they faced regarding the language used in the questionnaire. This led to 

the decision of conducting the final survey in English, since the translation of the results from 

different versions of the questionnaire was deemed to be an unnecessary process, given that ASOS 

customers in general are assumed to exhibit a satisfactory level of English. 

 



 57 

The final version of the questionnaire was distributed on 28
th

 of April 2014 and was available 

online for a span of three weeks, when 84 valid responses were collected. The responses were being 

monitored, thus those that were judged not to be thorough were excluded. Among these, there were 

30 respondents that partially completed the survey and were excluded from the analysis. The 

response rate was 9%, with 810 distributed surveys and as the survey was conducted once it has no 

comparative value. 

 

Given that there was no monetary incentive for respondents to participate in the survey, a non-

probability sampling method (Saunders et al., 2012) was applied. The primary condition for 

selecting the survey respondents was that they had previously used social media, Facebook or 

Twitter in this case, to either resolve and issue or ask a question about a product, the ASOS website 

or so on. Secondly, in order to support the results of the netnographic study, the survey was sent out 

to respondents that are also part of the Twitter observations. Although it was not the most effective 

sampling approach, it was useful since the author is investigating further information about the 

customers who have already had contact with the company regarding customer service issues 

through Twitter and Facebook. 

4.2.2 Findings 

In this section, the findings from the quantitative study are presented. It has been chosen to 

introduce the main results for each set of questions, which are further tested, analyzed and presented 

in the following section of the chapter. 

4.2.2.1 Customer’s View on Customer Service Channels 

Questions 1-4 are regarding the customer’s view on customer service channels. The first question is 

meant to find out which are the customer service channels that customer find most trustworthy 

(Figure 9).  In this care, the majority of respondents (38%) are convinced that customer service 

through telephone is most trustworthy, followed by 31% who choose email and 29% who chose 

social media.  
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Figure 8. Most trustworthy customer service channel 

 

One of the respondents states the following about social media: “Honestly, it's the easiest, no phone 

tree, and no spelling things out. Just a few texts withering basic info and you're done. However, 

ASOS customer service excludes people who don't use Twitter, which seems wrong.” 

 

Going forward to the second question, the respondents have the possibility to indicate the most 

efficient customer service channels in their opinion Almost half of them (45%) believe social media 

to be the most efficient customer service channel, followed by 32% who believe telephone as most 

efficient and 21% who prefer email (Figure 9).  

 

Figure 9. Most efficient customer service channel 

 

The third question attempts to find out the importance for companies to be active on social media 

and provide customer service on their social media channels. 45 customers (54%) find that it is very 

important for companies to be active on social media and also provide customer service there. 

Furthermore, 26% believe this is important and 18% consider it somewhat important (Figure 10) 
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Figure 10. Importance of companies being active on social media and providing social customer service 

 

When asked why the respondents have chosen to use social media as a means to contact ASOS, 

63% of them consider their issue or question will have a faster response time, while 39% use social 

media for customer service due to simplicity. Additionally, 33% believe there is a higher 

communication transparency, while 14% appreciate the interaction with other customers and 11% 

chose this channel because their issue was a minor one (Figure 11). 

 

Figure 11. Reason for using social media to contact ASOS 

 

The extent to which the sample appreciates customers experience and service provided by ASOS 

was examined employing a total of 3 statements in question 5. The answers were measured on a 5 

point Likert scale, where 5 indicates a great opinion of customer experience and service. As seen in 

Figure x., the average of all statements is above 3, while the overall average score is 3.46, 
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signifying that customers have a good opinion of the customer experience and customer service 

provided by ASOS. 

 

 

 

 

 

 

 

 

 

Figure 12. Opinion of social customer service provided by ASOS 

 

4.2.2.3 Service Quality 

The extent to which the respondents believe that ASOS offers a high service quality was examined 

using the five dimensions of service quality developed by Parasuraman et al. (1985). The five 

dimensions are: reliability, responsiveness, assurance, empathy and tangibles. Similar to the 

previous question, the answers in question 6 were measured on a 5 point Likert scale, where 5 

indicates a high level of service quality. As seen in Figure x, the average of all statements is above 

3, while the overall average score is 3.52, meaning that when customers compare expectations with 

performance they are rather satisfied (Figure 13).  

 

More specifically, the statement “I trust that the ASOS social customer service team will help me 

solve my issue” got the highest average score (3.8), showing that the respondents have the feeling 

that the customer service agents are skilled workers which are able to gain their trust and 

confidence and make them feel comfortable about expressing any issues or concerns.  
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Figure 13. Service quality 

4.2.2.4 Time to Issue Resolution 

Continuing with questions 7 and 8, these are meant to discover the average time to issue resolution 

and how many times the customer had to contact ASOS until their issue was resolved. 25% of the 

84 respondents stated that they issue was resolved in 30 minutes or more, while 21% mentioned that 

their issue did not get resolved yet. For 20% of the respondents it took more than a day, while 19% 

had their issue resolved by the next day. The percentage of customers for which the resolution took 

10 minutes to less than 30 minutes was 8% and 6% of them had their issue resolved in less than 10 

minutes (Figure 14). 

 

 

 

 

 

 

 

 

 

 

Figure 14. Time to issue resolution 
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When asked about the number or times they contacted ASOS until their issue was resolved, 38% 

said once, while the percentages for customers who contacted support twice or whose issue was still 

unresolved was 19%. Furthermore, the percentage of respondents who had to contact customer 

service three times or more than three times was 12%. This shows that the customer service agents 

are able to handle issue in a somewhat timely manner (Figure 15). 

 

 

 

 

 

 

 

 

 

 

 

Figure 15. Number of contact times until issue was resolved 

4.2.2.5 Customer Satisfaction 

In order to measure the customer satisfaction in question 9, a 5 point Likert scale is used, where 5 

indicates that they strongly agree with the statements. As seen in Figure 16, the average of all 

statements is above 3, while the overall average score is 3.56, signifying that customer are satisfied 

with customer service ASOS provides on their social media channels.  

