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Facebook: The medium is  the messenger

 
By BRIELLE JAEKEL

Even though messaging has become so prolific in consumer behavior, luxury brands are either lacking or severely
absent from the strategy.

Facebook Messenger is the clear winning platform for B2C communication capability, causing 81 percent of brands
to have a presence on the application, according to L2's Social Platforms; Messaging Insight Report. However, only
50 percent of brands reply to consumers within the hour and only 10 percent have chatbots.

"There are a few key takeaways from our research. First, brands in the U.S. have severely under-leveraged
messaging's capabilities to date," said Taylor Malmsheimer senior associate at L2. "Some of this is due to lack of
options since Facebook Messenger is the only scaled player in the space that is truly catering to B2C messaging.

"However, brands have even been slow to leverage Facebook's B2C offerings," she said. "Our research shows that
less than 10 percent of brands have created a Facebook chatbot.

"Perhaps most surprisingly, although most brands are present on Facebook Messenger, only about half respond
within one hour we would argue that any brand taking more than one hour to respond isn't using the platform for
messaging; they are just using it as another customer service inquiry channel like email or a contact form."

Messaging and marketing
About 66 percent of brands use Twitter for customer service reasons, but replies from brands are on the decline,
falling 13 percent in two quarters.

While many of these companies leverage Twitter for customer service, only those with the resources to leverage the
social media site should invest in this outlet.
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Brands on Twitter

Brands in the United States need to follow their Chinese counterparts now before the reliance on messaging apps
makes its way overseas. Failing to jump ahead of the curve will mean these brands will fall behind. An estimated 24
million consumers in the U.S. are expected to be on WeChat within three years, by 2020.

While brands and retailers have not yet conquered this space in the U.S., it is  not for lack of trying on social
platforms' end. Kik, Twitter and especially Facebook have implemented capability to harness purchasing elements
such as buy buttons and chatbot investments.

Brands on WeChat in China

The more a brand can leverage messaging, the more personal the custom experience can be.

Lessons from China
As Chinese consumers' main platform to control almost everything in their lives, WeChat is now seeing double
adoption rates within two years, according to separate report from L2.

Research shows that now all beauty brands, 96 percent of personal care brands and 90 percent of watch and jewelry
manufacturers interact with consumers via WeChat. The platform is likely to exceed 900 million users in 2017,
making it detrimental for brands to lack a presence on the mobile messaging application (see more).

French atelier Christian Dior recently tried its hand at social selling by offering its followers on Chinese messaging
and social application WeChat the opportunity to purchase a limited-edition handbag directly through a post. While
not alone in its WeChat efforts, Dior became the first luxury house to sell a high-end handbag through the app,
showing its potential for direct-to-consumer sales (see more).

"Even though messaging is under penetrated from a brand perspective in the US, it has exploded in China," Ms.
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Malmsheimer said. "WeChat adoption is basically ubiquitous across the categories we cover in China, and the
WeChat ecosystem enables sophisticated customer service and social commerce, facilitated by in-app payments, all
within the app.

"Messaging's success in China indicates that the trend will continue to grow in the US as major players like
Facebook continue to build out their platforms and imitate WeChat," she said. "For brands, this means that there will
be a significant first mover advantage. Brands that experiment and understand how messaging can complement
their social and overall strategy now will benefit in the future when the practice becomes table stakes rather than
innovation.

"Finally, I think where messaging can really make a difference is in personalization, consumers are continually
expecting more and more personalized experiences from brands, and messaging allows brands to deliver hyper-
personalization without the high overhead cost of a large customer service team dedicated to resource-intensive
practices like live chat. We're already starting to see this among some of the first movers -- brands like Absolut
Vodka, Nordstrom, Burberry and Bud Light have all implemented chat bots that provide highly personalized
experiences to consumers."
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