 

Figure 16. Customer satisfaction 
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Particularly, the statement “The way ASOS handled my issue is my idea of great customer service” 

received the highest score (3.7), showing that customers feel more at ease about contacting ASOS 

on their social media sites, rather than using the more traditional channels. 

4.2.2.6 Customer Loyalty 

In order to measure the customer loyalty in question 10, a 5 point Likert scale is used, where 5 

indicates that they strongly agree with the statements. As seen in Figure 17, the average 

of all statements is above 3, while the overall average score is 3.83, signifying that 

customer tend to be loyal to the company. 

 

 

 

 

 

 

 

Figure 17. Customer loyalty 

 

Particularly, the statement “I will comment positively about ASOS and their customer service” 

received the highest score (4.2), showing that customers are willing to spread positive comments 

about ASOS and their customer service. 

4.2.2.7 Past Word of Mouth 

Question 11 consisted of five statements, used to find out the past word of mouth. As seen in Figure 

18 the average of all statements is above 3, while the overall average score is 3.58, suggesting that 

the respondents spoke somewhat positive about ASOS and their social customer service. 

 

The statements “Mentioned to others that you purchase from ASOS” and “Spoke positively about 

ASOS in general” received the highest average score of 3.9 and 3.8, which signifies that customers 

had a good opinion about ASOS in the past and spoke positively about the company. 
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Figure 18. Past word of mouth (Past WOM) 

 

4.2.2.8 Future Intentions and Customer Loyalty Calculated with NPS 

In order to calculate the further intentions and customer loyalty in questions 12 and 13, the author 

decided to use the net promoter score (NPS), since this is considered to be a useful metric when 

trying to measure customer loyalty. As mentioned before this is based on the responses on a 0 to 10 

rating scale, where the respondents are grouped into “promoters” (9-10 rating – extremely likely to 

recommend), “passively satisfied” (7-8 rating), and “detractors” (0-6 rating – extremely unlikely to 

recommend).  The next step is to subtract the percentage from the percentage of promoters. It is not 

expressed as a percentage but as an absolute number lying between -100 and +100 (Reichheld, 

2003). 

 

When asked to consider only the most recent customer service experience and state how likely one 

would be about recommending ASOS to a friend or colleague, the percentage of promoters reached 

35.52%, the percentage of passively satisfied customer was 22.62% and the detractors 42.86%, 

leading to a final NPS of -8. A negative score (<0) is not considered as being very good sign for the 

company. 

 

Going forward to question 12, the percentage of promoters reached 42.86%, the percentage of 

passively satisfied customer was 20.24% and the detractors 36.9%, leading to a final NPS of +6. A 

positive score (>0) is generally considered as being good and it gives a good indication of growth 

potential, customer satisfaction and loyalty for ASOS. 
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4.2.2.9 Demographics  

Question 14 and 15 concern demographic characteristics of the survey sample. The sample obtained 

during the course of this survey consists of 84 respondents. Female respondents are over-

represented, accounting for 70% of the sample, while males accounted for 30% (Figure 19). 

 

 

 

 

Figure 19. Gender participation in the survey 

 

In terms of age, the majority of the respondents belong to the age group of 22-25. However, there 

are 19 respondents between 18-21 and 22 respondents between 26-29 years old (Figure 20). This 

was somewhat expected, as 20-somethings are ASOS’ target group.  

 

 

 

 

 

 

Figure 20. Age characteristics of respondents 

 

As the annual income or occupation of respondents was not relevant for the thesis, these were not 

included in the survey.  

4.2.3 Statistical Findings 

The data obtained from the quantitative study is analyzed in order to test the hypotheses created in 

Chapter 2. First, the scales reliability analyses and factor analyses are presented. Subsequently, the 

hypotheses formulated are tested using Pearson’s correlation and the results from these are 

examined.  
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4.2.3.1 Factor Analysis: Creation of New Variables 

It was found relevant for the scales used in the survey to be summarized into individual variables in 

order to be further analyzed. It was therefore decided to conduct confirmatory factor analyses for 

the scales measuring social customer service, service quality, customer satisfaction and customer 

loyalty, so as to determine the underlying constructs in 

the existing scales (Field, 2013, p. 666) and confirm 

the existence of one mere factor in each scale. The 

Kaiser-Meyer-Olkin measure verified the sampling 

adequacy in all cases, which was above the acceptable 

limit of 0.5 (Field, 2013, p. 666) (Table 2).                                                                                                       

 

Table 2. KMO Test Scores 

Bartlett’s test of sphericity was used to verify that the correlations between variables are overall 

significantly different than zero (Field, 2013, p. 685). The results in all cases showed that there are 

significant correlations (p<0.05 but not higher than 0.8) between the variables (See Appendix 3). 

 

Social Customer Service Scale 

In the social customer service factor analysis only one component was extracted using the Principal 

Components Analysis with an Eigenvalue above 1, which accounted for 89.8% of the total variance. 

All three items showed significant loadings (.925-.960) on that component, proving that the 

constructs are unidimensional. It was therefore not possible to rotate the solution. A new variable 

named Social Customer Service was calculated as the mean of the means of these three items, and 

further used to examine the existence of potential relationships between social customer service and 

service quality, customer satisfaction and customer loyalty (Appendix 3). 

 

Service Quality Scales 

In the factor analysis concerning service quality again only one component was extracted using the 

Principal Components Analysis with an Eigenvalue above 1, which accounted for 76.2% of the total 

variance. All of the five items (tangibility, assurance, responsiveness, reliability and empathy) 

showed significant loadings (.758-.941) on that component, proving that the constructs are 

unidimensional. It was therefore not possible to rotate the solution. A new variable named Service 

Quality was calculated as the mean of the means of these five items, and further used to examine 

Kaiser-Meyer Olkin Measure of 

Sampling Adequacy 

 

Social Customer Service .751  

Service Quality .864  

Customer Satisfaction .699  

Customer Loyalty .816  
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the existence of potential relationships between service quality, social customer service and 

customer satisfaction (Appendix 3). 

 

Customer Satisfaction Scales 

Going further to the customer satisfaction factor analysis, only one component was extracted using 

the Principal Components Analysis with an Eigenvalue above 1, which accounted for 84.6% of the 

total variance. All of the three items (overall satisfaction, confirmation of expectations and 

performance versus ideal) showed significant loadings (.862-.954) on that component, proving that 

the constructs are unidimensional. It was therefore not possible to rotate the solution. A new 

variable named Customer Satisfacton was calculated as the mean of the means of these three items, 

and further used to examine the existence of potential relationships between customer satisfaction, 

service quality, social customer service and customer loyalty (Appendix 3). 

 

Customer Loyalty Scales 

In the factor analysis concerning customer loyalty only one component was extracted using the 

Principal Components Analysis with an Eigenvalue above 1, which accounted for 76.9% of the total 

variance. All of the four items (repurchase intention, recommendation intention, positive word of 

mouth and preference) showed significant loadings (.838-.924) on that component, proving that the 

constructs are unidimensional. It was therefore not possible to rotate the solution. A new variable 

named Customer Loyalty was calculated as the mean of the means of these four items, and further 

used to examine the existence of potential relationships between customer loyalty, social customer 

service and customer satisfaction (Appendix 3). 

 

4.2.3.2 Reliability of Survey Scales 

 

The scales used in the online questionnaire were 

checked for their unidimensionality using factor 

analysis. These scales were thereafter checked to 

validate whether they are internally consistent (Field, 

2013, p. 706). 

    Table 3. Chronbach Alpha Test Scores 

 

Chronbach Alpha Scores  

Social Customer Service .942  

Service Quality .920  

Customer Satisfaction .909  

Customer Loyalty .890  



 68 

The Cronbach alpha test showed reliable scores for all scales (α>.8) (See Table 3 and Appendix 2). 

A high alpha implies that the items measure the same construct, although a high alpha score does 

not infer that the scales are unidimensional. Therefore, factor analysis was conducted before to see 

if each question included on a scale measures the same underlying construct; also if each statement 

in relation to other statements reliably measures the same construct. As mentioned in the factor 

analysis, all the statements from the four scales loaded on the same construct (Field, 2013, p.713). 

 

4.2.3.3 Hypotheses Testing 

In order to test the hypotheses, Pearson’s correlation tests were run to determine the relationships 

between the constructs (Appendix 4). 

 

H1: Social customer service has a significant relationship with service quality. 

The first relationship tested was between social customer service and service quality. The output 

from SPSS reveals that there is a statistically significant relationship between the two variables 

(p<0.005), so the null hypothesis is rejected. In other words, H1 is accepted, as social customer 

service appears to have a strong and significant relationship and influence on service quality 

(r=0.939). This means that there is a positive relationship between social customer service and 

service quality and increases in the levels of social customer service were correlated with an 

increase in service quality.   

 

H2: Social customer service has a significant relationship with customer satisfaction. 

The second relationship tested was between social customer service and customer satisfaction. 

Again, the output from SPSS reveals that there is a statistically significant relationship between the 

two variables (p<0.005), so the null hypothesis is rejected. In other words, H2 is accepted, as social 

customer service appears to have a strong and significant relationship on customer satisfaction 

(r=0.876). This means that there is a positive relationship between social customer service and 

customer satisfaction and increases in the levels of social customer service were correlated with an 

increase in customer satisfaction.   

 

H3: Social customer service has a significant relationship with customer loyalty. 

The third relationship tested was between social customer service and customer loyalty. Again, the 

output from SPSS reveals that there is a statistically significant relationship between the two 
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variables (p<0.005), so the null hypothesis is rejected. In other words, H3 is accepted, as social 

customer service appears to have a strong and significant relationship with customer loyalty 

(r=0.842). This means that there is a positive relationship between social customer service and 

customer loyalty and increases in the levels of social customer service were correlated with an 

increase in customer loyalty.   

 

H4: Service quality has a significant relationship with customer satisfaction. 

The forth relationship tested was between service quality and customer satisfaction. Again, the 

output from SPSS reveals that there is a statistically significant relationship between the two 

variables (p<0.005), so the null hypothesis is rejected. In other words, H2 is accepted, as service 

quality appears to have a strong and significant relationship on customer satisfaction (r=0.865). 

This means that there is a positive relationship between service quality and customer satisfaction 

and increases in the levels of service quality were correlated with an increase in customer 

satisfaction.   

 

H5: Customer satisfaction has a significant relationship with customer loyalty. 

The last relationship tested was between customer satisfaction and customer loyalty. Again, the 

output from SPSS reveals that there is a statistically significant relationship between the two 

variables (p<0.005), so the null hypothesis is rejected. In other words, H5 is accepted, as customer 

satisfaction appears to have a strong and significant relationship on customer loyalty (r=0.794). 

This means that there is a positive relationship between service quality and customer loyalty and 

increases in the levels of service quality were correlated with an increase in customer loyalty.   

 

4.2.3 Evaluation of the Online Survey 

The evaluation of the quantitative study involves assessing the research quality, both in terms of 

internal/external validity and in terms of reliability, and is analyzed below. Furthermore, the 

limitations that come with the online survey are stated. 

4.2.3.1 Quality of the Online Survey 

The online survey conducted for the purpose of this study is also evaluated in terms of its quality. 

More specifically, research quality is closely related to the concepts of reliability and validity. 

Reliability is a necessary but not sufficient condition for validity; a study can be of high reliability 



 70 

and of low validity, but not the other way around. In other words there is a one-way relationship 

between these two concepts (Schmidt & Hollensen, 2006, p. 131). 

 

In a quantitative context, reliability refers to the ability of the results of a questionnaire to remain 

consistent if repeated measurements are taken (Schmidt & Hollensen, 2006, p. 127), whereas 

validity determines whether the research subject is accurately assessed with the methods employed 

by the researcher (Holloway & Daymon, 2011, pp. 78-79). Moreover, Holloway and Daymon (2011 

p. 79) present two different validity dimensions: internal validity; which in relation to the 

questionnaire is the ability to measure what is intended to be measured (Saunders et al., 2009, p. 

366), and external validity; which refers to how generalizable these results are. 

 

In order to assess how reliable the questionnaire is, a statistical method was employed: the 

Cronbach alpha test. This test assesses the internal consistency of a scale by averaging all possible 

ways of splitting test items and computing their degree of correlation (Field, 2012, p. 708). The 

closer the alpha score is to 1, the larger the internal consistency is. Acceptable values vary 

depending on the research context and purpose (Field, 2012, p. 709), however a general rule is that 

internal consistency is not guaranteed when the score is below 0.6 (Cronbach, 1951). Calculations 

conducted in SPSS 21.0 for all scales used in the questionnaire showed that the alpha score was 

acceptable in all cases, varying from 0.890 to 0.942 (Appendix 2). In conclusion, the scales of the 

questionnaire all show strong internal consistency and reliability. 

 

In regards to internal validity of the questionnaire, it is often distinguished between content validity, 

criterion-related validity and construct validity (Blumberg et al., 2011). Content validity, refers to 

the degree to which the questionnaire adequately covers the investigative questions. It is secured by 

carefully defining the research through a thorough literature review that can help justify the use and 

relevance of each question used in the questionnaire. On the other hand, criterion-related validity is 

concerned with whether or not the measures can be used to make accurate predictions. In order to 

ensure this, meticulous statistical analysis was conducted to confirm the existence or not of 

relationships between various independent and dependent variables. Finally, construct validity is 

partially ensured by choosing to conduct exploratory factor analyses (Field, 2012, p. 706) for 

certain scales in the questionnaire. These prove that the questions used actually measure the 

constructs that they are intended to measure (Saunders et al., 2009, pp. 366-367), which is what 
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construct validity is concerned with, and also that each scale is only measuring one construct 

(unidimensionality) (See Appendix 2). 

 

External validity or generalizability refers to how possible it is for the results of the study to be 

generalized to a wider population or context. According to Schmidt and Hollensen (2011, p. 131), 

“the bigger the sample, the simpler and less complex the questions used and the smaller the number 

of questions, the higher the generalizability”. Hence, for the present sample, consisting of 84 

respondents in combination with 15 questions/sub-questions and a carefully worded questionnaire 

with a modified vocabulary in order for it to be simple and clear, it can be concluded that 

generalizability is feasible, yet not without limitations (See 4.2.3.2: Limitations). 

4.2.3.2 Limitations of the Online Survey 

A choice of method does not come without limitations. Despite the fact that online surveys in many 

fields can attain response rates equal to or slightly higher than that of traditional modes, internet 

users today are constantly bombarded by messages and easily ignore the ones they do not find 

interesting enough. 

 

Furthermore, a lack of a trained interviewer to clarify and review can possibly lead to less reliable 

data. The respondents may not feel encouraged to provide accurate, honest answers or may not feel 

comfortable providing answers that present themselves in an unfavorable manor. Lastly, survey 

question answer options could lead to unclear data because respondents may interpret certain 

answer options differently. For example, the some answers may represent different things to 

different subjects, and have its own meaning to each individual respondent.  
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CHAPTER 6: DISCUSSION 

In this chapter, a discussion concerning the most significant findings viewed from a theoretical 

standpoint takes place.  

 

This part of the thesis will discuss and conclude the analysis of the previous chapters and provide 

and answer to the main research question: “How does the implementation of Social CRM for 

customer service impact customer satisfaction and customer loyalty?” 

 

In order to answer the research question, it was first decided to find as much information on this 

particular subject from as many different perspectives as possible. Based on this reasoning, a mixed 

methods approach was required in order to undertake the research. Using the mixed methods 

approach, a solid framework was built from an academic point of view, by observing the 

interactions occurring on a social media platform – through netnography, and finally from the 

customer’s point of view – through the online survey. 

 

After conducting the literature review, the author developed a conceptual model, which was meant 

to support answering the research question. The conceptual model (Figure 4) shows the influence of 

social customer service on service quality, customer satisfaction and customer loyalty (model 

adapted from Wilson et al., 2012).  

 

Figure 4. Influence of social customer service on service quality, customer satisfaction and customer loyalty 

(model adapted from Wilson et al., 2012) 

In order to analyze each relationship, the model was broken down into five hypotheses that were 

analyzed in the previous chapter. These can be seen below: 

H1: Social customer service has a significant relationship with service quality. 

H2: Social customer service has a significant relationship with customer satisfaction. 
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H3: Social customer service has a significant relationship with customer loyalty. 

H4: Service quality has a significant relationship with customer satisfaction. 

H5: Customer satisfaction has a significant relationship with customer loyalty. 

 

The author managed to find different research studies that measured how Social CRM can enhance 

customer loyalty (Lee-Kelley, Gilbert & Mannicom, 2003), or how Social CRM is a determinant of 

customer satisfaction in retail websites (Feinberg & Kadam, 2002). The thought of verifiying the 

relationships between Social CRM for customer service with service quality, satisfaction and 

loyalty was motivating, as not much research was done in this sense. 

 

The hypotheses are tested with Pearson’s correlation and all of the hypotheses are accepted, thus all 

of the relationships result in being statistically significant. The relationship between social customer 

service and service quality results in an r coefficient of 0.939, while the relationship with customer 

satisfaction results in an r coefficient of 0.876 and the relationship with customer loyalty results in a 

coefficient of 0.842. The relationship of service quality on customer satisfaction results in an r 

coefficient of 0.865 and the last relationship between customer satisfaction and customer loyalty in 

an r coefficient of 0.794. The highest coefficient belongs to the social customer service-service 

quality relationship, this showing that social customer service has the highest impact on service 

quality, from the customers point of view. Finding that the relationships are statistically significant 

was not enough to answer the research question. The “how” part of the question could only be 

answered by looking deeper into the results from the online survey, but also the netnographic 

research. 

 

One main impact found was that social media increased the level of efficiency in the case of 

customer service. Through the literature review, it resulted that the traditional form of CRM 

systems often measured efficiency based on the management expectations, rather than focusing on 

customer expectations (Greenberg, 2009b). Furthermore, it appears that although CRM is designed 

to manage relationships, it has various limitations in regards to customer service, satisfaction and 

loyalty. The result was that when social media was integrated into the traditional CRM processes, a 

more customer–centric approach was taken, and efficiency was increased. According to the online 

survey results, 45% of the respondents stated that they believed social media to be the most efficient 

customer service channel, followed by 32% who believe telephone as most efficient and 21% who 

prefer email. 
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As a consequence of the netnographic research, it appears that the average response time on ASOS’ 

customer care Twitter account was 14 minutes for the agents to respond to a customer. This is 

rather significant, as going back to the theory chapter; it seems that call centers often do not take a 

customer-centric approach towards resolving customer issues. Long waiting response time and a 

harder access to customer were all primary reasons why customers felt traditional customer service 

channels would not be enough to solve their questions and problems and had a general dislike of 

call centers (Greenberg, 2009b). Furthermore, when the survey respondents were asked why they 

decided to choose a social media channel to contact ASOS with their customer service issue, 63% 

of them responded that primary reason was the fast response time, whereas 39% chose this for 

simplicity of the process. These are noteworthy observations, as it was previously found that 

traditional communication channels have often been considered as being inefficient. Moreover, 

when asked about the time to issue resolution, 25% of respondents said it took ASOS 30 minutes or 

more to resolve their issue, while 8% mentioned 10 minutes to less than 30 minutes and 6% chose 

less than 10 minutes to issue resolution. 

 

To continue, it was found that in order for this increased efficiency to occur, it is essential for the 

companies to have the right tools and systems in place for proper customer and information 

management. The case study shows that the IT department has developed a personalized service 

built into their CRM system that allows them to record the experience customers have had using 

ASOS so far, and any problems or communication with them to date. Each conversation with 

customers is tracked, so information can always be used at a later time. The CRM system currently 

used in ASOS is smartFocus, which is centered on customer communications helps ASOS maintain 

customer data and realize the value of customer information by creating accurate customer profiles 

As also stated by Greenberg (2009) and Chaffey (2011), customer profiling is one of the most 

important parts of gathering the sort of data important enough to enhance the learning capacities of 

companies about their customers. 

 

Furthermore, the research conducted shows that the increased customer service efficiency level has 

a direct impact on customer satisfaction and loyalty. Walsh and Godfrey (2000) argue that effective 

customer service prompts enhanced customer satisfaction, which creates a positive pull factor, 

which makes the relationship between the customer and the company a loyal one. Increased 

customer satisfaction and loyalty were reached by building a personalized customer experience for 
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the customer. The netnography research shows that from the 2165 Twitter interactions, ASOS had a 

friendly attitude 1780 times, an engaging one 837 times and a personal attitude 621 times. Question 

4 of the online survey (Appendix 1) sets out to find the reason of contacting ASOS through social 

media. 11% of the respondents chose social media because their issue was minor and 33% chose it 

due to communication transparency. This validates the data collected in the netnographic research, 

where 37% of the Tweets were questions and 13% were categorized as positive feedback, both 

meant to engage with ASOS. 

 

It is a common knowledge that all companies want and need to make profits in order to survive in 

today’s economy. This is the ultimate goal. In order to reach this goal, being able to manage 

customer relationships in the long run is for the good of the company (Kotler & Armstrong, 2011). 

This also coincides with the goal of CRM of managing the customer relationship and turning them 

into loyal customers who promote the service to their close network of friends and family. 

According to these diverse findings, customer satisfaction increases customer loyalty, influences 

repurchase intentions and leads to positive word-of-mouth (Dimitriades, 2006; Olorunniwo et al., 

2006; Chi & Qu, 2008; Faullant & Matzler, 2008). The quality of the service has to be perceived as 

valuable and perceived value depends on exceeding the service quality expectations (Wilson et al., 

2012). This is where the implementation of Social CRM into a company helps in managing the 

relationships and gathering information for better understanding the customer and generating 

insights, further used to improve the experiences of the whole customer base. 

 

Many companies find it difficult to incorporate CRM successfully, but they should do their best in 

implementing it as good as possible as the customer is the most important factor for their future 

revenues. The case study and netnography research proved that ASOS already managed to build a 

successful customer-centric strategy and culture. This is evident from the fact that the company 

considers itself as being “customer obsessed”. ASOS takes care and is honest and impartial with all 

its customers. On Twitter they have a friendly, personal and empathetic tone of conversation and 

they manage to engage with customers by providing quick and relevant responses, but also by being 

available 24/7. 

 

As discovered in the literature review, Social CRM is a combination of social media and the more 

traditional CRM practices (Mohan et al., 2008). Through the use of social customer service, the 

company manages to build and strengthen their customer relationships. Having instant feedback can 
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be used to improve service quality, thus ensuring a higher level in the future that will eventually 

lead to satisfaction and loyalty. 

 

Furthermore, as the whole customer service process is completely transparent for all the customers 

or non-customers, it is of utmost importance for ASOS to create a good image of their brand in 

general. A good image creates positive word of mouth and may attract other customers looking for 

recommendations from their close network.  

 

Another method used to obtain a better outlook on future intentions, satisfaction and loyalty from 

the data provided by the online survey, the author decided to use the net promoter score (NPS), 

since this is considered to be a useful metric when trying to measure customer loyalty. As 

mentioned before this is based on the responses on a 0 to 10 rating scale, where the respondents are 

grouped into “promoters” (9-10 rating – extremely likely to recommend), “passively satisfied” (7-8 

rating), and “detractors” (0-6 rating – extremely unlikely to recommend) (Reichheld, 2003). 

 

The percentage of promoters reached 42.86%, while the percentage of passively satisfied customer 

was 20.24% and the detractors 36.9%, leading to a final NPS of +6. A positive score (>0) is 

generally considered as being good and it gives a good indication of growth potential, customer 

satisfaction and loyalty for ASOS. 

 

In order to answer to research question -“How does the implementation of Social CRM for 

customer service impact customer satisfaction and customer loyalty?” – the different relationships 

between the variables were tested and statistical results show that they are strong and significant, 

social customer service does influence customer satisfaction and loyalty. The case study and 

netnographic research show “how” it impacts them. Social CRM for customer service builds a 

better customer experience, helps companies gather valuable customer insights without being 

obtrusive, but by attracting the customer’s voluntary input. Moreover, the instant feedback, both 

positive and negative, helps improve service quality, which helps to further increase satisfaction and 

loyalty. Communication transparency is another impact of social customer service, which leads to 

positive word-of-mouth. Lastly, by offering the most engaging customer experience, through 

friendly, personal, helpful conversations, ASOS manages to attract customers to return and if the 

service quality is sustained, they will surely become loyal advocates. 
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CHAPTER 7: CONCLUSIONS 

This final chapter contains the conclusions, but also limitations associated with this study as well as 

suggestions for future research on the topic of this thesis. 

 

This thesis provides a focus on the relationship between social CRM for customer service and 

customer satisfaction and customer loyalty and contributes the relationship marketing literature by 

creating a conceptual model that investigates how social customer service influences service 

quality, customer satisfaction and loyalty.  

 

The findings from the case study and netnography research demonstrate that what the company 

believed was a good method of conducting customer service, also worked in practice, something 

observed from their interactions with their customers. 

 

Finally, the online survey helped gain customer insights about how the customer actually viewed 

social customer service, but also their general feeling about the service quality, satisfaction, loyalty 

and future intentions in regards to future purchases from ASOS and potential recommendations.  

 

The impact of social CRM for customer service can be seen from increased efficiency that leads to 

increased satisfaction and loyalty. Other significant benefit of this implementation is the access to 

rich customer insight through the instant inflow of negative or positive feedback. Companies can 

find much potential in these customer insights by further making adjustments to their product or 

service offerings. Furthermore, Social CRM for customer service builds a better customer 

experience, by engaging in a two-way dialogue with the customer. ASOS engages in a friendly, 

personal a helpful way and collaborative, entertaining and personalized experience. The company 

considers itself as being “customer obsessed” and this is shown by their entire commitment to 

engage 24/7 with the customer.  

 

To conclude, without having a customer-centric culture and strategy, a company cannot explore the 

benefits of implementing social media into CRM, as it was shown in ASOS’ case. Moreover, 

companies should be able to accommodate the customer’s wants and needs and meet them on their 

preferred platforms. 
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7.1 Limitations 

In order to keep the research of the thesis as narrow as possible, the author restricted several areas 

of the study. Also, although this research was well prepared, the author is still aware of its 

limitations. This section is used to state the limitations that were used during the theoretical study 

and empirical research. 

 

The research undertaken for this thesis was performed on a single online retailing company that is 

doing well in terms of customer satisfaction metrics, so it might be stated that the results cannot be 

generalized to other online retailing companies or other industries. Furthermore, the research was 

restricted to areas of customer service, customer satisfaction and customer loyalty from a social 

CRM perspective due to limited space and time. Also, other significant areas of social CRM were 

left out of the analysis. Finally, only the Twitter social media channel was researched. As 

mentioned in the netnography section, this was done due to the fact that ASOS’ customer care 

Twitter account is rich in customer-generated data and the interactions taking place between the 

company and its customers are substantial.  

 

7.2 Further Research 

Naturally, not all the aspects of the topic could be addressed here due to the space and scope 

limitations. Since the thesis is intended to broaden the current existing knowledge on social 

customer service and social CRM, further research could include social media being used in other 

areas or CRM.  

 

Also, it would be interesting to see other social media channels like Facebook being used to test 

whether the same results in regards to the relationship between social CRM for customer service, 

customer satisfaction and customer loyalty will be found as well. 

 

Furthermore, the findings could be used to test the same relationships in other online retailing 

companies or other completely different industries, to see if the same relationships are found. 

Finally, the subject of this thesis might have benefited from the use of individual qualitative 

interviews with influential people in the company instead of the quantitative surveys and 

netnography. The interviews could have given a deeper and clearer view of the actual use of social 

CRM in ASOS. 
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APPENDICES 

 

Appendix 1: Online Survey 

 

Thank you for taking the time to complete this survey about 

Social Customer Service at Asos. The data will be used for my 

master's thesis and your feedback would be much appreciated, 

as it will contribute to accurate study results. It will take about 3 

minutes to go through all the questions and your answers will be 

completely anonymous. 

Many thanks, 

Anca 

 

1. Which of the following customer service channels do you find most trustworthy? 

 

(1)  Telephone 

(2)  Email 

(3)  Social Media 

(4)  Other (please specify) __________ 

 

2. Which of the following customer service channels do you find most efficient? 

 

(1)  Telephone 

(2)  Email 

(3)  Social Media 

(4)  Other (please specify) __________ 

 

3. How important is it for you that companies are active on social media and provide 

customer service on their social media channels? 

 

(1)  Not important 



 92 

(2)  Of little importance 

(3)  Somewhat important 

(4)  Important 

(5)  Very important 

 

4. Why have you chosen to use social media as a means to contact Asos? 

 

(1)  Simplicity 

(2)  Fast response time 

(3)  Interaction with other customers 

(4)  Issue was minor 

(5)  Communication transparency 

 

5. Please indicate how much you agree with the following statements. 

 

 
Strongly 

disagree 
Disagree Neutral Agree Strongly agree 

I consider my general experience 

with Asos social customer 

service as being positive 

(1)  (2)  (3)  (4)  (5)  

I believe that my issues/concerns 

were handled in a timely manner 

 

(1)  (2)  (3)  (4)  (5)  

I believe that my issues/concerns 

were be handled in my best 

interest  

(1)  (2)  (3)  (4)  (5)  

 

6. Please indicate how much you agree with the following statements.  

 

 
Strongly 

disagree 
Disagree Neutral Agree Strongly agree 

My issue received the required 

attention  
(1)  (2)  (3)  (4)  (5)  

My issue was resolved as 

promised  
(1)  (2)  (3)  (4)  (5)  

I trust that the Asos social (1)  (2)  (3)  (4)  (5)  
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Strongly 

disagree 
Disagree Neutral Agree Strongly agree 

customer service team will help 

me solve my issue  

The support agent handled my 

issue with empathy 
(1)  (2)  (3)  (4)  (5)  

I had a positive impression of the 

agent and the communication 

process 

(1)  (2)  (3)  (4)  (5)  

 

7. How long did it take Asos to resolve your problem? 

 

(1)  Less than 10 minutes 

(2)  10 minutes to less than 30 minutes 

(3)  30 minutes or more 

(4)  Next day 

(5)  More than a day 

(6)  Issue did not get resolved 

 

8. How many times did you contact the Asos social customer service agents before your 

problem was resolved? 

 

(1)  Once  

(2)  Twice 

(3)  Three times 

(4)  More than three times 

(5)  Issue is still unresolved 

 

9. Please indicate how much you agree with the following statements. 

 

 
Strongly 

disagree 
Disagree Neutral Agree Strongly agree 

Overall, I am satisfied with Asos 

and the customer service they 

provide  

(1)  (2)  (3)  (4)  (5)  
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Strongly 

disagree 
Disagree Neutral Agree Strongly agree 

I was satisfied with the response 

to my enquiry  
(1)  (2)  (3)  (4)  (5)  

The way Asos handled my issue 

is my idea of great customer 

service 

(1)  (2)  (3)  (4)  (5)  

 

10. Please indicate how much you agree with the following statements. 

 

 
Strongly 

disagree 
Disagree Neutral Agree Strongly agree 

I consider seeking advice from 

Asos customer service again 
(1)  (2)  (3)  (4)  (5)  

I consider recommending Asos 

and their customer service to 

others  

(1)  (2)  (3)  (4)  (5)  

I will comment positively about 

Asos and their customer service 
(1)  (2)  (3)  (4)  (5)  

I prefer Asos over other online 

retailers 
(1)  (2)  (3)  (4)  (5)  

 

11. Please indicate the frequency with which you did the following. 

 

 Never Rarely Sometimes Often Frequently 

Mentioned to others that you 

purchase from Asos 
(1)  (2)  (3)  (4)  (5)  

Spoke positively about Asos 

customer service to others 
(1)  (2)  (3)  (4)  (5)  

Recommended Asos to family 

and close friends  
(1)  (2)  (3)  (4)  (5)  

Spoke positively about Asos in 

general  
(1)  (2)  (3)  (4)  (5)  

Recommended Asos to 

acquaintances  
(1)  (2)  (3)  (4)  (5)  
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12. Considering only your most recent customer service experience, how likely would you be 

to recommend Asos to a friend or a colleague? 

 

(1)  Not at all likely (0) 

(2)  (1) 

(3)  (2) 

(4)  (3) 

(5)  (4) 

(6)  (5) 

(7)  (6) 

(8)  (7) 

(9)  (8) 

(10)  (9) 

(11)  Extremely likely (10) 

 

13. Considering your complete experience with Asos, how likely would you be to recommend 

the company to a friend or colleague? 

 

(1)  Not at all likely (0) 

(11)  (1) 

(2)  (2) 

(3)  (3) 

(4)  (4) 

(5)  (5) 

(6)  (6) 

(7)  (7) 

(8)  (8) 

(9)  (9) 

(10)  Extremely likely (10) 

 

14. Please indicate your gender: 

 

(1)  Male 

(2)  Female 
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15. Which age group do you belong to? 

 

(1)  Under 18 

(2)  18-21 

(3)  22-25 

(4)  26-29 

(5)  30-34 

(6)  35+ 

 

If you have any other comments or suggestions, please feel free to write them below. 

______________________________________________________________________________ 

 

 

Thank you for your time! 

Feel free to share this survey with others and remember to press Finish! 

 

Appendix 2: Cronbach’s Alpha Reliability Test 

 

Social Customer Service  

 

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

.942 3 

 

 

Service Quality 

 

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

.920 5 
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Customer Satisfaction 

 

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

.909 3 

 

Customer loyalty 

 

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

.890 4 

 

Appendix 3: Factor Analysis 

 

Social Customer Service 

 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .751 

Bartlett's Test of Sphericity 

Approx. Chi-Square 236.533 

df 3 

Sig. .000 

 

 

Communalities 

 Initial Extraction 

(CS) I consider my 

general experience with 

Asos social customer 

service as being positive 

1.000 .917 
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(CS) I believe that my 

issues/concerns were 

handled in a timely 

manner 

1.000 .921 

(CS) I believe that my 

issues/concerns were be 

handled in my best 

interest 

1.000 .855 

Extraction Method: Principal Component Analysis. 

 

 

 

 

 

 

 

 

 

Component Matrixa 

 Component 

1 

(CS) I consider my 

general experience with 

Asos social customer 

service as being positive 

.957 

(CS) I believe that my 

issues/concerns were 

handled in a timely 

manner 

.960 

(CS) I believe that my 

issues/concerns were be 

handled in my best 

interest 

.925 
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Extraction Method: Principal Component 

Analysis. 

a. 1 components extracted. 
 

 

Rotated 

Component 

Matrixa 

 

a. Only one 

component was 

extracted. The 

solution cannot 

be rotated. 

 

Service Quality 

 

 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .864 

Bartlett's Test of Sphericity 

Approx. Chi-Square 322.182 

df 10 

Sig. .000 

 

 

 

Communalities 

 Initial Extraction 

(SQ) Tangibility 1.000 .574 

(SQ) Assurance 1.000 .770 

(SQ) Responsiveness 1.000 .775 

(SQ) Reliability 1.000 .886 

(SQ) Empathy 1.000 .806 

Extraction Method: Principal Component 

Analysis. 
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Component Matrixa 

 Component 

1 

(SQ) Tangibility .758 

(SQ) Assurance .877 

(SQ) Responsiveness .880 

(SQ) Reliability .941 

(SQ) Empathy .898 

Extraction Method: Principal 

Component Analysis. 

a. 1 components extracted. 

 

 

Rotated 

Component 

Matrixa 

 

a. Only one 

component was 

extracted. The 

solution cannot 

be rotated. 
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Customer Satisfaction 

 

 

 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .699 

Bartlett's Test of Sphericity 

Approx. Chi-Square 195.861 

df 3 

Sig. .000 

 

 

Communalities 

 Initial Extraction 

(CSat) Overall satisfaction 1.000 .909 

(CSat) Confirmation of 

expectations 

1.000 .886 

(Csat) Performance 

versus ideal 

1.000 .743 

Extraction Method: Principal Component Analysis. 

 

 

 
 

 

 

Component Matrixa 

 Component 

1 

(CSat) Overall satisfaction .954 

(CSat) Confirmation of 

expectations 

.941 
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(Csat) Performance 

versus ideal 

.862 

Extraction Method: Principal Component 

Analysis. 

a. 1 components extracted. 

 

 
 

Rotated 

Component 

Matrixa 

 

a. Only one 

component was 

extracted. The 

solution cannot 

be rotated. 

 

 

Customer Loyalty 

 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .816 

Bartlett's Test of Sphericity 

Approx. Chi-Square 210.070 

df 6 

Sig. .000 

 

 

Communalities 

 Initial Extraction 

(CL) Repurchase intention 1.000 .703 

(CL) Recommendation 

intention 

1.000 .853 

(CL) Positive word of 

mouth 

1.000 .742 

(CL) Preference 1.000 .781 

Extraction Method: Principal Component Analysis. 
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Component Matrixa 

 Component 

1 

(CL) Repurchase intention .838 

(CL) Recommendation 

intention 

.924 

(CL) Positive word of 

mouth 

.861 

(CL) Preference .884 

Extraction Method: Principal Component 

Analysis. 

a. 1 components extracted. 

 

 

Rotated 

Component 

Matrixa 

 

a. Only one 

component was 

extracted. The 

solution cannot 

be rotated. 
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Appendix 4: Pearson’s Correlation Tests 

 

 

                                          Correlations 

 Social 

customer 

service 

Social customer service 

Pearson Correlation 1 

Sig. (2-tailed)  

N 84 

Service quality 

Pearson Correlation .939 

Sig. (2-tailed) .000 

N 84 

Customer satisfaction 

Pearson Correlation .876 

Sig. (2-tailed) .000 

N 84 

Customer loyalty 

Pearson Correlation .842 

Sig. (2-tailed) .000 

N 84 

 

**Correlation is significant at the 0.01 level (2-tailed). 

 

 

 

Correlations 

 Service Quality Customer 

Satisfaction 

Service Quality 

Pearson Correlation 1 .865** 

Sig. (2-tailed)  .000 

N 84 84 

Customer Satisfaction 

Pearson Correlation .865** 1 

Sig. (2-tailed) .000  

N 84 84 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Correlations 

 Customer 

Satisfaction 

Customer 

Loyalty 

Customer Satisfaction 

Pearson Correlation 1 .794** 

Sig. (2-tailed)  .000 

N 84 84 

Customer Loyalty 

Pearson Correlation .794** 1 

Sig. (2-tailed) .000  

N 84 84 

**. Correlation is significant at the 0.01 level (2-tailed). 

 
 

 

Appendix 5: Coding of Twitter Interactions 
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Appendix 6: Twitter Interactions  

 

1
st
 of May 2014

 

Screenshot 1 

 

 

 

   

 

Screenshot 2 
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Screenshot 3 

 

 

 

Screenshot 4 
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Screenshot 5 

 

Screenshot 6 

 

Screenshot 7 

 

Screenshot 8 
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Screenshot 9 

 

Screenshot 10 
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30
th

 of April 2014 

Screenshot 11 

 

Screenshot 12 

 

Screenshot 13 

 

Screenshot 14 
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Screenshot 15 

 

Screenshot 16 

 

 

Screenshot 17 

 

 

 

 

Screenshot 18 
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Screenshot 19 

 

Screenshot 20 
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29
th

 of April 2014 

Screenshot 21 

 

Screenshot 22

 

Screenshot 23 

 

Screenshot 24
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Screenshot 25 

 

 

 

 

 

 

 

 

Screenshot 26 
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Screenshot 27 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Screenshot 28 
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Screenshot 29 

 

 

 

Screenshot 30  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


